The Effect of Empowerment on the Service Recovery Performance of Front Office Agents in Five Star Hotels in Jordan by Al-Sabi, Samer M.
UNIVERSITY OF ý SURREY 
The Effect of Empowerment on the Service Recovery 
Performance of Front Office Agents in Five Star 
Hotels in Jordan 
By 
Samer M. Al-Sabi 
School of Hospitality and Tourism Management 
University of Surrey 
The thesis submitted in fulfilment of the requirements for 
award of the degree of Doctor of Philosophy 
2011 
Q _l11 1vMv/lsk, 
ýý 
n rv r\v 
. V. iAW A 54 UVU 
qn 1 ývý- 
ýQ 
Pý'? 
_q U 
Oi 
., 
NU ba 
P 
a 
6 
D I- ýý ýI º'ý 1 ©/ý 
iJ 
n 
ýa 
611 
'0 0 
0 
O"'O 
ý ýý ºý ý º ýj ýi 
0 
0 
00 
º` 
ýö_ ýý 
ý ýý ºý 
U^- 
wc ý fOý6 
ýý - "_.. <ý 01 ZooAMCooJ ýO~r0 
ý Oýr. 
rO'Q Oýr°P 
I ý/ 
ýýý 
Ltý 
ýý 
(i 
ý ýý vý ý)ýý ýi 
Cl 
a 
cl 
D IVA 
"., - VA 
D 
ýE Dý-j 
röOOo 
O__O . 'l O_. 
O, 
AZ4 Iýfi 4 V)AO %ý+G 
o. lI© ý1©i ýý 
n 
Cl 'i Ii, I 
00 
Oýý114ro 
1; 
0 
ýöý': z Q 
6 
O 
Q ýr 
00 
0 
00 
m : ýö 
a 
cl 
D 
ýä 
O° ý ýý 
jm ro 
aý ý -Q V, 0 U 
Oo 
slonZa VA I 
0 0 
ý. 
0 
; QmO, 
Cc 
... 
'no Nil 
öo 
1. 
. 
aº.. 
0 
Q 0 D, 
<J 
0 
ºr 
rA 
a ýn lW V. ý 
Q 
0 
"W! 0 
Q 
Q 
.ý 
WA 
O. ' 
Samer AI-Sabi 
Abstract 
Abstract 
Even though the concept of empowerment has received considerable attention in 
previous research, the role that empowerment, or the lack of it, plays in particular 
situations is still under-researched. How employee empowerment may influence the 
service recovery performance of employees is a relatively new research area. 
Therefore, this study investigates the relationship between employees' empowerment 
(structural empowerment and psychological empowerment) and service recovery 
performance in front office department in five star hotels in Jordan. 
The research model for this study suggests direct relationships which are structural 
empowerment and psychological empowerment influence employees' service 
recovery performance and this in turn will affect customer satisfaction on the one 
hand, and indirect relationships through experience, managerial support and training 
on the other hand. A self-developed questionnaire was used to test the study's model. 
A total of 525 questionnaires were distributed to front office department employees in 
all five star hotels in Jordan. 310 questionnaires were returned and of these 298 usable 
questionnaires were used in the analysis. 
A series of Exploratory Factor Analyses were used to check the dimensionality and 
validity of the scales used while Cronbach's Alphas were calculated to assess the 
internal consistency of the scales used and hence their reliability. In addition, 
convergent and discriminant validity were used to make sure that the results 
afterwards are valid. The results indicated that all the scales used in the study are valid 
and reliable. 
The results of this study show that empowering front office department employees in 
five star hotels in Jordan is an effective strategy that influences positively on service 
recovery performance and ultimately on customer satisfaction (CS). More 
specifically, the results indicate that structural empowerment (SE) positively 
influences employees' psychological empowerment (PE). It also shows that 
psychological empowerment partially mediates the relationship between structural 
empowerment and service recovery performance (SRP). The results also show that 
experience (EX), managerial support (MS) and training (TR) partially mediate the 
relationship between empowerment (both SE & PE) and service recovery 
performance (SRP). Finally, the results show that employees' service recovery 
performance positively influences employees' perception of customer satisfaction. 
Thus, it becomes evident that management need to understand the need to create an 
environment where employees feel that they have the autonomy and authority to act 
independently so that in response they are more able to deliver high levels of service 
recovery performance and achieve high levels of customer satisfaction. The results of 
this research provide insights that can inform the direction of future that can be 
research into this important topic built upon by other researchers and practitioners, 
and take into consideration the important aspects that are related to employees' 
empowerment and service recovery performance in the hospitality industry. 
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Chapter I: Introduction 
1.1: Study Background 
Chapter I 
Achieving zero defects in the service encounter is extremely difficult and mistakes are an 
unavoidable challenge for every service organisation (Sparks 2001; Hess, 2008). Maxham 
(2001) stated that it is difficult for service organisations to eliminate all service failures, but 
they can learn how to give an effective response when failures do occur. This response is 
termed service recovery. The literature on service recovery shows that service recovery is an 
important process for any service organisation in solving customers' problems and changing 
the attitudes of customers from being dissatisfied to satisfied (Bitner, Booms, and Tetreault, 
1990; Hart, Heskett, and Sasser, 1990; Boshoff, 1997; Michel, 2001; Seawright, DeTienne, 
Bernhisel and Larson, 2008). 
Once service failures occur, service recovery is needed to make it up to the customer and 
avoid potential long-lasting damage to the business. Identifying different types of service 
failure and appropriate methods of service recovery should help in providing opportunities 
for changing a customer's negative attitude towards the operation to a positive one. Service 
recovery is viewed as an organisationally-owned process that is performed by all employees 
in the organisation with the aim of identifying service failures, resolving customer problems, 
changing the negative attitude of dissatisfied customers to a state of satisfaction, and retaining 
customers. As such, service recovery is seen as a subsystem operated under an overall 
organisational system. While the nuts and bolts of this system are the service employees 
themselves, the doctrines that govern it are the organisational values and policies, and the 
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hoped for final product is a happy customer. Implementing these recovery methods 
effectively - service recovery performance - is critical and depends to a large extent on the 
empowerment of customer-contact employees who are at the forefront of the service recovery 
process. 
Two distinct dimensions of empowerment have evolved namely, structural/relational 
empowerment and psychological/motivational empowerment. Researchers have tended to 
adopt one of these two main dimensions in conceptualising empowerment (Greasley et al., 
2008; and Eylon and Bamberger, 2000). Even though the concept of empowerment has 
received attention in previous research, the role that empowerment, or lack of it, plays in 
particular situations is still under-researched. How employee empowerment may influence 
the service recovery performance of those employees is a relatively new subject. Past studies 
have tended to use empowerment as a service recovery method in its own right rather than 
seeing it as a strategy for supporting employees in the whole of the service recovery process. 
Some studies have measured empowerment and its effect on service recovery performance 
from the managerial and customer perspectives, while few studies 
have conceptualised and 
measured it from the employees' perspective. 
Finally, most studies have been conducted in a western economic context with 
limited 
evidence from the hotel industry, and there is evidence to suggest that other geographic and 
industrial contexts can provide different interpretations of empowerment 
dimensions. In order 
to address these gaps, this study looks at both dimensions of empowerment and how each 
may impact upon the performance of employees during service recovery. 
That is, employees 
will have their own individual perceptions or feelings of (psychological) empowerment 
which will in some ways influence their behaviour and performance at work (Odeh, 2008). 
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These feelings of empowerment will in part be formed by the actions and behaviours of their 
managers and supervisors who are attempting to develop an employment environment 
(structural empowerment) that supports employees in taking control of their own work 
(Amenumey and Lockwood, 2008). As such, both structural empowerment and psychological 
empowerment serve as key drivers in enabling employees to take ownership of problems 
should they arise, as well as to take the necessary and immediate action to deal with the 
situation in cases of service failure. 
1.2: Research Question 
Ideally, service failure should not occur in the service encounter and quality should be high 
all the time. However, most managers recognise that no service system is perfect, employees 
make mistakes, systems breakdown and customers in the service process may cause problems 
for other customers. As a result, the planned service process may not achieve good results for 
customers and the quality of service may not meet customers' expectations (Bell and Zemke, 
1987). Consequently, it is logical that service organisations need to consider methods for 
recovering mistakes that happen in the service encounter. The difficulty of this lies in 
identifying appropriate methods for recovery, and also in the variability of customer 
perceptions of the offered services and in service provider perceptions of customer needs, as 
well as their behaviours towards customers. Usually, customer-contact employees are 
considered to be the focal point in terms of connecting customers with an organisation's 
service. They have a set of responsibilities to promote, deliver and build an image about the 
organisation's service (Bettencourt and Brown, 1997). Customer satisfaction and customer 
perception of the delivered services are strongly influenced by the attitudes and behaviours of 
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customer-contact employees (Bitner et al., 1990). Thus, the success of a service organisation 
depends heavily on motivating, managing and maintain these customer-contact employees. 
The management literature has provided two dimensions of empowerment for motivating and 
managing customer-contact employees. Structural empowerment focuses on the extent to 
which frontline employees believe that they have been give the autonomy and the authority to 
act independently which may derive from aspects such as training, reward systems and 
empowering management style, while psychological empowerment focuses on four 
cognitions, namely meaning, self-determination, competence and impact. These together are 
not specific management practices, but rather they reflect an employee's personal experiences 
and beliefs about their role in the organisation (Quinn and Spreitzer, 1997). Hence, 
empowering employees structurally and psychologically, as well as providing appropriate 
methods for recovering service failure, is essential in solving customer problems and 
changing the negative attitude of customers from being dissatisfied to satisfied. 
In spite of extensive research on empowerment and service recovery, there is little evidence 
of the role of the two main dimensions of empowerment in supporting the service recovery 
process. From gaps in the existing literature (e. g., Duffy, Miller, and Bexley, 2006; Enz and 
Siguaw, 2000; Carson et al. 1998; Hocutt and Stone, 1998; Bowen and Lawler, 1995,1992; 
Hart et al. 1990; Conger and Kanungo, 1988; and Grönroos, 1988), this study provides 
academic investigations of the relationship between empowerment and service recovery 
performance. For instance, while the Duffy et al. (2006) study did not support the relationship 
in the bank sector, the Enz and Siguaw (2000) study supported the relationship in the hotel 
industry. Following from this, the current study attempts to answer the question: 
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How does empowerment affect the service recovery performance of front office department 
employees? 
1.3: Aim of the Study 
The aim of this study is to examine the effect of structural and psychological empowerment 
on service recovery performance and customer satisfaction of front office department 
employees in five star hotels in Jordan. 
1.4: The Objectives of the Study 
This study examines the effect of empowerment (in both its constructs: structural and 
psychological) on the service recovery performance of front office department employees in 
five-star hotels in Jordan. The study objectives are: 
1. To develop a conceptual framework of the possible link between service employee 
empowerment, service recovery performance and customer satisfaction. 
2. To identify variables that may play a role in the relationship between structural and 
psychological empowerment on one side and service recovery performance on the 
other side. 
3. To examine how customer-contact employees form perception of their service 
recovery performance and identify the indicators they use to assess customer 
satisfaction following the service recovery. 
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4. To test a model that depicts the relationship between empowerment, service recovery 
performance and customer satisfaction. 
1.5: The Context of the Study 
In recent years, the tourism sector is one of the most important sectors in the Middle East, 
registering outstanding figures with regard to tourist arrivals to the region. In 2007, tourist 
arrivals grew by 16% compared with the previous year, exceeding the growth of all other 
regions in the world, with arrivals to the region falling just short of 50 million, as shown in 
Table 1.1 (ABC, 2009). 
Table 1.1: Tourist Arrivals to the Middle East 
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From the table above, it can be seen that Saudi Arabia was the leading beneficiary of tourism 
activity in 2007, with 11.53 million visitors entering the country. The first priority for Saudi 
Arabia with regard to tourism is the huge influx of Muslims that go to Mecca for the 
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pilgrimage `oumrah' or `hajj'. Egypt and Syria followed with arrivals of 10.61 million and 
4.56 million respectively. Jordan came in fourth, outperforming Lebanon in spite of a drop in 
arrivals compared with 2006. It is necessary to note that Lebanon, a key competitor in the 
attraction of tourism within the entire region, has been losing out on its tourists to other 
neighbouring countries ever since the Israeli-Lebanese hostilities broke out in 2006. 
Nonetheless, despite attracting less than one third of the tourists attracted by Jordan, 
Lebanon's tourism receipts are almost 150% greater than Jordan's (ABC, 2009). 
The Hashemite Kingdom of Jordan (Jordan) is a small Arab country and has limited natural 
resources to sustain its economic development, resulting in it needing to search for other 
sources of income, of which tourism has become an essential player. Jordan has, to date, 
managed to benefit from its strategic, central location in the area, its relative stability and 
security, along with its pleasant climate, to establish a reputation for being a safe tourist 
destination. The tourism sector, of which hotels and restaurants are essential elements, is 
critical to the national economy of Jordan. In 2009, tourism contributed 1.097 billion 
Jordanian Dinar (JD) to Jordan's economy, accounting for 10-12% of gross domestic product 
(GDP), and employed more than 36,000 workers (Ministry of Tourism, 2010). 
Tourists visiting Jordan prefer to make Amman their main lodging destination; this is because 
it has more tourist services and facilities than other cities, as well as because of its location 
which is more convenient for movement to other areas of the Kingdom. Nights spent in 
Amman during (Jan-Jun, 2011) reached 1.31 million, while Aqaba, which is the second 
highest city in terms of the number of lodgers, registered 469,690 nights. The number of 
visitors to Amman in 2011 reached more than 500,000 visitors, while in Aqaba there were 
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more than 200,000 visitors. The major tourism statistics are presented in Table 1.2, which 
shows the number of nights and the number of visitors during 2010-2011. 
Table 1.2: Number of Nights and Visitors Classified by Tourism Destinations and Hotel 
Category *(2010-2011) 
Destinations 
Number 
2010 2011 
Number 
2010 
1 visitors 
2011 
Num 
2010 
ber 
of hotels 
2011 
Amman 3,222,409 1.314.851 1,516,908 615,464 12 12 
Dead Sea 490,549 217,121 257,545 109,025 3 3 
Petra 504,282 163,117 322,866 104,651 6 6 
Aqaba 934,147 469,690 452,469 231,214 2 2 
Category 
Five-star 1,014,502 909,018 570,231 493,721 
Four star 506,734 440,879 280,278 242,501 
Three star 352,003 287,174 189,438 154,386 
Two star 212,444 187,947 107,781 84,222 
One star 64,069 58,448 36,853 30,241 
Source: Ministry of Tourism & Antiquities. * Date until 30 June 
The table shows also that five-star hotels are the most popular type of accommodation, 
registering more than nine hundred thousand nights spent in the Kingdom and more than four 
hundred thousand visitors in 2011. In addition, Europeans and Americans prefer to lodge in 
four- and five-star hotels, while Arab visitors tend to lodge in suites or apartments. The 
Tourism Sector Report (2009) mentioned that Amman, Jordan's capital, was ranked number 
four in terms of number of arrivals and maintained relatively high levels of occupancy rates 
from January to July in both 2007 and 2008. Table 1.3 shows occupancy rates in the capital 
cities of Middle East countries. 
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According to the previous discussion, this study will be carried out on all front office 
department employees working in five-star hotels located in Jordan. The choice of five-star 
hotels in Jordan as the context of this study was based on a variety of reasons, as follows: 
" Tourists prefer to make Jordan, in preference to other countries in the Middle East, 
their main lodging destination; this is because Jordan has a strategic location in the 
area, it is relative stable and secure, has a pleasant climate, and is a safe tourist 
destination. 
" The increased number of five-star hotels in Jordan, the mass migration of skilled 
people to overseas markets, the need for qualified front office customer-contact 
employees and the competition between hotels to attract skilled employees. 
" There are 25 five-star hotels in Jordan; of these 12 are located in Amman and the rest 
in other cities, (e. g., Dead Sea, Petra, and Aqaba), and all belong to international hotel 
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chains, which have their own standards for hiring employees to perform the required 
services. In addition, Amman, Jordan's capital was ranked number four in terms of 
number of arrivals and maintained relatively high levels of occupancy rates from 
January to July in both 2007 and 2008. 
" Five-star hotels in Jordan struggle to deliver the same competitive level of quality 
products and services with fewer resources; managers are also challenged to find new 
ways to motivate employees to perform beyond expectations and also to retain those 
skills. 
1.6: The Structure of the Study 
The study is structured into eleven chapters. This first introductory chapter gives an overview 
of the study. The second contains the first part of the literature review, and aims to give a 
comprehensive picture of service failure. It covers issues such as service encounter, the place 
where service failure occurs, definitions and explanations of service failure, types of service 
failure and, finally, customer response to service failure. 
Chapter Three, the second part of the literature review, reviews the literature on service 
recovery performance. It begins with an introduction, then definitions and explanations of 
service recovery, several methods of service recovery, and consequences of service recovery 
on customers. 
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Chapter Four, the third part of the literature review, starts with an overview of empowerment, 
and then definitions of empowerment. Psychological empowerment and its inhibitor factors 
are presented. Structural empowerment and the factors that enable employees to adapt to 
empowerment are then discussed and empowered behaviour and its effectiveness are 
presented. 
This is followed by the fifth chapter which focuses on the link between empowerment and 
service recovery performance, and then presents the proposed conceptual framework and the 
propositions derived from it. Finally, the scope of the study is covered. 
Chapter Six, the first phase of the research methodology, is begun with research question and 
then research objectives. Research philosophy and its components are discussed. Both 
exploratory and explanatory research design are used and therefore inductive and deductive 
approaches are presented. This chapter also describes the preliminary study designed to 
establish whether the conceptual model already developed from the literature is complete, or 
whether there are missing variables with regard to service recovery performance and 
customer satisfaction. The preliminary study is also designed to explore the concepts of 
service recovery performance and customer satisfaction as viewed by the employee in order 
to inform the development of the instrument for the main study. 
Chapter Seven, covering the aspects of the second phase of the research methodology, is 
started with hypotheses development and data collection methods. This is followed by 
questionnaire design which includes translation, back translation, and pilot study of the 
questionnaire. Reliability and validity of the scales and its forms are discussed. Finally, 
sampling procedure and the selected statistical analysis are presented. 
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Chapter Eight shows the first part of the findings of the empirical study. The profile 
respondents with regard to their demographic variables for example, age, gender, education 
levels, etc., is presented in section one. In section two, validity and reliability tests on each 
scale in the study are reported. Convergent and discriminant validity will be covered and 
displayed in section three. Descriptive analysis of the study's variables including; median, 
mean and standard deviation are presented. The results of one way ANOVA and t-test are 
reported in section five and finally, correlation analysis among study's variables is presented. 
Chapter Nine presents the second part of the findings of the empirical study. An overview of 
multiple regression and its assumptions about the data are given in the first section. A series 
of regression analyses that tested the developed hypotheses are covered in section two. 
Sections three and four cover a series of multiple regressions that tested the mediation 
hypotheses. Finally, overall results of the research's model are displayed. 
In Chapter Ten the study's finding in Chapters eight and nine are reviewed and discussed in 
the light of the previous empirical and theoretical related literature. 
Chapter Eleven, based on the results discussed in Chapter Ten, provides and discusses several 
theoretical contributions, and practical contributions for managers as well as limitations and 
recommendations for future research. The final conclusion is discussed at the end of this 
chapter. Figure 1.1 shows the structure of the research direction 
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Figure 1.1: The Structure of the Research Direction 
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Chapter II: Service Failure 
2.1: Introduction 
Service failure is a recent subject and still developing (Lewis and McCann. 2004). It has 
received limited attention in the literature and no specific definition of service failure is given 
(e. g. Sparks, 2001; Maxham, 2001; Hoffman and Bateson, 1997; and Holloway and Beatty, 
2003). Service failure has been reviewed by other researchers by focusing on several 
conceptual and theoretical considerations, using different research methodologies and 
conducted across the hospitality industry (Lewis et al., 2004). This chapter aims to give a 
comprehensive picture of service failure, starting from the service encounter, the place where 
service failure occurs and then defining and explaining service failure and other related issues 
in the service organisation. 
Service failures still occur despite the best of intentions, training, policies and procedures 
(Cranage et al., 2005). So why does service failure occur? What are the reasons behind 
service failures? Is it because of the service provider or customers? Identifying different 
types of service failure and different responses from both employees and customers will help 
us to gain better understanding of service failure and many opportunities to deal with the 
circumstances of service failure, keep customers and satisfy them. 
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2.2: Service Encounter 
Chapter 11 
A service encounter is the interaction between the customer and service organisation that can 
take place either by telephone, in person or through other media within a period of time 
(Shostack, 1985). This interaction is likely to be a task in nature, requiring a high level of 
interpersonal skills from the service provider (Shostack, 1985; and Lemmink and Mattsson, 
2002). Customer perception is a very important factor with regard to perception of quality, 
customer satisfaction, word of mouth and service loyalty. The evaluation of different 
interactions between the employees and the customers is likely to be the same as overall 
evaluation of service encounter. 
The behaviours and feelings of warmth of the employees may generate positive customer 
perception of the service encounter and positive word of mouth referral (Lemmink and 
Mattsson, 2002). The behaviours and feelings of warmth are not the only elements 
determining the total customers' experience; other operational issues namely; food and 
beverage quality and physical evidence also affect the total customers' experience of the 
service (Dutta et al., 2007). 
The interaction between the two parties depends on many factors, including the behaviours of 
the employees and the behaviours of the customers. When the delivery of the service does not 
match the expectations of the customers, the customers may get involved in an attribution 
process in order to search for a reason why this occurred (Sparks, 2001). Attribution theory 
relies on two important factors that cause breakdown in the delivery of services, internal and 
external factors, which are inherent to the service providers (Sparks, 2001). Internal causes 
include the efforts that have been put into the delivery of the service, the strategies that have 
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been used to deal with service situations and the skill level of employees, while external 
causes include factors outside the service encounter such as activities of other people like 
other customers in the hotel or bad luck like bad weather (Sparks, 2001). It is interesting to 
note here that not all the external factors can be considered to be a cause of breakdown of the 
service delivery and are not inherent to the service provider; for example, bad weather is not 
a problem related either to the service provider or customers but it can be a problem related to 
bad luck. However, due to the number of uncontrollable factors and the nature of the service 
with its inherent intangibility characteristic, it is common and inevitable for service failure to 
occur (Sparks et al., 1997). 
2.3: Service Failure 
Service failure is defined as any mishaps or problems in the service encounter real or/and 
perceived that happen during a customer's experience with an organisation (Maxham, 2001), 
while Hoffinan and Bateson (1997) defined service failure as "breakdown 
in the delivery of 
service, in which service does not meet customer expectation" (p. 327). Moreover, Holloway 
and Beatty (2003) defined service failure as "activities that occur as a result of customer 
perceptions of initial service delivery behaviour falling below the customer's expectations" 
(p. 93). This study defined service failure as any problem that the customer has 
faced in the 
service encounter, real or perceived, and that is the responsibility of the service organisation. 
Service failure must be happened between customers and service providers, otherwise it is 
difficult to say that there is a service failure. To put it more simply, a failure caused by 
weather or anything out of control the two parties mentioned earlier is not considered to be a 
Page 16 
Samer AI-Sabi Chapter 11 
service failure and this refer to the fact that the reason behind that failure was not the service 
provider or the customer. 
Customers are satisfied as long as service provider meet or exceed their service expectations, 
but most managers recognise that no service system is perfect (Cranage, 2004). Mistakes do 
happen. When they do, it is referred to as service failure. It is interesting to note here that 
service failure does not always mean losing customers and when customers' problems are 
solved in a good manner and their expectations are met, they will be satisfied and do business 
again with the service organisation. 
Customers recognise a failure when the service is not delivered as planned or expected. Bell 
and Zemke (1987) state that service failure occurs when customers' expectations are not met, 
which is a question of both service quality and customer satisfaction. It is customers' 
perceptions that determined if the service failures have occurred, even if the service has been 
delivered according to service provider plan. It is interesting to note here that a service 
failure 
is not dependent only on the service provider but also it is dependent on the customers' 
perceptions. 
Failure in service delivery is one of the most important challenges 
for every service 
organisation (Hess, 2008). Service organisations must use a range of resources 
in order to 
deliver a consistent service offering that meets customers' expectations 
(Levesque and 
McDougall, 2000). Maintaining consistency in providing services depends on 
dealing with 
two major challenges: variability, because of the human characters involved 
in delivery, and 
inseparability, because the customers must be present to receive the service (Levesque and 
McDougall, 2000). 
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Achieving successful service provision requires matching between the expectation of the 
customers and the behaviours of the employees. It seems achieving a match between 
expectations and behaviours is likely to be a very difficult task, especially due to the 
variability of the customers and the time pressure on the employees. In summary, many 
authors, for example (Sparks, 2001; Hess, 2008), state that achieving zero defects in the 
service encounter is really difficult and mistakes are becoming an unavoidable challenge for 
every service organisation. 
Ideally, service failure should not occur in service encounter and quality should be high all 
the time. However, most managers recognise that no service system is perfect, employees 
make mistakes, systems breakdown, customers in the service process may cause problems for 
other customers, or customers may not know how to participate in the service process or 
customers may change their minds regarding some aspect of the service during the process. 
As a result, the planned service process will not achieve a good result for the customers and 
the quality of the service will not meet the customers' expectations (Bell and Zemke, 1987). 
The importance of realising that such a failure does not always occur due to the service 
organisation performance but also be due to other customers causing service failure 
(Grönroos, 2000). When the customers encounter a service failure, the company must solve a 
service failure as quickly as possible, otherwise the customers will feel that they received 
insufficient quality and the risk of losing them will be increased. Usually the problems 
resulting from service failure are dual in nature; either factual or emotional: factual problems 
that are mainly related to the service delivery process and emotional problems that are related 
to the reactions of customers respectively. Hence, both problems have to be considered when 
Page 18 
Samer AI-Sabi Chapter 11 
designing the service delivery system, for the purpose of avoiding shortfalls and meeting 
customers' expectations (Grönroos, 2000). 
2.4: Types of Service Failure in the Hospitality Industry 
The tourism and hospitality industry provides a range of services, including accommodation, 
food and beverage, transport, tours and attraction. Similar to all service industries, the 
services offered within the tourism and hospitality sector have many things in common, 
which differentiate them from the products offered by commercial and manufacturing sectors 
(Sparks, 2001). The hospitality industry is characterised by continuous operation and it has 
unstable customer demand and supply, it involves a high level of contact with customers, 
(Yoo et al., 2006; and Lewis and McCann, 2004). Services are relatively intangible, and they 
are characterised by simultaneous production and consumption. Therefore, it is very hard to 
observe tourism and hospitality services in advance and even more difficult to try them 
before you buy. For all these initiations, achieving zero defects is extremely difficult and, 
inevitably, service failures occur (Sparks, 2001). 
In the context of hospitality industry, many authors have identified different types of service 
failure and provide service recovery methods that are considered to be the key to changing 
the negative attitude of customers from being dissatisfied to being satisfied and gaining 
positive consequences such as positive word of mouth, loyalty, and repeat visit intention 
(Bitner, et al., 1990; Keveany, 1995; Hoffman et al., 1995; Zeithaml and Bitner, 1996; 
Smith 
et al., 1999; McDougall and Levesque, 1999; McCollough et al., 2000; Levesque and 
McDougall, 2000; Sparks, 2001; and Dutta, et al., 2007). 
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For example, Sparks (2001) stated that there are two classifications of service failure, acts of 
omission and acts of commission. While Bitner et al. (1990); Keveaney (1995); and Smith et 
al. (1999) recognised two types of service failure: outcome of service failure and process of 
service failure that will be discussed in more depth in the next subsection. 
Levesque and McDougall (2000) state that there are two types of core service failure: first, 
unavailability or denial of services (e. g. no hotel room even though customer has a 
reservation) and second, delay of services (e. g. room or table is not ready at the reserved 
time). Sparks. (2001) identified seven types of service failure related to the acts of 
commission as mentioned above: quantity or quality of service provision, its timing, agency, 
cost or pricing and location. These types are exemplified more deeply in Table 2.1 
Table 2.1: Acts of Omission and Commission in the Hospitality Industry 
ýý 
Act of Omission when services are not available or 
alternatively because of not informing the customer 
about important details of the service at the time of 
sale. Such as. certain dishes are advertised on a 
restaurant's menu but no longer available. Or a 
customer books a hotel room and on arrival finds 
the property is in the midst of renovation and was 
not informed. 
Act of Commission when the service is 
delivered but does not meet the customer's 
expectation. 
Quantity when there is a mismatch with 
quantity requested (incorrect quantity). such as 
wrong number of seats are reserved for a 
restaurant booking. 
Quality when the service offering is defective or 
provided very slow e. g. room dirty or the steak 
%ý as tough. 
Timing is related to any kind of delays e. g. 
waiting in a queue for check in at reserved time. 
Location when the service is delivered to the 
wrong place e. g. luggage is delivered it to wrong 
room. (Lost luggage). 
Agency when the expected provider is not 
available or absent. 
Charges when there is an extra or wrong charge 
e. g. incorrect bill by misquoted charges for 
service. 
Source: Sparks, 2001, p196-198. 
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Depending on the situation, all the events mentioned above may potentially represent core 
service failure i. e. a service failure that can cause large loss situations for customers and 
which may require more extensive service recovery methods than minor service failure. 
Bitner et al. (1990); and Dutta et al. (2007) identified specific behaviours for employees that 
make service encounter a source of satisfied or dissatisfied customers. Those behaviours have 
been translated into three major types of process service failure. Firstly service system 
failure; this type of service failure occurs in the core service and includes all product defects 
such as food is cold or it contains hair, slow and unavailable service (facilities problem) like 
cleanliness issues, insects, and rodent problems (rats); guest unfriendly policies like not 
accepting cheques or credit cards and finally out of stock conditions such as inadequate 
supply of menu items. Secondly, failure in response to implicit and explicit customer needs; 
this type of failure occurs when the employees are unable to fulfil customers' needs like 
seating someone who is obviously a smoker in a non-smoking section. Thirdly, unprompted 
and unsolicited employee actions; this type of service failure includes behaviours of 
employees which are unacceptable for guests like rudeness, incorrect bills, wrong order 
delivery and poor attitude. 
2.4.1: Process of Service Failure in the Hospitality Industry 
The process of service failure is defined as how customers receive the service or how the 
service is delivered to the customers (Smith et al., 1999). More specifically, there are three 
ways during the process of service failure of determining how the service is delivered to the 
customers. 
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2.4.1.1: Employees' Response to Service Delivery System Failure 
Chapter 11 
Service failures still occur despite the best of intentions, training, policies and procedures, 
and that they are not uncommon in the service industry, especially when a high degree of 
human contact is involved (Cranage et al., 2005). Customer disappointment can occur in 
different ways but the major source of disappointing customers, especially in the service 
encounter, is poor management or poor performance by employees (Lovelock and Wirtz, 
2004). 
In the incident where the service delivery system fails to provide excellent service, 
customers require and expect from the service provider an immediate response to their 
complaints. Therefore, the way that employees respond to complaints will determine whether 
or not the customers are satisfied. It is interesting to note that the employees have a crucial 
role in determining whether the customer is satisfied or not and they must be trained, 
empowered, and motivated by the company in order to discover if the customer is happy or 
not. 
It is important also to say here that customer dissatisfaction is affected not only by the initial 
failure to deliver the core service but also by the way that the employees respond in failure 
situations. This is why Bitner et al. (1990) mentioned that a large proportion of dissatisfactory 
encounters (42.9%) were related to this kind of service failure. Besides, over 17% of all 
service switching incidents were caused by insufficient employees' response to service 
failure (Keveaney, 1995). Her finding supports what was mentioned earlier, which is that 
dissatisfaction and switching occur not because of the service failure itself, but mostly 
because of the approach the service provider used to handle the situation of service failure. 
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On one hand, Keveaney (1995) divided inadequate employee responses to service delivery 
system failures into three subgroups (i) reluctant responses, (ii) failure to respond and (iii) 
patently negative response. In reluctant responses, employees responded to the service failure 
and made correction but without showing the customers that they had the desire and the will 
to correct the problem. As a result the customer will not choose to deal with the same 
provider again even though the service correction was provided. In the second subgroup, the 
employees fail to respond to service failure; some of the responses showed that the service 
provider did not care, while others did not mention to the customers their right to complain or 
even the complaint was totally ignored. In the last subgroup, the employees put the blame for 
failure on the customer. It is obvious from discussion of these subgroups that employees have 
a significant influence on customers' negative perceptions, which may lead to negative word 
of mouth, dissatisfaction, and the loss of customers. 
On the other hand, Bitner et at. (1990) divided employees' responses to service delivery 
system failures into three subgroups (i) responses to unavailable service, (ii) responses to 
unreasonably slow service and (iii) responses to other core service failures. Unavailable 
service is defined as "services normally available are lacking or absent" (Bitner et al., 1990, 
p. 76), for example no available room because of a lost reservation, no ticket available 
because of overbooking or a table is occupied by others at the reserved time. 
The way that employees handle the unavailability situations will determine whether or not the 
customer is satisfied. In fact, using different service recovery methods such as; upgrading the 
customer to a better room, compensated them by a free ticket, apologising, acknowledging, 
explaining the reasons of unavailability of services and helping the customer in solving their 
problems by providing alternatives solutions can be enough to change the attitude of the 
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customers from being dissatisfied to satisfied and make them remember the service encounter 
as very satisfactory. Similarly, the way that employees handle situations of unreasonably 
slow service and other core service failures will affect the customers' perceptions and 
determine whether or not the customer is satisfied. 
2.4.1.2: Employees' Response to Customer Needs and Requests 
The way that employees respond to customers' needs and requests determines directly if the 
customers are satisfied or not. Bitner et al. (1990) identified four subgroups of employee 
responses to customer needs and requests, (i) responses to special needs, (ii) responses to 
customers' preferences, (iii) responses to admitted customer errors and (iv) responses to 
disruption from others. With regard to employee responses to special needs, they must 
comply with such requests as special medical, language or social difficulties and so on. 
Helping the elderly and children are also considered to be responding to special needs of 
guests. 
Responses to customers' preferences include different special requests, so employees must be 
prepared to adapt the system in some way in order to satisfy the customers. For example; 
customers may ask for substitution of a menu item at a restaurant. In this case, the employee 
could show how they plan to meet that request or bend the rules in order to meet the 
customers' need (Bitner et al., 1990). 
In the third subgroup, the customers admitted errors that happened during the service delivery 
process; in this case, the employees should not make the customers feel shy about their 
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mistakes or mention them, but they should take an action to resolve the resultant problem. If 
employees fail to do that, the results will not be as good as expected. 
Finally, employee responses to disruption by others; employees should take a balanced view 
of the needs of the various customers involved. Hence, front office department employees 
should be authorised to make decisions in order to respond satisfactorily to guests' requests 
because some requests could need action outside normal procedure, but from the guest's 
point of view this would be in their best interest. These employees should be empowered in 
order to satisfy customers and offer where possible responses to those needs and wants they 
require (Kasavana and Brooks, 1995). 
2.4.1.3: Unprompted and Unsolicited Employee Actions 
As mentioned earlier, unprompted and unsolicited employee actions is defined as the 
behaviours of employees which is unacceptable to guests like rudeness, incorrect bills, wrong 
order delivery and poor attitude. These behaviours are exemplified more deeply in Table 2.2. 
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Table 2.2: Unprompted and Unsolicited Behaviours in the Hospitality Industry 
Incidents 
Unprompted and Satisfactory Dissatisfactory 
unsolicited actions 
Attention paid to customer The waiter treated me like royalty The lady at the front desk acted as if we 
He really showed he cared about me. were bothering her. She was watching TV 
and paving attention to the TV than the 
hotels guests 
Truly out-of the ordinary We always travel with our teddy bears. I needed a few more minutes to decide on a 
employee behaviour When we got back to our room at the hotel dinner. The waitress said. if you would read 
we saw that the maid had arranged our the menu and not the road map, you would 
bears very comfortable in a chair. The bear know what you want to order. 
were holding hands. 
Employee behaviour in the The busboy ran after us to return a $50 bill The waiter at this expensive restaurant 
context culture norms my boyfriend had dropped under the table. treated us like dirt because we were only 
high school kids on the prom date. 
Gestalt evaluation The whole experience was so pleasant ... The 
flight was a nightmare. A one-hour 
everything went smoothly and perfectly. layover went to 3 hours. The air 
conditioning did not work. The pilot and 
stewardesses were fighting because of an 
impending flight attendant strike. The 
landing was really rough. To top it all off. 
when the plane stopped. The pilots and 
stewardesses were the first ones off 
Performance under adverse The counter agent was obviously under 
circumstances stress, but kept his cool and acted very 
rofessionally. 
Source: Bitner et al., 1990, p78. 
According to Table 2.2. satisfactory encounters occur when the contact employees make the 
customers feel that they are important to the service organisation by; taking extra time; 
being 
helpful and an-anticipating needs without interfering; showing an interest in the customer's 
comfort or providing extra information to the customers; taking an extraordinary actions; 
expressions of courtesy or thoughtfulness such as giving a hotel guest a vase of 
flowers he 
had admired. Also satisfactory encounters resulted when the culture norms are upheld by 
employees, for example. treating women or children respectfully or equally, or return tip left 
in error to the customers. 
It is very clear how important is the approach that the employees adopt when they are in 
contact with customers. It seems that training, motivating, empowering, and rewarding 
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employees will enhance and support employees' ways of handling situations of service 
failure and, consequently, create positive word of mouth, customer satisfaction, loyalty, and 
repeat visit intention. 
2.4.2. Outcome of Service Failure in the Hospitality Industry 
The outcome of service failure refers to what the employees deliver to the customer or what 
the customers receive from the employees (Smith et al., 1999). Outcome of service failures 
results from the service provider not fulfilling the basic needs of services or the core service 
being performed improperly. Levesque and McDougall (2000) studied different types of core 
service failures in hotels and restaurants and they asserted that all types of core service 
failures occurred due to the service provider breaking the promise to the customer. As they 
mentioned in their study, core service failure is the situation where customers do not receive 
the basic service by the service provider. 
It is obvious from the discussion that one of the factors that cause service failure is the 
service provider. This argument is valid but it does not mean that the service provider is the 
only factor to cause service failure. For example, service failure may be caused by events 
from a range of resources: problems with service itself, problems associated with the service 
provider, problems out of the service provider's control and finally, problems related to the 
customer (Smith et al., 1999). 
Michel (2001) indicated that the possibility of service failure is dependent on many factors, 
for instance new employees, new customers and technology may increase the service failure 
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rate. Reichheld and Sasser (1990) stated that businesses in general lose 15 to 20% of their 
customers each year. This defection may be down to many reasons including better price, 
better service and better products by competitors. It is interesting to mention what Sparks 
(2001) found in his study; he stated that there are different sources of service failure: the 
organisation, the actual customers and other customers. 
The organisation is one of the sources that may contribute to a service failure, and that this 
contribution has different forms including customers' false expectations, unclear policies, 
insufficient staff, poor training, conflicting information and continual barriers (Hof man et 
al., 1995; and Kelley et at., 1993). Customers may also contribute to a service failure for 
instance by making errors in booking or misunderstanding a special offer. Using a new 
technology in the service organisation may increase the probability of the customers 
contributing to service failure. For example, with electronic airline tickets, the customer must 
be aware that they need to have photo identification with them to check in and obtain their 
boarding pass. If the customer fails to have such photo identification, this may cause a serious 
failure in the service system (Sparks, 2001). 
Other customers are also one of the other sources that may contribute to service failure. For 
instance, noisy customers may create an unpleasant atmosphere in the hotel and that means 
the promise of having a quiet night's sleep is not met. Other customers may cause delays, 
display annoying behaviours and cause unpleasant crowding; all this may lead to service 
failure. In addition, mixing smoking customers with non-smoking customers may cause a 
service failure (Zeithaml and Bitner, 1996; Sparks, 2001). Some of these elements may go 
beyond the control of the service provider. However, the mishaps or breakdown in the service 
encounter system due to ineffective service recovery are more likely to be controllable. 
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Customers always mentioned that of all service failures, core service failure is the main 
reason of service failure for being dissatisfied and switching service provider (Bitner et al., 
1990; and Keaveney, 1995). As they stated in their study, 44% of the respondents mentioned 
core service failures as the most important reason for service switching. Core service failures 
are one of the most critical of service failure circumstances and customers expect some effort 
from the service provider in terms of rectifying the problem (Hart et at., 1990). 
The two types of core service failures mentioned earlier can be caused by several factors, 
such as overbooking, reservation mistakes, insufficient staff, and poor management 
(Levesque and McDougall, 2000). It is interesting to note here that both types of core service 
failure are common and serious, as they have a major effect on customers' likelihood of 
switching to other service providers. In the light of these ideas it is important to note that it is 
not easy for customers to switch to another service provider as it consumes a lot of their time 
to do so. 
Levesque and McDougall (2000) argued that the severity of the core service failure is the key 
to switching behaviour. Failure severity is defined as the magnitude of loss experienced by a 
customer from a failure. It is suggested that the magnitude of customer losses from failures 
can be divided into tangible and intangible losses (Smith et al., 1999). Tangible losses can be 
loss of money and product/service value, while intangible losses can be loss of mental 
energy, time or shared social experiences (Hart et al., 1990). The severity of the problem 
is 
one of the factors that lead to service failure. Perception of severity differs widely from 
customer to customer, depending on expectation and may involve the costs, product or brand 
image, criticality and inconvenience of the service (Seawright et al., 2008). 
Page 29 
Samer AI-Sabi Chapter 11 
More specifically, perception of the cost of the services differs from one customer to another; 
for example, a customer whose steak was overcooked at an expensive steakhouse will have 
greater expectations for recovery than if he is served a cold steak sandwich at an inexpensive 
fast food restaurant. The expectations of customers who spend their money on a product or 
service that has a brand name will be higher than their expectation of investments on other 
brands that have no such reputation. 
Expectations related to the importance of the service also differ from customer to customer; 
for example, an individual whose car breaks fail will have higher expectations of recovery 
than an individual whose new radio malfunctions (Levesque and McDougall, 2000). Finally, 
customer expectations for service recovery related to inconvenience also differ from one 
customer to another; for example, a customer who has sent his computer to the manufacture 
and is therefore without it for one week has more expectations than a customer who gets 
immediate remedy in his office from the manufacturer. Similarly, for a businessman or 
woman who loses 100 hours of work when his or her hard drive fails will have greater 
expectation than if he or she loses one hour of work (McCollough et al., 2000). 
According to the literature mentioned above, there are a number of factors that determine the 
impact of service failure, including core service provided, the severity of the problem and the 
expectations of the customer in terms of cost, product or brand image, criticality and 
inconvenience, and all of them depend on customer perceptions. From this viewpoint, it 
seems logical and more clear that it is the customer who will ultimately decide whether there 
is a service failure or not, irrespective of whether the service provider performed the task 
according their plans. 
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A study by McDougall and Levesque (1999) states that service failure was also dependent on 
the importance of the occasion for the customer. Their research found that the customer 
might still hold negative views of the service provider if the scenario was sensitive from the 
customer's point of view. For example, service failure concerning a family special occasion 
would be viewed more seriously than service failure concerning a casual meal. 
In summary, it can be noted from above, that within the hospitality industry there are 
different types of service failure and each author has classified these types in different ways 
and from different perceptions. Therefore, in order to make these types of service failure 
more clear, this study proposes one scheme as an inclusive scheme for all the types of service 
failure in the hospitality industry mentioned earlier, as shown in Figure 2.1. 
Figure 2.1: Types of Service Failure in the Hospitality Industry 
Acts of omission 
S. rvfe. Is not avNbel. 
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Acts of commission 
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OvanLh 
QaaMy 
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Timing 
Eiwpleyws 
Too fast 
Too slow 
EmPbriýs r. spons. to (aaF) 
Employers response to customer need and regws 
unprompted unsolicited employes action 
With reference to figure 2.1. service failure is divided into two main categories: acts of 
omission and acts of commission. Acts of omission occur when the service offering is not 
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provided as expected. In other words, it happens when the service is not available or 
alternatively because the customer was not informed about important details of the service at 
the time of sale; for example, certain dishes are advertised on a restaurant's menu but are no 
longer available or a customer books a hotel room and on arrival finds the property is in the 
midst of renovation but was not informed of this in advance (Dutta et al., 2007). Acts of 
commission, on the other hand, refer to situations where service is delivered but is not to an 
acceptable standard. Acts of commission are divided into two groups; outcome and process. 
Outcome is related to what the employee delivers to the customer or what exactly the 
customers receives from the employees, while process is related to how employee delivered 
the service to the customer. On one hand, outcome also is divided into two groups. First, 
service system failures that contain seven types of service failure, these types are explained 
more deeply in Table 2.3. 
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Table 2.3: Types and Examples of Service System Failure in the Hospitality Industry 
Type Example 
Product defects can be categorised as quantity 1) Wrong number of seats are reserved for a 
and quality. Quantity when there is a mismatch restaurant booking (quantity) 
with the quantity requested quality when the 2) Food is cold. soggy or it contains hair (quality). 
service offering is defective or provided very 3) Wrong number of coffees are served (quantity) 
slowly 4) the steak was tough (quality) 
Agency when the expected provider is not A couple selecting a particular restaurant because 
available or absent of the great things they have heard about the chef, 
only to find it is that a particular chefs night off. 
Location when the service is delivered to the Lost luggage e. g. luggage delivered to the wrong 
wrong place room. 
Timing can be divided into two groups; too fast Waiting in line to check in or out of a hotel 
or too slow 
Out of stock conditions when the supply items Inadequate supply of menu items 
are not available at the time of sale 
Guest unfriendly policies when the policies of Not accepting cheques or credit cards. 
the service organisation are too strictly applied 
and/or unfriendly to guests 
Charges occur when there is an extra or wrong Incorrect bills by misquoted charges for service, 
charge. such as hotel room. 
Source: Bitner et al., 1990; Sparks, 2001; Levesque and McDougall, 2000. 
The second outcome group is failure in responding to implicit or explicit requests, for 
example seating a non-smoker in a smoking section. On the other hand, process is divided 
into three groups. These groups are employee response to service system failure, employee 
response to customer need and request, and unprompted and unsolicited employee action, for 
example, a contact employee treats a customer in an impolite way during check in. 
2.5: Customer Responses to Service Failure 
There are two ways for customers to react when they encounter a service failure: either 
remain with a service provider (stay) or leave (exit) (Colgate and Norris, 2001). In the light of 
this idea, customers who encounter a service failure can either complain, and so give a 
service provider an opportunity to rectify the problem, or not complain. If they choose not to 
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complain they may stay with a service provider despite their dissatisfaction, or exit. In the 
same way, if they choose to complain they may exit with a service provider despite of their 
satisfaction, or stay (Colgate and Norris, 2001). 
It is obvious from this idea that it is the customer at the end of the day who will decide to stay 
or exit from the service organisation and this may lead us to new evidence that service failure 
and its recovery are not the only factors that make the customers stay or exit. Colgate and 
Norris (2001) state that there are other forms of customer response when they encounter 
service failure, which are loyalty, voice and exit. 
First, loyalty is a relationship between the customer and the company, which is developed 
over a period of time from a consistent record of meetings, and sometimes even exceeding 
customer expectations (Teich, 1997). It is one of the responses that customers have to service 
failure. Dick and Basu (1994) stated that there are three types of loyalty and these include: 
pure loyalty, latent loyalty and spurious loyalty. Pure loyalty is when a customer has a high 
level of patronage with a company, and thinks highly of it. This is the kind of loyalty most 
people associate with the term. 
Latent loyalty is when the customer has a low level of patronage but thinks highly of the 
company, while spurious loyalty is a high level of patronage with a company but a low 
attitude towards the company. Customers remaining or exiting from a company is not always 
due to loyalty (Colgate et al., 1996). In addition not all loyal customers are satisfied although 
they will remain with a company. So, it is interesting to note here that loyalty is not the only 
factor that may affect a customer's decision to stay with or exit a company but it seems that 
there are several other factors that also influence this decision. Therefore, companies in 
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general and service organisations in particular need to understand why customers patronise a 
company and what are the reasons for doing so. 
The answer to these questions will be discussed through the following examples: customers 
may stay with a company even if they are not satisfied because they perceive that there is no 
choice. In addition, some customers who received no solution for their problems will 
nevertheless stay with a company due to, for instance, switching cost, location constraints on 
choice, time or money constraints, and habits or inertia (Levesque and McDougall, 1993; 
Holmlund and Kock, 1996; and Mittal and Lassar, 1998). 
In summary, the reasons for customers staying with a company are not simply because they 
are loyal to it, but also because of other reasons as mentioned above. For instance, customers 
may remain with a company (stay) because they have a high opinion of it and see the service 
failure as an aberration (pure loyalty). Customers may also stay with a company because they 
are spuriously loyal. That is, they feel trapped or there are no alternatives so they do not 
leave. 
The second form of customer response when they encounter servicer failure is voice. Voice is 
defined as a customer being given an opportunity to express how they feel about the situation 
of service failure and provide suggestions (Sparks and McColl-Kennedy, 2001). Half of the 
customers studied by Hart et al., (1990) felt negative towards the organisation after they had 
complained. Allowing customers to express their feelings and knowing how to act in service 
failure and recovery appear to be important in enhancing and changing the attitude of 
customers from being dissatisfied to satisfied (Hart et al., 1990). 
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Customers can express their voice by complaining to the service provider, complaining to 
acquaintances (negative word of mouth) and complaining to a third party in order to help gain 
redress (Colgate and Norris, 2001). It is very interesting to note here that there are several 
ways for customers to express and participate in the situation of service failure and service 
recovery. Colgate and Norris (2001) stated when customers have a problem with their service 
provider, that will provoke some emotions whether they complain about it or not. In addition, 
they may provide some suggestions in order to solve the circumstances of service failure. 
By complaining to the service provider, customers give them an opportunity to rectify and 
solve the problem. Allowing customers to participate by giving the service provider some 
suggestions is another way to help the service provider to rectify the problem and solve it. 
However, customers must have strong emotions about a situation before they make an effort 
to complain. It seems that allowing customers to complain and participate with the service 
provider in rectifying and solving the problems is an important key to diminishing the 
negative effect of service failure. 
Thirdly, exit is another form of customers' response to service failure. Exit is an active and 
critical response to dissatisfaction, revealed by a break of the relationship with the service 
provider (Andreasen 1985; and Crie, 2003). When customers encounter service failure they 
consider whether the performance of the service provider or the quality of the service can be 
improved to meet their expectations. It is important for the company to make sure that 
customers believe in the possibility of improvement, otherwise they are likely to leave the 
service provider and switch to a competitor (exit). 
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Kolarska and Aldrich (1980) indicate that reacting to a service failure by taking an exit action 
can take one of the two forms: exit and remain silent or exit vociferously (vocally). On one 
hand, customers who decide to exit and remain silent give the impression to the service 
provider that nothing is wrong (Tax and Brown, 1998). It is interesting to note here that this 
kind of response is critical because of the possibility of increasing spread of negative word of 
mouth, decreasing revenue future and decreasing employee retention. 
On the other hand, customers who decide to exit vocally are really seeking redress and 
compensation because they feel offended and dissatisfied (Tax and Brown, 1998). It is 
obvious from the two options that the last option is better than the first because, through 
exiting vocally, the customers give the service provider, in an indirect way, an opportunity to 
rectify and solve the problem, increasing the possibility of diminishing spread of negative of 
word of mouth and finally, increasing revenue future. 
Kolarska and Aldrich (1980); and Hofman and Bateson, (1997) stated that there are three 
levels of exit; high, medium and low. They distinguish between the three 
levels as follows: 
high exit happens when the customer decides to finish the relationship with the service 
provider permanently, medium exit occurs when the customer makes a conscious 
decision to 
try not to deal with a service provider of the same organisation if at all possible and, 
finally, 
low exit which means that customer does not change their purchasing behaviour while at 
the 
same time they use competitors services. 
It is important to say that all levels of exit are critical for the organisation, so the role of 
the 
organisation is to retain customers and continuously keep them satisfied. This can be done 
either by improving the services that are being offered, developing the strategies of service 
Page 37 
Samer AI-Sabi Chapter II 
recovery or through empowering employees to make decisions. Regardless of the level of exit 
adopted by customers, this outcome of complaint behaviour occurs when the level of 
dissatisfaction resultant from a service failure is extreme. Usually customers see exit as the 
last reaction to a failure. Exit as an outcome of complaint will have an impact on a company's 
profit and reputation (Levesque and McDougall, 2000) 
Page 38 
Samer AI-Sabi 
2.6: Conclusion 
Chapter 11 
Failure in service delivery is one of the most important challenges for every service 
organisation. Achieving zero defects in service encounter is extremely difficult and mistakes 
are becoming an important factor for every service organisation. It is common and inevitable 
for service failure to occur. Customers recognise a failure when the service is not delivered as 
planned or expected. Service failure occurs when customers' expectations are not met, and 
this is a question of both service quality and customer satisfaction. It is customer perception 
that determines if service failures have occurred, even if the service has been provided 
according to the service provider's plan. Therefore, it is interesting to note here a service 
failure is not dependent only on the service provider but also on customers' perceptions. 
Service failure is one of the factors that are responsible for changing customers' perceptions. 
There are different types of service failure and different responses from both employees and 
customers. The next chapter discusses in detail different service recovery methods to rectify 
problems and change the negative attitude of customers from being dissatisfied to being 
satisfied, thus reducing the negative effect of service failure and creating positive 
consequences after service failure. 
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Chapter III: Service Recovery 
3.1: Introduction 
Chapter III 
Service failures still occur despite the best of intentions, training, policies and procedures 
(Cranage et al., 2005). Service failure is not uncommon in the service industry, especially 
when a high degree of human contact is involved. As mentioned in the previous chapter, 
achieving zero defects in the service encounter is extremely difficult and mistakes are an 
unavoidable challenge for every service organisation (Sparks 2001; Hess, 2008). Therefore, it 
is important for any service organisation to develop a recovery strategy in order to respond to 
service problems. The aim of this chapter is to define service recovery, which is the step after 
service failure, to discuss different service recovery methods as an effective response to 
situations of service failure and, finally, to assess the role of service recovery methods in 
enhancing customer perceptions in term of customer satisfaction, positive word-of-mouth and 
customer retention. 
3.2: Service Recovery 
It is difficult for a service organisation to eliminate all service failures, but they can learn how 
to give an effective response to service failures when they do occur (Maxham, 2001). This 
response is termed service recovery, but before starting to define service recovery, it is 
important to note that service recovery has been reviewed by other researchers focusing on 
several conceptual and theoretical bases and using different research methodologies (Lewis 
and McCann, 2004). Each author has seen service recovery from a particular viewpoint. For 
example Maxham (2001) defined service recovery as attempts by an organisation to rectify 
some customer' perceived service failure. This definition does not specify who is going to 
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make these attempts and what the goals of the attempts are. Lewis and McCann, (2004) were 
more specific in their definition of service recovery. These two researchers believe that 
service recovery is about employees solving customer problems, changing a customer's 
negative attitude to a positive attitude and keeping these customers. Therefore they defined 
service recovery as the actions of employees in solving customer problems and changing the 
negative attitude of dissatisfied customers and retaining these customers. The difference 
between the two definitions is that Maxham does not mention in his definition the role of the 
employees in rectifying the service failure while Lewis and others don't mention the role of 
the organisation in rectifying the service failure as they were focusing just on the role of the 
employees. 
Zemke and Bell (1990) defined service recovery as a method of turning an aggrieved 
customer from being dissatisfied to being satisfied after the service has failed to meet 
customer expectations. In this definition, it is clear that neither the organisation nor the 
employees are mentioned in this definition. Despite this, it is associated with the two 
definitions above in two respects: first, resolving customer problems and second, changing 
the negative attitude of customers. Finally, Tax and Brown (1998) defined service recovery 
as a process oriented approach: the process of identifying service failure, effectively 
resolving customer problems, classifying their root causes and yielding data that can be 
integrated with the other measures of performance to assess and improve the service system. 
Integrating this definition with the other definitions mentioned earlier may lead us to have a 
comprehensive definition of service recovery; the reason behind this idea is that each 
definition mentioned earlier has missed one element of service recovery. Therefore, this study 
defines service recovery as an organisationally-owned process performed by all employees in 
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the organisation with the aim of identifying service failures, resolving customer problems, 
changing the negative attitude of dissatisfied customers to a state of satisfaction and retaining 
these customers, while helping to assess and improve the service system. It is stated that 
service recovery is complaint management (Halstead et al., 1996). However, according to 
Michel (2001), service recovery differs from complaint management in its focus on service 
failure and a company's immediate reaction to it. While complaint management is based on 
customer complaints that may be caused by service failure, service recovery seeks to identify 
when failure occurs and attempts to solve problems at the service encounter even before 
customers complain or before they leave the encounter dissatisfied (Lewis and McCann, 
2004). 
Furthermore, since employees play a fundamental part in this research, it is noticed through 
the definitions above that most of the authors were assuming that employees perform the 
service recovery but they do not mention that the employees are the essential key in 
performing service recovery. Lewis and McCann (2004), however, mentioned in their study 
that employees are the key in solving customer problems and changing the negative attitude 
of dissatisfied customers and retaining these customers. Moreover, it is also noticed that each 
definition has antecedents. For example, Maxham (2001) and Zemke and Bill (1990) defined 
service recovery according to how they defined service failure. In the previous chapter Bell 
and Zemke (1987) mentioned that service failure occurs when customer expectations are not 
met. Thus, both definitions are focusing on customer satisfaction. 
As can be concluded from the definitions above, service recovery aims to solve customer' 
problems, reinforce customer' perceptions of the quality of the service and the organisation, 
meet their expectations, create goodwill relationships between the service organisation and 
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the customers, create high levels of satisfaction and finally gain positive word-of-mouth (free 
advertising). It is agreed that effective service recovery can help in gaining a customer who is 
more satisfied than if they had been served right the first time; it can also enhance customer 
retention and consequently, increase the profitability of the service organisation (Etzel and 
Silverman, 1981; and Hart et al., 1990). 
It is stated that the true test of a company's commitment to service quality is the way that the 
company responds when things go wrong for customers (Zemke, 1994). Customers who 
complain and have their complaints satisfied are more likely to purchase additional products 
than customers who have experienced no problems with the organisation or its products or 
services (Zemke, 1994). The customers know that mistakes can happen and when they do, the 
customers expect things to be put right willingly and effectively. It is important to note here 
that service recovery plays a crucial role in maintaining customers and keeping them 
satisfied, making customers more aware about the service organisation and, finally, its 
effectiveness and willingness in solving customer's problem and meeting their expectations. 
It is suggested that there are several reasons for positive results in recovery and its effect in 
reducing the original service failure. These reasons are as follows: (i) through an effective 
recovery effort, customers may be led to believe that the service provider is fair, for example, 
by admitting his or her mistake, (ii) the recovery efforts take away all the negative 
consequences of service failure, (iii) the service provider may influence the customer to make 
attributions and make them place the blame elsewhere. Reichheld and Sasser (1990) indicate 
that service recovery is a common term for what service organisations attempt to do to 
compensate a customer's negative reactions to a service failure. In particular when the service 
organisation fails to get it right the first time with the customer, which does happen as zero 
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defects are an unattainable goal in the servicer delivery, what can the service organisation do 
the second time to change the negative attitude of the customer from being dissatisfied to 
satisfied? Thus, service organisations must have a range of service recovery methods in order 
to attempt to correct service failure at the first time and strive for zero customer defections. 
The next section will discuss in more detail the methods of service recovery that every 
service organisation should consider for dealing with service failure. 
3.3. Service Recovery Methods in the Hospitality Industry 
Service recovery is the process that must be performed by all employees in the organisation 
with the aim of identifying service failures, resolving customer problems, changing the 
negative attitude of dissatisfied customers to the state of satisfaction and retaining these 
customers. Thus, it is important to consider the kind of processes and the outcomes that will 
create positive customer perceptions (Johnston, 1995). The service marketing literature 
recognises two primary types of service failure operating when customers evaluate a service 
encounter: outcomes and processes (Smith et al., 1999). 
The outcomes of the service encounter involve what is received from the service provider, 
while the processes of service encounter involve how the customers receive the service and 
the manner of service delivery (Michel, 2001), though both types of service failure affect 
both the original service quality and service recovery quality. Consequently, it is noticed that 
outcomes are the primary driver of customer' evaluation of service during initial service 
encounter, while the processes are the primary driver of customer' evaluation of service 
during the service recovery (Spreng et al., 1995). Therefore, while the outcomes of service 
encounter have a strong effect on the customer during their experience in the service 
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encounter, the processes of service recovery may also have a great effect on the customers 
through their complaints (Spreng et al., 1995). From this viewpoint, it seems more logical 
that the second type of the service failure is more critical than the first type. Hence, service 
organisation should be aware of the processes that are used during service recovery, because 
they are claimed to be more important to customer perceptions in terms of customer 
satisfaction, customer retention and positive word-of-mouth, than the outcomes of the service 
encounter. 
It is agreed within the hospitality industry that recovery techniques usually involve attempts 
to rectify service breakdown but may also entail providing customers with explanations about 
the service failure, apologising, making offers of compensation, and being courteous in the 
process (Bitner, 1990; Blogett et al., 1997; Goodwin and Ross, 1990; Hoffman et al., 1995; 
and Sparks and Callan, 1996). 
Sparks (2001) suggested that the service provider, in order to respond successfully to service 
failures, should try to cover all these aspects: fix the problem (correcting), apology, 
explanation, customer input and compensation. It is revealed that correcting the original 
service mishap was found to be the most important and desirable option, although it may not 
always be easy, for instance, if a flight has been delayed (Sparks, 2001). 
Dutta et al. (2007) mentioned in their study that there are two methods were used for 
recovering service failure: apology and compensations, in the form of a refund or discount. 
However, most of the results found in their study showed weak recovery, due to lack of staff 
training, employees not being empowered to make at least compensation decisions and 
miscommunication between the employees themselves in particular, and between employees 
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and customers in general. Lewis and McCann (2004) suggested nine methods for successful 
service recovery: apology, correcting, empathy, compensation, follow-up, acknowledgement, 
explanation, exceptional treatment and managerial intervention. For this study, they used 
open-ended questions to give a high chance for respondents to highlight any service problem 
they have faced and to assess the service recovery that had been used. They found that an 
apology and correcting the problems are important planks of service recovery, as well as 
managerial intervention but Lewis and Spyrakopolos (2001) identified benefits if service 
recovery was done by front line employees. Furthermore, Hoffman et al. (1995) identified the 
following recovery methods: free food, discount coupon, managerial intervention, 
replacement, correction, and apology and doing nothing. In the context of the recovery 
typology developed in their study, free food, discount and coupon as forms of compensation 
were rated most favourably, while a simple correction of a failure, an apology and doing 
nothing were considered less effective recovery methods by customers. In addition, their 
findings suggest that it is particularly difficult to recover from two of the failure types: 
facility problems and employee behaviour. These findings amplify the importance of physical 
facilities during the process of service delivery as well as the importance of employee 
training, as it is difficult to recover effectively from these failures (Hoffman et al., 1995). 
Bell and Zemke (1987) proposed five methods to recover the external customer; apology, 
urgent reinstatement, empathy, symbolic atonement and follow up. Bitner et al. (1990) in 
their study of 700 critical incidents proposed that for effective service recovery, the service 
organisation's response should include the following four methods; acknowledgement, 
explanation, apology and compensation. Boshoff (1997) added other methods; the provision 
of discount, management intervention, replacement and refund, the provision of information 
and fast response. Bowen and Johnston (1999); and Johnston and Michel (2008) categorised 
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the methods mentioned earlier in six methods, which are considered to be necessary for 
recovering the external customer as shown in Table 3.1. 
Table 3.1: Service Recovery Methods in the Hospitality Industry 
Acknowledging that the problem has occurred; apology; R esponse 
empathy; speedy response; management involvement. 
Explanation for the failure; hearing from the customer and 
their views on a solution; agreeing to a solution; assurance 
Information that it will not happen again; written apology. Listening 
and understanding the problem from a customer's point of 
view 
Own the problem Taking ownership of the customer and the issue 
Fixing, or at least show trying to fix the problem for the 
customer 
Correction of the failure; taking steps such as changing 
procedures to avoid failure in the future; follow up action 
to check the after effects. 
Token compensation; equivalent compensation or refund; 
or "big gesture" compensation. Offering a discount, 
depending on the severity of the problem 
Source: adopted from Bowen and Johnston, 1999, p 120 and Johnston and Michel, 2008, p81. 
With reference to Table 3.1 above, it is stated that satisfying the customer following a service 
failure should follow these methods, which are all really important to making the customer 
feel satisfied after being dissatisfied, and to making the organisation feel better during their 
service recovery efforts (Johnston and Michel, 2008; and Bowen and Johnston, 1999). 
3.3.1. Pre-emptive Strategy 
There are a few studies that look at reducing the effects of service failure after it has 
occurred. For example, Goodwin and Ross (1992) suggested that giving the consumer the 
opportunity to voice their feelings mitigates the effect of service failure, while Smith et al. 
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(1999) suggested that "recovery resources" that match the type of failure mitigate the 
negative effects; so, for instance, when the magnitude of the failure is large, the opportunity 
to complain or a simple apology is not enough, and compensation is required. Research in 
hospitality literature shows that apologies and financial compensation placate the customer, 
(Mattila and Cranage, 2005), but are not always completely successful (Mattila, 1999; Mattila 
and Mount, 2000; and Mattila, 2001). Consequently, giving an informed choice (choice with 
information about the choice of alternatives) to customers can be an effective pre-emptive 
strategy (a strategy employed before the potential failure) to offset the damaging effects of 
service failure (Cranage, 2004; Cranage and Sujan, 2004). 
The principle behind this strategy is that customers given an informed choice have increased 
feeling of self-attribution, share responsibility for the service failure, feel more regret and 
stay more loyal (Cranage and Sujan, 2004). Customers feel partly responsible for the service 
failure because they were given a choice; they feel empowered, and perceived that they have 
some control over the outcome of the alternative they chose (Cranage and Mattila, 2005). The 
research has shown that this strategy of informed choice keeps customers more loyal whether 
they choose a risky or safe alternative (Cranage, 2004). Furthermore, Caranage and Mattila 
(2005) revealed in their examination of informed choice, two contributions. First, it 
explicates the process by which an informed choice, a proactive strategy, raises or sustains 
customer satisfaction and the desire to stay loyal with the service provider after a service 
failure. 
The research suggests that this is the result of the customer's increased feelings of self- 
attribution/responsibility for the service failure. Secondly, combining the two strategies, 
customers feel that the service provider is trying to do everything possible for the guest to 
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enjoy their service experience. An informed choice before a service failure, and an apology 
and/or compensation after, conveys the sense that the service provider is being open, and the 
customer feels respect for their disclosure and their commitment to customer satisfaction. The 
end result is even higher satisfaction and loyalty than either strategy alone. 
3.3.2. Apology and Compensation 
An apology and compensation were included with all the methods for recovering service 
failure, although they have received limited attention in the literature and few authors have 
described them. On one hand, Sparks (2001) stated that an apology for a failure is another 
way to recover customer confidence in the firm. It is one of the methods that any organisation 
can use with an aggravated customer, and it is the most powerful method when delivered in 
person (Zemke, 1994). Apology can range from a simple statement of regret to more 
extended "confession of responsibility for negative events which includes remorse" (Tedeschi 
and Norman, 1985, p. 299), while, Zemke (1994) suggests that an apology method requires 
the sincerity and the authenticity of a personal verbal acknowledgement delivered on behalf 
of the organisation. A sincere apology, for instance "I'm sorry for any inconvenience this late 
arrival may have caused you", should be delivered in a polite way or it should be left to the 
manager attendant to take a personal professional interest in the situation. The manner in 
which an apology is delivered is relevant, and some expression of sincerity usually helps the 
recovery process. 
However, in most cases, an apology alone is not sufficient to calm an aggravated customer 
because this method is considered to be the minimum requirement for recovering a service 
failure (Sparks, 2001; Levesque and McDougall, 2000; Miller, Carighead and Karwan, 2000; 
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and Webster and Sundaram, 1998). Hence, customers generally expect an apology with some 
form of compensation or empathy for the inconvenience caused (Goodwin and Ross, 1992; 
Hoffinan, et al., 1995; Webster and Sundaram, 1998). Therefore, Zemke (1994) believed that 
the most frequently remembered elements of positive service recovery are acknowledgement 
and dealing with an upset customer and apologising to inconvenienced customer. 
On the other hand, it is stated that compensation is another method for recovering service 
failure (Sparks, 2001). Compensation has different forms, for example, Smith et al., (1999) 
stated that compensation can be discount, free merchandise, refunds, and coupons, while 
Bitner et al. (1990) referred to upgrading to a better hotel room, free ticket, or a free meal as 
examples of compensation for service failure. Hoffman and Chung (1999) stated that 
compensation forms include: providing the retailer's offering for free (gratis); offering an 
immediate, on the spot discount; providing the customer with a coupon that would reduce the 
customer's cost in a future exchange; providing a free upgrade to the customer (a better 
room) and providing free ancillary services such as free use of the mini bar. What appears to 
customers to be appropriate compensation is still under-researched (Sparks, 2001). Goodwin 
and Ross (1990) found that customers preferred to receive a tangible outcome, even a token 
refund, when there was a breakdown in service delivery. Bitner (1990) report that the 
presence of an offer of compensation leads the customer to attribute greater control to the 
firm and to believe the cause is less stable (i. e., a temporary lapse in service). 
Research reported by Sparks and Callan (1996) found that an offer was perceived more or 
less favourably depending upon other factors such as the explanation provided for the 
breakdown. Blodgett et al. (1995) found that compensation only made a positive difference in 
satisfaction when accompanied by high levels of courtesy and respect. 
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This implies that if the recovery process involves a rude service provider, then no amount of 
financial compensation will make up for the service failure. Finally, Johnston (1995) did not 
find any evidence to support the need for atonement in the service recovery process. In 
contrast, Zemke and Bell (1990, p. 45) and Boshoff (1999) found that the more serious or 
inconvenient the service failure, the more important atonement becomes. Miller et al. (2000) 
point out that there is one aspect that should be added to tangible recovery efforts, and that is 
value added atonement. Zemke and Bill (1990) found that act of atonement is a way of 
expressing the concern of the company. Boshoff (1997, P. 115) describes atonement as "over- 
benefiting" or "bending over backwards for the customer and giving them something beyond 
a mere refund or redo of the service". 
Value added atonement has different ways of demonstrating the goodwill relationship 
between the service provider and the customers; for example, atonement is a gesture that says 
"we want to make it up to you". It can also take the form of "the next one will be on us" or 
"please accept a free drink" or naturally, "we will tear up the bill" (Zemke, 1994, p. 17). It is 
interesting to note here that value added atonement is one of the compensation forms and it 
has proven its ability to retain customers better than simply providing an apology or 
restitution for the service failure (Seawright et al., 2008). However, value added atonement 
does not appear to be a requirement for effective recovery from every service breakdown, 
because this policy is considered to be necessary only when the customer feels injured and 
greatly inconvenienced in the process (Zemke, 1994). 
3.3.3: Customer Input, Intangible Recovery and Tangible Recovery 
Some research into service management suggests that good service management could be 
achieved by improving service quality (Zeitham), 2000), and by implementing effective 
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service recovery methods such as compensation and apology (Smith et al., 1999; and Mattila, 
1999). Sparks (2001) identified one more method to achieve good service management; this 
method is customer input i. e. involving the customer in the service recovery process such that 
the customer feels some control over that process. Bies and Shapiro (1988); and Lind, 
Kanfer, and Earley (1990) report that process control, or voice, influences perceptions of the 
fairness of the recovery. Voice procedures involve customers having an opportunity to 
express their views or provide input to the decision, whereas customers who do not have this 
opportunity are said to be involved in "mute" procedures Bies and Shapiro (1988). The 
opportunity for individuals to express their feelings about an apparent injustice (to have 
voice) is also important in influencing levels of satisfaction, especially when it is 
accompanied by some tangible compensation (Goodwin and Ross, 1990). Previous research, 
for example Lind et at. (1990) has demonstrated that the beneficial effect of voice emerges 
for two reasons. 
The first is influential; that is, people assume that the opportunity to express a view will help 
them control their outcomes. The second benefit is called "group value"; that is, people value 
voice because it suggests their views are worth hearing and hence, that they are members of 
an important status group (Lind et al., 1990). In contrast, failure to consider customers' input 
(voice) may result in a feeling of limited control over what happens, a lack of a sense of 
fairness, and low overall satisfaction. Thus, tourism and hospitality firms can do several 
things to encourage customer input. First, service providers can be trained to encourage 
customers to provide feedback about their experiences on the spot. Second, it is possible to 
encourage customer input through less personal methods such as complaint or suggestion 
boxes, toll-free customer service numbers, or survey feedback forms. 
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The key is to invite input from customers so as to identify the source of their inconvenience, 
and to prevent its occurrence in the future. Furthermore, Blodgett et al. (1995) found 
customers are more likely to report a problem if it is clear the firm is willing to fix it. They 
argue that explicit factors such as service guarantee or service warranty help to cultivate such 
an environment. They also underscore the importance of addressing the problems voiced by 
clients. Failure to do so is expected to result in further dissatisfaction from the customer's 
perspective. 
Miller et al. (2000) categorised the most important elements of the recovery process as 
psychological and tangible. Psychological elements are defined as the attempt of employees 
to resolve service failure by expressing concern for customers and their needs, while tangible 
elements attempt to resolve service failure by correcting and completing the failed service 
(Lewis and McCann, 2004; and Miller et al., 2000). It is indicated that psychological 
techniques such as expressing concern by apologising and showing empathy for the 
customer's needs are critical and recommended in the service recovery process (Miller et al., 
2000; Johnston and Fern, 1999; and Bell and Zemke, 1987). 
Expressing empathy in general is usually associated with delivering an apology to customers 
and is a fundamental part of service recovery procedures. Expressing empathy for customers 
means that the service providers show their care about the problem, about fixing the problem, 
and diminishing customer inconvenience (Boshoff, 1999). A study conducted by Seawright et 
al. (2008) stated in their study that psychological elements are enough in some circumstance 
in the service failure - usually the minor ones - while customers usually expect some type of 
effort besides an empathetic apology to rectify service failure situations. Hence, if nothing is 
offered from the service provider, customers seem to be dissatisfied and believe that the 
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apology was not sincere. Therefore, it is suggested that tangible elements are considered to be 
more supported and important in resolving most service failures (Miller et al., 2000). 
Tangible elements include several forms, including completing the primary service, re- 
performing the service and exchanging the product or refunding the cost (Lewis and McCann, 
2004). From this viewpoint, it seems that providing tangible elements can illustrate either the 
commitment of the service provider to carrying out their initial obligation to the customers or 
to provide fair restitution for the failure. At this point, it is interesting to shed light on three 
important points. 
First, there has been extensive research about different methods for recovering service failure, 
but none of this research shows the roles and the steps that employees should follow in order 
to recover a service failure. Secondly, most of the studies mentioned earlier were evaluating 
the service recovery methods from the customer's perspective and none of these studies have 
studied or investigated which service recovery method is most effective in a given situation 
from employee's perspective. Thirdly, all the methods mentioned for recovering service 
failure can be categorised into two groups: intangible recovery methods and tangible recovery 
methods. Therefore, this study suggests twelve methods for recovering service failure in the 
hospitality industry and divides all these methods into these two groups, as shown in Table 
3.2. 
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Table 3.2: Service Recovery Methods 
Chapter III 
Two groups of servi ce recovery methods 
Intangible recovery methods Tangible recovery methods 
Acknowledgement Compensation that includes 
Apology Free gratis 
Empathy Up-grade 
Managerial intervention Refund 
Customer input Discount 
Explanation Coupon 
Provide assurance Free ancillary 
Own the problem Symbol atonement (value added 
atonement) 
Correcting 
Replacement 
Urgent reinstatement 
3.4: Customer Responses to Service Recovery in the Hospitality Industry 
Research by Sparks (2001) indicated that service recovery is the process of rectifying a 
service failure with the aim of enhancing customer perception of satisfaction, purchase 
intention and positive word-of-mouth. Therefore, effective service recovery has several 
potential effects on customers. These effects are divided into two groups: attitudinal effects 
and behavioural effect on customers after recovering the service failure. The subsections 
which follow discuss in depth the following: customer satisfaction especially when service 
recovery efforts meet their expectations; customer attitudes in term of their loyalty and their 
image to the service organisation; direct complaint behaviour particularly when customers 
experience poor service recovery and, finally, word-of-mouth behaviours by satisfied or 
dissatisfied customers will be presented. 
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3.4.1. Customer satisfaction 
Chapter III 
Customer satisfaction is defined as the pleasure or disappointment that takes place when a 
customer compares a level of performance with his or her expectations (Kotler, 2001). From 
this definition, it becomes clear that satisfaction relies on performance when compared with 
expectation. Therefore, if performance falls below expectations, then the customer is 
dissatisfied whereas when performance matches expectations, then the customer would be 
satisfied. On the other hand, in a case where performance exceeds expectations, then the 
customer would be highly satisfied (Kotler, 2001). This idea was also supported by Oliver 
(1981) who suggested that expectancy disconfirmation theory is one of the approaches to 
explain customers' satisfaction/dissatisfaction and their reactions to service recovery. 
Disconfirmation theory, put simply, relates to customers who purchase services or products 
with pre-purchase expectation and anticipated performance. When the services or products 
have been purchased and used, the results will be compared with expectations; if expectations 
match the results, confirmation occurs, but if any discrepancy occurs, disconfirmation will 
occur. Thus, positive disconfirmation occurs when the performance exceeds the expectations 
while negative disconfirmation occurs when the performance falls short of expectations. 
However, positive disconfirmation will lead to increased satisfaction and negative 
disconfirmation will lead to increased dissatisfaction (Oliver, 1981). Figure 3.1, shows the 
behaviour of customer satisfaction toward the service provider. 
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Figure 3.1: Reaction of Customer Satisfaction with Service Provider 
Attitude toward 
service provider 
1 
Expectations Performance 
(E) 2 (P) I 
ý/ 
Comparison 3 
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Disconfirmation P>E purchases 
Confirmation 
1+ 
Dissatis! iction Satisfaction 
- 
Positive 
WOM 
Chapter III 
Source: adapted from Boshoff, 1997, P. 112 
The central point of recovering service failure is customer satisfaction (Pizam and Ellis, 
1999). Customer satisfaction is the criterion for determining that quality has been delivered to 
customers through services or products. Customer satisfaction is one of the most important 
outcomes for service recovery and it is essential for a service organisation's survival. Bailey 
(1994) stated that service recovery methods, or putting things right after something has gone 
wrong, are crucially important for the service organisation. The reason behind this is that 
several studies, such as Hart et al. (1990); and Holmlund and Kock, (1996), have found that it 
costs about five times as much in time, money and resources to create a new customer as it 
does to maintain and satisfy a current customer. 
It is indicated that knowing customer expectations and their requirements are essential for the 
service organisation, because this provides understanding of how the customer defines quality 
of service and products, as well as facilitating the development of customer satisfaction 
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questionnaires (Hays, 1997). Berkman and Gilson (1986) found that customer satisfaction is a 
significant outcome in its influence on customer purchases and word-of-mouth 
recommendations. This finding also was supported by Goodwin and Ross (1992) who 
indicated that a proper recovery can restore levels of satisfaction and promote referrals for 
future purchases. 
Furthermore, an experimental study conducted by Boshoff (1997) indicated that providing 
excellent service recovery, such as high levels of compensation after service failure, has 
improved customer satisfaction significantly. This finding was also supported by Goodwin 
and Ross (1990) who indicate that their respondents report more satisfaction and willingness 
to return to the firm for future service when they were given even only a token refund. 
A recent study by Seawright et al. (2008) confirmed that satisfaction and loyalty rating of 
respondents were significant for customers who received extra efforts in service recovery 
beyond the standard correction of the original service failure. At this point, it is interesting to 
note the possible benefits that service organisations can gain through creating customer 
satisfaction, as well as the importance of employees and their roles in implementing service 
recovery methods and its effect on customer satisfaction. Figure 3.2, explains the behaviour 
of dissatisfied customers towards the service provider after effective service recovery 
methods. 
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Figure 3.2: Reaction of Customer Dissatisfaction with Service Provider after Effective 
Service Recovery 
Dissatisfaction 
ýý 
Effective service Acknowledgement 
recovery methods 2 and willingness 1 
Improved satisfaction and 
more positive attitude 
towards service provider 
3 
Lo) alt) and Positive word-o1= 
repurchase intention mouth 
Source: adapted from Boshoff, 1997, P. 112. 
The criticality of services is one of the factors that may affect the extent of customer 
dissatisfaction. Generally, customers are likely to view service failure more seriously when 
the service purchase is critical than when it is less critical. It is noticed that criticality has a 
significant effect on customer satisfaction (Smith et al., 1999; and Webster and Sundaram, 
1998). The idea here is that while simple types of service recovery methods, such as 
acknowledgement or a simple apology, can restore customer satisfaction in situations where 
criticality is low, different types of service recovery methods, such as compensation 
in all its 
forms, are required to restore customer satisfaction in high criticality situations (Smith et al., 
1999). In addition, this idea may lead service organisations to be aware that an offer to re- 
perform the service will result in higher levels of satisfaction in high criticality situations than 
in low criticality situations; for example, customers who are involved in a low criticality 
service failure situation may perceived the time taken to correct the failure as an extension of 
P 
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the service failure, while customers who are involved in a high criticality service failure 
situation may perceive the extra time in a positive manner Further, the amount that the 
service provider will spend in high criticality situations may actually be less than a 25% or 
50% discount in a low criticality situation. However, it is noticed that there are confounding 
results in service recovery efforts, ranging from customers being less satisfied to customers 
being more satisfied than before the failure (Seawright et al., 2008). Some writers, for 
example Bitner et al. (1990); Hart et al. (1990); Michel, (2001) and Seawright et al. (2008), 
have strongly agreed with the theory that service recovery enhances customer satisfaction to 
a higher level than before the failure while others have found that there are no elevated levels 
of satisfaction (Andreassen, 2001; and Maxham, 2001). 
It is indicated that poor service recovery following a service failure could increase the level 
of dissatisfaction attributed to a service failure as well as provide further evidence of the 
organisation's incompetence because it is perceived as a double deviation, first in the initial 
service and second in the recovery (Maxham, 2000; and Bitner et al. 1990), while Keaveney, 
(1995); and Mattila (2004) mentioned that poor service recoveries could result in low levels 
of satisfaction, switching behaviour or/and intentions to spread negative word-of-mouth. 
Finally, failure of the service organisation to ensure customer satisfaction through service 
recovery could lead to a decline in customer confidence, lost customers, and negative word- 
of-mouth, direct complaint behaviour and the direct cost of re-performing the service (Berry 
and Parasuraman, 1992). Figure 3.3, explains the behaviour of dissatisfied customer towards 
the service provider after ineffective service recovery methods. 
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Figure 3.3: Reaction of Customer Satisfaction with Service Provider after Ineffective 
Service Recovery 
Dissatisfaction 
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Source: adapted from Boshoff, 1997, P. 112. 
However, service failure and failed recoveries are not the only reasons for customer defects, 
and the probability of positive impact of effective service recovery on a company can be 
substantial. Once a problem occurs, the way in which the service provider deals with 
customers can influence their satisfaction with regard to the service failure and effect overall 
satisfaction, repurchase intentions and word-of-mouth (Smith and Bolton, 1998). 
3.4.2. Loyalty and favourable image 
As mentioned in the previous chapter loyalty is defined by Teich (1997. p. 13) as a 
relationship between the customer and the company. which is developed over a period of 
time from a consistent "record of meetings", and sometimes with meetings even exceeding 
customer expectations. A loyal customer is "a customer who repurchases from the same 
provider whenever possible, and who continues to recommend or maintains a positive 
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attitude towards the service provider" (Kanadampully and Suhartanto, 2000, p. 346), while 
Oliver (1999, p. 34) described loyalty as "a deeply held commitment to re-buy or re-patronage 
a preferred product/service consistently in the future, thereby causing repetitive same brand 
or same brand-set purchasing, despite situational influences and marketing efforts having the 
potential to cause switching behaviour". McCollough et al. (2000) found in their study that 
there are some circumstances where service recovery effort cannot compensate for the 
damage that has been done during service failure. Hence, they suggested that understanding 
service recovery is an important matter for any service organisation. Service failure is one of 
the factors that could lead customers to switching behaviour whereas successful service 
recovery can mean the differences between the customer retention and customer defections 
(Roos, 1999). 
The loyal customer is a critical component of profitability and the service organisation should 
take this into consideration (Stauss and Friege, 1999). Hospitality managers believe that 
service organisations can increase their profits by increasing customer satisfaction, but 
satisfying the customers alone is not enough, since there is no guarantee that satisfied 
customer will return and purchase. However, increasing customer retention by 5% can 
increase the profit of the service organisation almost 100% (Reichheld and Sasser, 1990). As 
a result, it is necessary for the hospitality organisations to focus on customer loyalty more 
than customer satisfaction. 
It is asserted that loyal customers can lead to increased revenue of the service provider and 
they are likely to purchase additional services (Hart et al., 1990; Mattila, 2004; Tax and 
Brown, 1998). It is interesting to note here that loyal customers and purchase intentions are 
very important considerations for service providers and it is important for the hotel industry 
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to think of how to develop customer loyalty rather than focusing on price strategies in order 
to gain competitive advantage in the marketplace. Practitioners and academics have not yet 
identified a theoretical framework and the factors that could lead to developing loyal 
customers, but there is a consensus among them that customer satisfaction is prerequisite of 
loyalty (Gremler and Brown, 1997). Therefore, it is suggested that creating a high level of 
loyal customer may require hotels to increase the level of customer satisfaction and establish 
a favourable image (Andreassen and Lindestad, 1998; and Kanadampully and Suhartanto, 
2000). Several studies have been conducted by Cronin and Taylor (1992) in the service 
sectors such as banking, pest control, dry cleaning and fast food. They revealed that customer 
satisfaction has a significant effect on purchase intention in all four sectors, while Getty and 
Thompson (1994) stated that the customer's intention to recommend the services for others is 
a function of customer perception of service quality rather than their satisfactions with the 
service experience. In addition, they concluded that there is a positive relationship between 
customer satisfaction and customer loyalty. 
It is indicated that an organisation's image is an important element that may affect customer 
loyalty and purchase intentions positively or negatively (Zeithmal and Bitner, 1996). 
They 
also indicated that image is considered to be critical in its ability to influence customer 
perceptions of the goods and services offered. Mazanec (1995) stated that there 
is a positive 
relationship between desirable image and customer satisfaction 
in luxury hotels. An 
exploratory study conducted by Heung et al. (1996) on brand loyalty 
in hotels, found that 
hotel reputation and image are considered to be important factors and maintain a relatively 
high score rating among loyal customers. This could be attributed to the 
fact that the 
customers feel uncertain about which hotel to choose, hence they may prefer 
hotels with a 
good reputation in order to reduce risks. 
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It is found that customers who have encountered service failure and been satisfied with 
recovery efforts will be more loyal than those whose problems are not solved (Zeithaml and 
Bitner, 2003). They stated that customers who are satisfied with the response of the service 
recovery efforts are more likely to purchase again from the same providers than those whose 
service recovery experiences are unsatisfactory. According to Zeithaml's findings (2003), 
effective service recovery efforts will positively influence customer satisfaction which in turn 
will lead to loyalty and re-purchase intentions, while, according to Gremler's (1997); 
Andreassen's (1998); Kanadampully's (2000); and Heung's (1996) findings, satisfying the 
customers in service organisations and establishing a favourable image of service 
organisations may lead to increased repeat purchase intention, higher likelihood of 
recommending the service organisations for others and finally increase the customer loyalty. 
These results closely match the point of view of marketers who indicate that customer 
satisfaction is one of the most important outcomes of all recovery methods in its effect on the 
service organisation, and satisfying customers may lead to expanding the business, gaining a 
higher market share, and finally increased repeat and referral business, which in total will 
lead to increased profitability of the service organisation. 
People like to return favours to others if the others have been treated them well (Eccles and 
Durand, 1998). They contended that creating a reciprocity policy in the service organisation 
will help it to create goodwill relationships between customers and the service provider, as 
well as increasing customer loyalty, especially if the individual knows that the company may 
go out of its way to make sure the situations are handled effectively. For example, if the 
service organisation solves a customer's problem then this customer will show reciprocity 
with the service organisation by continuing to do business again, as well as commenting 
positively about the service organisation. Good service recovery can change dissatisfied 
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customers with negative attitude into loyal ones, and this may lead to a goodwill relationship 
between the customers and the organisation that may not have existed if things went 
smoothly in the first place (Hart et al., 1990). 
It is indicated that employees' emotion during their service recovery efforts has an influence 
on their customer perceptions, and that customers' feelings towards the service or product are 
very important as they have implications for satisfaction, loyalty and purchase intentions 
(McColl-Kennedy and Sparks, 2003). Therefore, delighting customers is one of the most 
important tasks that employees should aim to achieve. Conversely, if service recovery efforts 
were insufficient, this may lead to negative feelings on the part of the customer, the spreading 
of negative word-of-mouth to third parties and finally loss of the current customer. 
3.4.3: Direct Complaint Behaviour 
When service failures occur, the organisation's response has the potential to either restore 
customer satisfaction and reinforce customer loyalty or exacerbate the situation and drive 
customers to a competing firm (Smith and Bolton, 1998). Many writers, for example 
Hoffman et al. (1995); Smith et al. (1998); and Bitner et al. (1990) asserted that more than 
half of service recovery efforts and responses to customer complaints actually reinforce 
negative reactions to service. Therefore, when customers perceived poor service recovery 
effort, it is logical to say that they will express their dissatisfaction either directly to the 
service providers, seeking a remedy to their problems, or indirectly by complaining to an 
outside authority or interest group. This idea rather supports Richins (1983) who stated that 
direct complaint behaviour can be considered as a second possible response to dissatisfaction, 
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due to the fact that customers place a complaint in order to gain remedy for their 
dissatisfaction. 
On the other side, the customer may also express their dissatisfaction by eliminating the 
relationship with the service provider (exit), while. Davidow (2000) stated that there are two 
main behaviours that a complainant decides to engage in or not, based on the organisational 
response to the complaint. First, complainants can decide whether to tell anyone of their 
disappointing experience and subsequent service recovery attempt by the company (word-of- 
mouth likelihood) and whether the message will be positive or negative (word-of-mouth 
valence). Second, complainants can decide whether they will repurchase the services that 
they originally complained about. Davidow (2000) showed in his research a comprehensive 
model of the overall service recovery experience, from the organisational response to the 
complaint through to the complainant's decision to repurchase or to engage in word-of-mouth 
activity as presented in Figure 3.4. 
Figure 3.4: Complainant Behaviour after Service Recovery 
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Source: adapted from Davidow, 2000, P. 474 
Referring to Figure 3.4 above, the organisational response represented by different methods 
of recovery and its direct effect on repurchase intentions and word-of-mouth, and the indirect 
Page 66 
Samer AI-Sabi Chapter III 
effect through satisfaction on repurchase intentions and word-of-mouth (Davidow, 2000). He 
found that attentiveness is the most influential variable (method) affecting satisfaction, word- 
of-mouth likelihood and intention to repurchase. This supports the conclusion of Mittal and 
Lassar (1996), who reported that for a business delivering service in interactive encounters 
with customers, personalisation (interpersonal interaction) is the most important determinant 
of customer satisfaction and re-patronage. He found also that credibility has a significant 
positive impact on satisfaction, repurchase intention and word-of-mouth valence. It has the 
second strongest impact on repurchase intention (after attentiveness). This would seem to 
confirm that interpersonal communication and lasting impressions are what have the 
strongest impact on repurchase intentions. In addition, compensation is not always the key to 
increasing the intention of the customer to repurchase. The point here is about how the 
complaint is handled (attentiveness) and what the service organisation intends to do about it 
(credibility). This study has noticed that Davidow's model is not a comprehensive model of 
the overall service recovery experience because there are other methods of service recovery 
that can be applied in his model such as acknowledgement, empathy, customer input and 
compensation in all its forms. 
Hence, adding other methods into his model may change Davidow's results. As can be 
noticed above, two out of six methods were effective in satisfying the customer, reinforcing 
the intention of the customer to repurchase and gaining positive word-of-mouth. Furthermore, 
the evaluation of the organisational response was done from the customer point of view, but 
this study also assumes better results would have been obtained if employees had done the 
evaluation; the reason behind this assumption is that it is the employees who will use these 
methods and they also can recognise which one of these methods is more effective than other 
methods, 
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It is revealed that most customers who complain are loyal customers and he stated that 
recovery of the customer's problem is equally if not more important than providing good 
service initially (Eccles and Durand, 1998). This is because customers will tell five people 
about the successful recovery whereas, if the customers receive good services in the first 
place, they will only tell three people. These arguments are supported by Levesque and 
McDougall (2000) who revealed that more than half of dissatisfied customers who complain 
are likely to do business again with the service organisation, even if the complaint was not 
handled satisfactorily or recovered in a good manner. However, many writers e. g. Smith and 
Bolton (1998); and Tax et al. (1998) found in their researches that the ability to recover from 
a service failure positively affects customers' evaluation of the service's organisation. 
Overall, research in the hotel sector has found that the way of handling a customer's problem 
is considered to be the major factor in determining whether a customer returns or not. For 
example, "customer retention exceeded 70% for those customers that perceived effective 
recovery effort" (Maxham, 2001, p. 12). 
Therefore, it is important to identify what are the most appropriate methods for recovering 
service failure, because this will help the service organisation to be more effective in 
developing their complaint recovery responses, as well as allowing managers to determine 
where they need to improve complaint handling and how those improvements will affect the 
bottom line. At this point, it is important to understand not only the importance of the service 
recovery methods used but also the measures and procedures used during the service 
recovery efforts. 
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3.4.4. Word-of-mouth Behaviour 
Chapter III 
Word-of-mouth (WOM) is defined communications as comments made by personal sources 
about the firm to potential customers such as friends, relatives and business colleagues 
(Sparks, 2001). WOM is considered to be one of the outcomes of the service recovery 
process whether positive or negative. It is agreed that the significance of WOM 
communications in the service sector is well documented (Richins, 1983; Hart et at., 1990; 
Blodgett et al., 1993; Spreng et al., 1995; Maxham, 2001; Dubrovski, 2001; and ZeithamI and 
Bitner, 2003). 
It is indicated that WOM provides vital information about the service organisation to 
customers and it helps customers to decide whether to patronise the service organisation or 
not (Lundeen et al., 1995; and Zeithaml et al., 1993). In the light of this idea, it can be noted 
that WOM may spur customers to switch brand and assist the service organisation by gaining 
new customers. WOM communication is provided face to face and often the information is 
highly credible and it can influence others' beliefs about a particular firm and their intention 
to purchase from the firm (Spreng et al., 1995). Additionally, fair response to service failure 
will help the service organisation to restore customers' propensity to spread positive WOM 
recommendations (Goodwin and Ross, 1992; Seiders and Berry, 1998), while others indicate 
that customers are likely to intend to spread negative WOM about the service organisation 
when they receive unfair response to a service failure (Blodgett et al., 1993). 
It is important to note here that the way employees handle and respond to a problem is 
considered to be critical in terms of spreading positive or negative WOM. Blodgett et al. 
(1993,1997) suggested a positive relationship exists between service recovery efforts and 
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WOM. To put it another way, the level of spreading positive WOM will increase by 
increasing the level of the service recovery efforts. Boshoff (1996) stated that customer 
loyalty has a crucial role in reinforcing positive WOM. Hence, customers who deliver 
positive WOM to others, about good service or about the service providers, are more likely to 
be loyal customers. 
Additionally, consumers who receive such a positive WOM communication are more likely 
to become loyal customers. The reason behind this is that most of the services are intangible 
in nature, suggesting a high level of risk in term of perceiving these services. Thus, positive 
WOM could be seen as a way to reduce this risk (Boshoff, 1997). Moreover, Hopson and 
Scally (1989) stated that "Customer satisfaction is the most efficient and, at the same time, 
least expensive source of market communication, as a satisfied consumer will tell others of 
his satisfaction and recommend the product to potential customers" (p. 62). Research by 
Spreng et al. (1995) supported the idea that satisfaction is an antecedent to WOM. For 
instance, customers who had a service failure told nine or ten persons about their poor service 
experience, while satisfied customers told four or five persons about their satisfactory 
experience (Maxham, 2001; and Eccles and Durand, 1998). As a result, effective service 
recovery can lead to positive WOM, or at least reduce the negative WOM communication 
that is related to poor service recovery. 
Dissatisfied customers will tell eight to ten persons about the bad service they received. In the 
light of these ideas, it can be seen that the tension and the pressure on operational managers 
within the service organisation is considerable. It is important for managers to be aware about 
the customer's reaction to service failure as well as the customer's role in spreading negative 
pereptions about the service organisation. It is a customer-staff communication matter by 
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which the service organisation can determine customer impressions and successfully recover 
a failing situation (Eccles and Durand, 1998). It can be noticed from above that service 
failure can cause loss of customers and this will add more cost for the service organisation, 
but providing effective service recovery will reduce the cost for the service organisation and 
will cost five times less than bringing in a new customer. Therefore, service recovery has 
become an important key and efficient tool in solving customer problems. It leads also to a 
positive WOM communication, and it enhances customer satisfaction and contributes to 
building a goodwill relationship with customers. 
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3.5: Conclusion 
Chapter III 
Service recovery is an important strategy for any service organisation in solving customers' 
problems and in changing the negative attitude of customers from being dissatisfied to being 
satisfied. Identifying and using different service recovery methods will help the service 
organisation to deal with different customers in different incidents. Service recovery is a tool 
that is responsible for bringing real improvements in quality of service delivery and customer 
service. In each incident of service failure, there is a lesson for employees to learn, giving 
them the opportunity to know different types of service failure, different service recovery 
methods, and to build high levels of confidence, enabling them to take responsibility for 
making decisions and to correct problems. 
However, there are different methods for recovering service failure but it is not known which 
of these methods is the most effective. In addition to this, most of the studies used in this 
research were evaluating the performance of service recovery from the customer's 
perspective and it is not known what the evaluation will show if it is done from the 
employee's perspective. 
The goal for all the initiatives above is to meet customer expectations, create good 
relationships between the service organisation and customers, create high levels of 
satisfaction, increase customer loyalty, increase purchase intentions, increase direct complaint 
behaviour if something goes wrong and, finally, gain positive word-of- mouth (WOM) (free 
advertising). In addition, understanding the importance of service recovery can increase the 
awareness of the service organisation about the various consequences of insufficient service 
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recovery efforts, such as dissatisfaction, negative WOM behaviour, revenue loss, as well as 
an increase in costs and, finally, a decrease in the morale and performance of employees. 
Finally, it was clear also that service contact employees are the central variable for service 
recovery and the key to either maintaining customer loyalty or exacerbating the situation and 
driving the customer to a competitor. From this viewpoint, it seems reasonable to suggest that 
service organisations and managers should train, motivate and empower their employees to 
be ready and able to correct different incidents of service failure without referring to senior- 
level management. Therefore, the next chapter will review empowerment in both its 
dimensions and the factors that may affect the level of employees' empowerment and the 
extent to which employees feel empowered. 
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Chapter IV: Empowerment 
4.1: Introduction 
Chapter IV 
During the last decade, there have been extensive research and many theories about how a 
company should deal with its human resources department and empowerment. Such concepts 
have been widely used in human resources departments (Lashley and McGoldrick, 1994). 
The management of human resources forms an important challenge to hotels due to both the 
external and the internal challenges that face an organisation, including the need to provide 
employees with the necessary feedback related to their job. 
Human resources management departments in the hospitality industry should concentrate on 
improving the performance of an organisation because of the rapid changes in the business 
environment, competitive strategies and customer demands (Cho et at., 2006). Consequently, 
human resources departments began to use the empowerment strategy as a response to these 
rapid and complex situations, with the purpose of establishing satisfactory solutions that can 
achieve customer demands and improve the quality of services (Ginnodo, 1997). 
This chapter contains seven sections: after the introduction, an overview of empowerment 
will be discussed in the second section. The concept of empowerment will be discussed in the 
third section. Section four will cover in depth psychological empowerment, the inhibitor 
factors and their effect on psychological empowerment. Section five will present structural 
empowerment and its factors that help employees to adapt to empowerment. Empowered 
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behaviour will be presented in section six. Finally, the conclusion of the chapter will be 
presented in section seven. 
4.2: Overview of Empowerment 
Empowerment is about achieving organisational goals and getting everyone involved in 
making the service organisation successful (Johnson and Redmond, 1998). In addition, they 
agree that empowerment is not an easy option. Directors and senior managers who adopt 
employee empowerment do so because they believe there are definable organisational goals 
that cannot be achieved without involving the entire workforce. The reason behind this idea is 
that the organisation needs all the knowledge, experience and skills of employees as well as 
their commitment to the organisation service. 
Empowerment is seen as part of an overall plan to achieve organisational improvements in 
areas such as operational effectiveness, quality management, customer care and continuous 
improvement (Johnson and Redmond, 1998). Therefore, empowerment has become an 
efficient tool for the success of different organisations. It provides employees with the 
freedom to perform their work effectively and to make decisions (Lashley, 2001). 
Empowerment is a tool that is associated more with decentralised organisations than with 
centralised ones, where all decisions in centralised organisations come from top level 
management, and where therefore employees are not given the opportunity to think about 
finding solutions for problems by themselves (Woods and King, 2002). Moreover, there are 
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specific rules and limits of responsibility and authority that are imposed on their work 
(Woods and King, 2002). 
It is also stated that the empowered organisation has a flatter structure (Lashley, 2001). It 
requires less immediate supervision than a traditional organisation because decision making 
is passed down the line. Senior and middle managers need to spend less time on control of 
subordinates and can focus on increasing customer satisfaction and market share (Barry, 
1993). It is agreed that de-layering management is an associated strategy with empowerment 
to achieve organisations' goals (Lashley, 1995,2001). However, Lee and Corbett, (2006) 
disagree about implementing this strategy, because they see it as downsizing the organisation 
which will create additional workload for employees and will result in higher turn-over and 
absenteeism in an organisation and so, ultimately, higher costs. 
The benefits of downsizing an organisation are to reduce costs, to bring the organisation 
closer to its customer needs, to increase service quality and to make the organisation ready 
for and more responsive to any internal or external change (Lashley, 2001). According to 
Lashley and McGoldrick (1994), there is unanimity in literature that empowerment is 
individual and personal and helps employees to engage at the emotional level. These two 
researchers believe that empowerment is about discretion, power, control, autonomy, 
responsibility, commitment and achieving the organisation's goals. 
Ginnodo (1997) stated that, there are various basics that every organisation should take into 
consideration to reach the maximum level of empowerment. These basics are shown in Table 
4.1. 
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Table 4.1: The Basics that an Organisation Must Possess in Order to Reach High Levels 
of Empowerment 
The basics that an organisation must possess in order 1 reach high levels 
of 
empowerment 
" To understand at all organisational levels the meaning of empowerment and how to 
achieve it. 
" Understanding and accepting the vision and values of the organisation will be a guide 
to making the right decisions. 
" Following systems of management will help employees to understand job 
responsibilities and managers to measure the level of success. 
" The managers should make sure that the task is very clear for the employees. 
" Effective communication about the organisation's plans. 
" A reward and recognition systems. 
" Recruitment, selection and promotion systems. 
" The leaders in an empowered organisation have an extensive impact on the degree of 
empowerment their employees feel. 
" Through an empowered organisation the empowered employees have an opportunity 
to interact with different groups. 
" The empowered organisation should focus on the front line employees and their 
service toward customers. 
Source: Ginnodo, 1997 
In reference to Table 4.1, above, Lee and Koh (2001) have distinguished empowerment from 
a wide range of terms that have been used in place of empowerment. They concluded that 
empowerment is different from delegation, authority, self-determination, self-management, 
self-control, self-influence, involvement, participative management, job enrichment, self- 
efficacy, employee ownership and self-leadership. For example, they explained that self- 
determination and the other self-relevant constructs refer to situations where a person makes 
his/her own decisions, thus this would cover only one of the four empowerment dimensions. 
(See 4.4 below). 
Moreover, they stated that any self-related constructs can be generated without being affected 
by superiors' empowering behaviour, while the concepts of empowerment necessarily 
involve the relationship between a supervisor and his/her subordinates (Lee and Koh, 2001). 
Therefore, all employees in the organisation must understand the differences between these 
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terms. In addition, employees must understand the visions of the organisation such as: Where 
should the organisation start from? When will they start? Why is there a need for change in 
the organisation? Understanding the vision and the values of the organisation influences 
employees to make good decisions for their organisations and at the same time for their 
customers (Ginnodo, 1997). Throughout an empowered organisation, managers and 
employees should know and understand the responsibilities of the job, the limits of their 
authority, and methods for measuring success, and should link them with the overall 
objectives of the team as well as with the department and the strategies of the organisation. 
Employees need to receive continuous feedback about their performance, suggestions for 
improvement and training for success. According to Woods and King (2002), making the task 
very clear for employees will enable them to understand the task well, which in turn will help 
them with their responsibility and improve their ability to make the right decisions and 
achieve the organisational goals, otherwise they will face problems in handling that task 
(Ginnodo, 1997). 
Success and failure are very important for the empowered employees and they must 
know the 
goals of their organisation because that will help both the organisation and the employees to 
achieve their success and their goals (Ginnodo, 1997). Reward and recognition systems are 
an essential part of an empowered organisation because they enhance how employees 
feel 
when they accomplish their job and create a sense of pride and self-esteem 
for their 
performance (Ginnodo, 1997), as well as motivating employees to participate 
in the decision 
making process (Spreitzer, 1995). 
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Recruitment, selection and promotion systems are also very important in an empowered 
organisation, since they help the organisation to identify quality workers and leaders, as it is 
well known that not all the employees are interested in becoming empowered. Hence, 
recruiting employees who possess appropriate motivations and skills and the ability to work 
in an empowered environment, is more beneficial than using employees who do not have the 
ability or skills to make decisions (Ginnodo, 1997). The leaders in an empowered 
organisation have an extensive impact on the degree of empowerment their employees feel. 
In other words, when leaders give employees authority, responsibility and encouragement 
and feedback for their work, then they not only encourage empowerment, but also create high 
levels of confidence within employees. 
Social information processing theory (Salancik and Pfeffer, 1978) suggests that interactions 
between management and employees potentially send cues regarding the organisational- 
employees relationship. These cues should consequently play a crucial role in influencing 
perceived support that will enable employees to exercise authority effectively. Furthermore, 
in an empowered organisation, empowered employees have the opportunity to 
interact with 
different groups such as co-workers, suppliers, customers and management, which allows 
them to identify the problems related to their work and solve them by taking appropriate 
action. Accordingly, the empowered employees should be able to train other employees 
in 
how to handle and solve problems. 
Empowered organisations, such as BP America and Rockwell International, 
have trained 
front line employees to meet and exceed customer expectations and needs 
(Ginnodo, 1997). 
In addition, an empowered organisation should focus on front line employees and their 
service to customers because this group of employees presents the organisation to the 
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customer, and so the image of the establishment depends on the service or the treatment 
provided by them to the customer (Zeithaml and Bitner, 2003). 
4.3: Definitions of Empowerment 
Over the last two decades, empowerment has received the attention and interest of many 
organisational theorists and management practitioners (Argyris, 1998; Conger and Kanungo, 
1988; and Thomas and Velthouse, 1990). However, empowerment is a complex concept and 
has been defined in different ways, meaning "different things to different people" (Quinn and 
Spreitzer, 1997, p. 37), and remains at present a poorly defined concept (Cunningham et al., 
1996; Geroy et al., 1998; and Dainty et al., 2002). 
Current interpretations offer a multiplicity of definitions. According to the last version of the 
Concise Oxford English Dictionary (2008), empower means "give authority or power to; 
authorise". The noun empowerment, which is derived from the verb empower, also means 
"give strength and confidence to" (p. 468). This simple definition has an attractive utility in 
discussions of organisations and organisational activities. From the dictionary definition, we 
can interpret that empowerment entails the act of giving power to a person who was 
powerless, and also implies that the act of empowering others can only be undertaken by an 
individual or organisation that has the necessary authority. Empowerment in this sense can 
be 
seen as delegation of the authority to make decisions, and Kanter (1979) also sees 
empowerment in this manner and assumes a continuum from the powerless to the 
empowered. 
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In medicine, for example, rapid recovery times have been claimed through empowerment of 
the patient for such conditions as developmental handicaps. In this context, the process of 
empowerment is presented as a means of enabling patients to cope with their condition and to 
develop a sense of control over the outcome of their illness (Brown, Bayer and Brown, 1994). 
In education, the implementation of school improvement is advocated through the 
empowerment of teachers in order to reshape teaching and learning processes. It is indicated 
that empowerment is a way to deliver effective educational services and it may also be 
important for the teachers in order to improve their efficacy and then as a result improve 
students' learning (Lincoln et al., 2002). 
In the commercial arena, the concept of empowerment has been somewhat different. Here 
empowerment reflects the relationship between reducing managerial bureaucracy, increasing 
employee commitment, creating more responsive customer service levels on the one hand, 
and continuing improvement in product and service quality, the roles of autonomy, self- 
efficacy, and giving workers the power they need to work in a highly competitive market on 
the other. In this context power is seen as "The ability to get things done, to mobilise 
resources, to get and use whatever it is that a person needs for the goals he or she is 
attempting to meet" (Kanter, 1977, p. 166). 
In the literature review of management, two distinct dimensions of empowerment have 
evolved: structural/relational empowerment and psychological/motivational empowerment 
and researchers have tended to adopt only one of these two main dimensions in 
conceptualising empowerment (Greasley et al., 2008; and Eylon and Bamberger, 2000). 
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Structural empowerment is considered to be a management technique which entails the 
sharing and delegation of power and control between managers and their employees (Kanter, 
1983). It is indicated that through the sharing and delegation of power, employees are more 
likely to achieve desired outcomes, as they are given the flexibility and discretion to manage 
relationships with their customers, rather than being restricted to organisational rules and 
procedures (Conger and Kanungo, 1988). 
Eylon and Bamberger(2000); and Mills and Ungson (2003) support Kanter's definition of 
structural empowerment, defining it as organisational policies, practices and structures that 
grant employees greater latitude to make decisions and exert influence regarding their work. 
As can be seen, both definitions of structural empowerment are related to the notions of 
power sharing between employers and employees. Thus, empowerment defined by Ginnodo 
(1997) as "employees and managers solve problems and take decisions that were traditionally 
reserved to higher levels of the organisation" (p. 3). 
Empowerment in this context can be seen as organisational practice and structure that 
devolves power through knowledge and skills development, access to information, support, 
resources and responsibility (Eylon and Bamberger, 2000). It is interesting to note here that 
Kanter (1983); Ginnodo (1997); Eylon and Bamberger (2000); and Mills and Ungson (2003) 
followed the behaviour aspect, understanding empowerment as the behaviour of the 
supervisor who empowers his/her subordinates. 
The other dimension of empowerment, psychological empowerment, has received less 
attention from organisational researchers. The main focus of their work has been on 
empowering management practices, including the delegation of decision making from higher 
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organizational levels to lower ones and increasing access to information and resources for 
individuals at the lower levels (Mainiero, 1986; and Bowen and Lawler, 1992). Similarly, 
Conger and Kanungo (1988) indicated that management practices are a set of procedures and 
that those management practices may empower employees but it is not necessary to do so. 
Thus, Thomas and Velthouse, (1990), found that there is a need for seeking alternative 
dimensions of empowerment in order to distinguish between management practices and 
employees' perceptions (psychological empowerment). 
Psychological empowerment moves away from the traditional studies of management 
practices and focuses on employees' perceptions and cognitions. Empowerment is defined as 
a motivational concept of self-efficacy (Conger and Kanungo, 1988), while Thomas and 
Velthouse (1990) disagree with Conger's definition, because they considered empowerment 
as multifaceted and its essence cannot be captured by a single concept. Therefore they 
defined empowerment more broadly as "increased intrinsic task motivation and identified 
four cognitions (task assessments) as the basis for worker empowerment: sense of impact, 
competence, meaningfulness, and choice" (p. 666). More specifically, psychological 
empowerment is defined by Spreitzer, (1995) as "a motivational construct manifested in four 
cognitions: meaning, competence, self-determination, and impact. Together, these four 
cognitions reflect an active rather than a passive, orientation to a work role" (p. 1444). Active 
orientation in Spreitzer's definition means an orientation in which an individual wishes and 
feels able to shape his or her work role and context. 
At this point, it is interesting to mention also that Conger and Kanungo (1988), Thomas and 
Velthouse (1990) and Spreitzer (1995) followed the perception aspect and focused on 
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empowerment as the psychological state of the subordinate resulting from his/her 
supervisor's empowering. 
A more inclusive definition of empowerment has been made by Lee and Koh (2001), who 
integrated both supervisor's behaviour and subordinate's perceptions as cause and effect of 
empowerment. In other words, a managerial practice that promotes authority delegation and 
helps employees to develop their abilities at work enhances employee's feeling of 
empowerment. This ability that the employer has to empower his/her employees would affect 
the employees' assessment of the four dimensions of empowerment. Thus, the ability the 
employer has to empower employees would affect the extent to which an employee would 
find his/her job meaningful, feel confident of having the skill required to successfully 
perform their job (competence), feel he/she has the authority to determine how to do the job 
and make a difference in the organisation outcomes by achieving the job purpose. 
Thus, empowerment is defined as "the psychological state of a subordinate perceiving four 
dimensions of meaningfulness, competence, self-determination and impact, which is affected 
by empowering behaviours of the supervisor" (Lee and Koh, 2001, p. 686). By the end of this 
section, it is interesting to note that Lee and Koh's (2001) definition of empowerment agrees 
with Spreitzer (1995) by saying that empowerment is a continuous variable and it is specific 
to the work context in organisations. In the next sections, more details about structural and 
psychological empowerment will be discussed. 
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4.4: Psychological Empowerment 
Chapter IV 
Psychological empowerment mainly focuses on four dimensions, namely self-determination, 
meaning, competence, and impact. These dimensions are not specific management practices, 
but rather they reflect an employee's personal experiences and beliefs about their role in the 
organisation (Quinn and Spreitzer, 1997). Therefore psychological empowerment here is not 
something that management can do with their employees, but it is more about the perceptions 
that the employees hold about their roles in the organisation. In other words, management can 
create an environment where employees feel they have more freedom and discretion and this 
in turn will lead to employees having psychological reactions to these conditions, and so 
generating psychological empowerment. 
The story of psychological empowerment started with Conger and Kanungo (1988) who 
considered empowerment to be an enabling process. Thus, empowerment as a motivational 
process focuses on enhancing the self-efficacy of employees by enabling them. It is 
interesting to note here that increasing the self-efficacy of employees does not necessarily 
mean that employees will achieve their desired outcomes. However, Conger and Kanungo 
(1988) argued that this is irrelevant to the feeling of empowerment experienced by the 
employee. In other words, the employee may still feel empowered (i. e. enabled) despite not 
achieving their desired outcomes, especially when their efforts to satisfy the customer are 
recognised by supportive managers. The point is that Conger and Kanungo (1988) were 
focused on one dimension of the psychological empowerment and as we mentioned earlier, 
Thomas and Velthouse (1990) considered empowerment as multifaceted and its essence 
cannot be captured by a single concept. 
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Thomas and Velthouse (1990) built on the work of Conger and Kanungo (1988) who stated 
that management practices will motivate employees by strengthening self-efficacy. Thomas 
and Velthouse (1990) developed a psychological model of empowerment that focused on the 
power of organisational practices to energise or internally motivate employees rather than just 
enabling them. These researchers identified empowerment with a type of motivation, which 
they refer to as "intrinsic task motivation". They believed that this allowed employees to 
derive positive values directly from their job tasks. 
Empowering management practices should help the internal motivation of employees towards 
their jobs so that their performance can be seen to improve significantly (Thomas and 
Velthouse, 1990). Hence, they proposed that psychological empowerment results from a set 
of four task-related cognitions connected to an individual's task role: self-determination, 
meaning, competence (i. e. self-efficacy) and impact, stating also that each dimension is 
necessary for a complete empowerment experience for an employee and that if one or more 
dimension is missing, this will reduce the overall feeling of empowerment. 
Spreitzer (1995) developed the first theory-based measure of psychological empowerment 
based on the facets hypothesised by Thomas and Velthouse (1990). Her research provided 
support for the "construct validity of psychological empowerment in the workplace" with the 
four dimensions together contributing to an overall construct of empowerment. These 
dimensions are as follows: 
Meaning: A sense of meaning in relation to assessing specific tasks was adapted from the 
term used more globally by Hackman and Oldham (1980). It is described as "the engine of 
empowerment" (Spreitzer et al., 1997). This dimension is essential to energise employees 
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about their work/job-related tasks and make them put their hearts into their jobs (Thomas and 
Velthouse, 1990), with each of the other dimensions adding an additional unique element of 
the construct. It requires employees to value the purpose of the task and care about it. Further, 
meaning is "judged in relation to a person's own ideals or standards" (Thomas and Velthouse, 
1990), hence it entails a fit between the requirements of a work role and an employee's 
personal beliefs, values and behaviours (Spreitzer, 1996). In other words, if employees' work 
activities conflict with their value system, they are unable to feel empowered (Spreitzer et al., 
1997). Higher levels of meaning in work duties are also believed to result in positive work 
outcomes for employees, such as satisfaction, commitment and involvement (Thomas and 
Velthouse, 1990). 
Competence: The dimension of competence refers to self-efficacy specific to work and is a 
belief that one feels capable of performing work activities with skill (Gist, 1987). 
Competence or self-efficacy (Spreitzer, 1995) is based on personal mastery or effort- 
performance expectancy theory (Bandura, 1989) and is a contributing factor in models of 
empowerment (Thomas and Velthouse, 1990; and Spreitzer, 1995; 1996). Bandura (1977) 
observed that low self-efficacy leads people to avoid situations that require relevant skills. 
This avoidance behaviour then tends to prevent an individual from confronting fears, building 
competencies and improving perceived competence. 
Self-determination: Where competence links mastery to behaviour, the assessment of self- 
determination refers to a sense of choice that employees believe they have in initiating and 
regulating their own work behaviour (Deci et al., 1989; and Spreitzer, 1996). 
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Self-determination reflects autonomy (Bell and Staw, 1989). Employees who consider they 
have control over their own work behaviour, and are in a position to make decisions about 
work methods, are likely to be high in self-determination and as a result more flexible, 
creative, resilient and self-regulated (Deci and Ryan, 1985). Alternatively, those employees 
who believe their behaviour is controlled by management tend to be low in self-determination 
and are consequently more likely to suffer tension and reduced self-esteem (Fulford and Enz, 
1995). 
Impact: This refers to the degree to which a staff member can influence strategic, 
administrative or operating outcomes at work (Spreitzer, 1996). It captures the extent to 
which employee behaviour is seen to impact on the organisation and make a difference by 
influencing organisational outcomes in a positive way (Thomas and Velthouse, 1990). Impact 
gives a feeling of progress and accomplishment, whereby the task is moving forward through 
the activities of the employee. 
The results of Spreitzer's work (1995,1996) have two contributions. First, all four 
dimensions were found to be reliable and stable over time. Second, these dimensions in sum 
have contributed to a person's sense of empowerment. Moreover, Spreitzer et al. (1997) 
found that each dimension related differentially to different work outcomes. They found also 
that each dimension created different effects and no single dimension related to every single 
work outcome. Thus, they concluded that the "employees need to experience each of the 
empowerment dimensions in order to achieve effective and desirable outcomes" (Spreitzer et 
al., 1997, p. 679). 
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Menon (2001) developed a psychological approach to empowerment and his approach was 
viewed as a logical next step in the research direction suggested by Conger and Kanungo 
(1988). He expanded the domain of psychological enabling to include perceived control and 
goal internalisation. The reason behind his approach is to show that these three dimensions 
are not mutually exclusive and to provide a comprehensive image of the empowerment 
phenomenon. According to the three dimensions in his approach, he proposed that "the 
psychologically empowered state is a cognitive state characterised by a sense of perceived 
control, competence and goal internalisation" (p. 161). 
The integrative approach thus conceives empowerment as a multifaceted construct 
corresponding to the different dimensions of being psychologically enabled. The dimension 
of perceived control captures the effects of traditional empowering techniques such as 
delegation and increased employee autonomy, which to some extent corresponds to the task 
assessments of impact and choice or self-determination in the Thomas and Velthouse (1990); 
and Spreitzer (1995) models. The dimension of perceived competence has parallels in the 
Conger and Kanungo (1988); Thomas and Velthouse (1990); and Spreitzer (1995) models. 
The dimension of goal internalisation represents the energising aspect of empowerment, 
which in turn is the main thrust of the leadership approaches to empowerment. In other 
words, it is a reflection of the commitments to organisational goals that transformational 
leaders want to induce in their employees (Menon, 2001). 
Some researchers question the validity of psychological empowerment existing as a 
four- 
dimensional construct (Eylon and Bamberger, 2000). For example, although Kraimer, 
Seibert, and Linden (1999) found support for Spreitzers' (1995) four-dimensional scale, they 
found also a directional relationship from self-determination to impact, saying that self- 
Page 89 
Samer AI-Sabi Chapter IV 
determination must be present for impact to occur. This finding is consistent with Linden and 
Arad's (1996) model of empowerment in which they suggest that self-determination or 
(choice) is an antecedent of impact. 
According to Linden's model (1996), self-determination indicates power potential and impact 
reflects actual power. Therefore, potential power is a necessary condition for actual power 
(impact) in the work context i. e. to make a difference. However, psychological empowerment 
is still conceptualised differently by different researchers and is sometimes dependent on the 
purpose and setting of the study. For instance, having developed the scale in the 
manufacturing industry, Spreitzer (1995) found four distinct dimensions of psychological 
empowerment, whereas Fulford and Enz (1995) argued only three in the service industry. 
They argued that two dimensions (i. e. impact and self-determination) conceptually overlap in 
the service industry. Self-determination focuses at the individual level and refers to the 
employee's ability to control his work behaviour whereas impact refers to the employee's 
ability and opportunity to initiate change at an organisational level. As service workers 
interact with customers, they need to control their work behaviours to 
lead to a favourable 
organisational outcome, so in a sense the two dimensions of self-determination and 
impact 
are not so different after all. 
4.4.1: Inhibitor Factors of Psychological Empowerment 
It is argued here that the key to effective employee empowerment lies in antecedents or 
factors that may or may not facilitate the implication of empowerment in the service 
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organisation. These factors include; role ambiguity, span of control, access to information, 
and access to resources (Klidas et al., 2007; and Spreitzer, 1996). 
4.4.1.1: Role Ambiguity 
Role ambiguity occurs when an individual is unsure about the duties they are expected to 
perform (Zeithaml, Berry, and Parasuraman, 1988). It is argued by Dubinsky and Mattson 
(1979) that employees in boundary spanning roles, such as front line employees, are 
particularly vulnerable to role ambiguity, because front line employees in general receive 
very little support from management and often work with minimal supervision. According to 
role theory, every position in a formal organisational structure should have a clear set of 
responsibilities in order for management to provide appropriate guidance and direction and 
ultimately to hold subordinates accountable for their performance (Rizzo, House, and 
Lirtzman 1970). These findings are supported by Seibert et al. (2004) who observed that clear 
goals, responsibilities, and procedures facilitate effective teamwork, cohesion, coordination 
and conflict resolution. 
Quinn and Spreitzer (1997) assumed that a clear vision and challenge will lead employees to 
feel more autonomous in their work rather than waiting for permission from senior 
management. Therefore, if employees do not know the extent of their authority and what is 
expected of them, they will hesitate to act (lack of self-determination) and thus feel unable to 
make a difference (lack of impact) (Spreitzer, 1995). Moreover, the boundaries of decision 
authority must be clear, so that individuals can feel confident (competent) about their 
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decisions, rather than scared about potential consequence for decisions made under 
ambiguous authority (Conger and Kanungo, 1988). 
More specifically, clear task requirements and low levels of uncertainty are considered to be 
related to feelings of competency (Gist and Mitchell, 1992), because individuals understand 
what needs to be done. Previous research done by (Sawyer, 1992) found role ambiguity to be 
related to low levels of intrinsic motivation i. e. only when individuals understand their roles 
in organisations can those roles take on personal meaning. It is found also role ambiguity to 
be the main reason for delivering low levels of service quality to customers and to affect the 
ability of employees during service delivery (Hoffman et al., 1995). There are two points 
behind the last sentence: first, employees are unsure about their tasks and are unlikely to 
provide effective service to the customer. The second point is that service failure resultant 
from inappropriate employee behaviour caused by role ambiguity, as opposed to failures 
build into the delivery system, are especially difficult to recover from. 
Recent research done by Boshoff and Allen (2000); and Yavas et al. (2003) report a 
significant negative relationship between role ambiguity and service recovery performance, 
suggesting that when employees are more certain about their task and what is expected of 
them, they perform better in dealing with dissatisfied customers. Therefore, in order to avoid 
such role ambiguity in the service organisation, management should take into consideration 
the suggestion of Ashill et at. (2005) who stated that multiple organisational layers and 
complex management structure can create confusion about roles and responsibilities. 
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4.4.1.2: Span of Control 
Chapter IV 
Span of control refers to the number of employees supervised by one manager (Spreitzer, 
1996). On one hand, Narrow spans allow for close control of subordinates because 
supervisors have few employees to monitor (Spreitzer, 1996), while on the other hand, wide 
spans of control make it difficult to monitor subordinate decisions because of information 
processing limits (Hill and Hoskisson, 1987). Narrow spans of control are associated with 
centralised decision making (Lawrence and Lorsch, 1967). Decentralised control helps 
subordinates feel able to make decisions under their domains of responsibility, promoting 
self-determination. It also helps employees feel that they are contributing to the operations of 
their organisation, promoting their sense of having impact (Martinko and Gardner, 1982). 
These findings are also supported by Woods and King (2002) who indicated that in 
decentralisation, managers use the concept of empowerment by giving employees more 
responsibility and more authority to perform their work in the best way. 
Employees in empowered organisations are self-managed, with the consequence that span of 
control can be wider (Lashley, 2001). Therefore, the relationship between managers and 
employees needs to be very close and managers do their work as coaches, trainers, 
facilitators, and assist subordinates to be more effective (Lashley, 2001). Previous research 
has found that employees working under conditions consistent with micro management or a 
supervisor's narrow span of control, or both, tend to feel that management does not trust their 
skills and abilities, resulting in a sense of personal incompetence (Lawler, 1992). 
Furthermore, individuals working under supervisors with narrow span of control are less 
intrinsically motivated (experience less personal meaning) than those working under wide 
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spans of control, because their bosses specify much of their work behaviour (Lawler, 1992). 
Thus, it is interesting to note here that a wide supervisory span of control is the solution to 
facilitate subordinates' cognitions of empowerment and their being more confident and 
effective in the work place. 
4.4.1.3: Access to Information 
Research support for the relationship between access to information and empowerment 
abounds in both academic and practitioner literatures (Spreitzer, 1996). Providing 
information about the mission and the vision of an organisation will help employees to have a 
sense of meaning and purpose of their work (Conger and Kanungo, 1988; Spreitzer, 1995). 
This information may provide an employee with an understanding of how their own work can 
contribute to the goals of the organisation (Spreitzer, 1996) and subsequently enable them to 
see the "big picture" and develop alternative frames of reference for understanding their 
roles in the organisation's operations (Bowen and Lawler, 1992). It may also enable them to 
enhance their ability to make and influence decisions that are appropriately aligned with 
the 
organisation's goals and mission (Spreitzer, 1996). 
Kanter (1986) suggested that in order to be empowering, organisations 
"must make more 
information more available to more people at more levels through more devices" 
(p. 5). Such 
information might include data about work flow, productivity, the external environment, 
competition and firm strategy (Lawler, 1992). 
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Spreitzer (1995) argued that providing information about organisational performance is an 
important antecedent to psychological empowerment. Employees need to understand how 
well their work units are performing so that they are able to make and influence decisions that 
can maintain and improve future performance (Spreitzer, 1995). Periodic and continual 
performance information is also necessary to ensure that the proactive behaviours required of 
an empowered employee will continue to be demonstrated (Bordin et al., 2007). 
Social cognition theory suggests that access to information facilitates self-efficacy (Gist and 
Mitchell, 1992). Nonaka (1988) considered the sharing of information freely across levels 
and functions to be a critical ingredient for individual autonomy. Therefore, it becomes clear 
how important it is to provide access to information for all employees throughout the service 
organisation or, put another way, how critical it is not to restrict access to senior management 
only. 
4.4.1.4: Access to Resources 
In Kanter's terms (1986, p. 6) "access to organisational resources means more general 
managers working through smaller business units; more project teams that have budgets; 
special resources of unallocated funds that people can tap to solve the problem". In brief, 
access to organisational resources is considered to be the proper way for employees to get 
locally what they need to get things done. Such resources might include funds, material, 
space and time. Preventing employees having access to critical organisational resources 
contributes to powerlessness and dependency (Homans, 1958). Access to resources enhances 
an individual's sense of self-efficacy and control over environmental contingencies (Bowen 
and Lawler, 1992; and Gist and Mitchell, 1992). 
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Empowering system is described an as one in which individuals have the appropriate 
authority to allocate spending and approve budgets (Walton, 1985). The outcomes of such 
systems are highly energised individuals who assume responsibility for and ownership of 
their roles (Conger and Kanungo, 1988). In Nonaka's (1988) system of "middle-up-down 
management", top management is responsible for determining the overall direction of a 
company. Beyond that, each individual has the authority to determine internal time lines and 
other resources allocation issues such as staffing, which enhances their sense of 
empowerment. Therefore, in order to make the work flow of the service organisation easy 
and simple, management must provide employees with all the resources that enhance their 
self- efficacy, responsibility, and the ownership of their roles and these in turn will enhance 
their sense of empowerment. 
4.5: Structural Empowerment 
As mentioned earlier in section 4.3., structural empowerment is defined as a management 
technique that entails sharing and delegating power and control between managers and 
employees. In addition to this, structural empowerment is also organisational policies, 
practices and structures that grant employees greater latitude to make decisions and exert 
influence regarding their work. These two definitions provide a view that it is necessary when 
implementing empowerment to consider the factors of organisational practices that affect 
employee empowerment. This may require some changes in the organisational practices (i. e. 
policies, procedures and structures) in order to enable and support employees to achieve 
desired goals. 
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Empowerment as a relational construct has been more difficult to conceptualise than as a 
motivational construct, due to the multiple dimensions of empowerment that have emerged in 
literature. Despite this, some researchers continue to restrict their conceptualisations to a one- 
dimensional construct. For example, Savery and Luks (2001) measured empowerment as 
influence and defined this as the sharing of power with employees to improve organisational 
performance. Further, Hartline and Ferrell (1996) and Chebat and Kollias (2000) measured 
empowerment as the degree to which employees use their own initiative and judgement 
whilst performing their jobs. However, many researchers agree that empowerment consists of 
several dimensions. Where much consensus exists that that the core element of empowerment 
involves giving employees discretion (Bowen and Lawler, 1992; and Rafiq and Ahmed, 
1998), other dimensions often added to this to form the construct include information sharing, 
responsibility, rewards, accountability, trust, autonomy, knowledge and resources (Bowen 
and Lawler, 1992; Rafiq and Ahmed, 1998; Randolph and Sashkin, 2002; and Siebert et al, 
2004). 
Eylon and Au (1999); and Eylon and Bamberger (2000) view empowerment as a 
multidimensional construct consisting of information sharing, active belief (i. e. having 
confidence in employees) and responsibility. Conversely, Bowen and Lawler (1992) report 
that empowerment consists of information sharing, rewards, authority and knowledge. 
Past literature suggests that the conceptualisation adopted depends on the researcher and 
possibly on the relationships they are trying to investigate, e. g. what influences 
empowerment. For example, Siebert et al (2004) report information sharing as a dimension of 
empowerment, while Melhem (2004) reports it as an antecedent to empowerment. Melhem 
(2004) argues that by sharing information with employees their knowledge increases and 
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consequently they become better at exercising the empowerment they have been given, thus 
information sharing becomes a precursor of empowerment rather than a constituent of it. 
Bearing this in mind, it becomes necessary to further define relational empowerment in the 
context of the present study. However, this study assumes that training, rewards systems, and 
management style are the important factors of structural empowerment and that management 
should focus on the importance of these factors while implementing structural empowerment. 
Thus, this study defines structural empowerment as the extent to which front line employees 
believe that they have been given the autonomy and authority to act independently which 
may derive from aspects such as training, reward systems and management style. 
The application of empowerment in the service sector provides employees with different 
experiences and benefits (Lashley, 2001). There are three factors required for managers to 
introduce empowerment: their training, reward system and their relations with the employees, 
which represent different aspects to the empowered employees. The explanations for these 
factors follow below. 
4.5.1: Training 
Training is probably the most frequently used "intervention" when considering what is 
crucial in the implementation of empowerment (Brymer, 1991). Training employees to 
practice discretion and autonomy can be seen as a huge benefit for an organisation as it helps 
employees to make reasonable decisions, but at the same time teaches them not to misuse 
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their new power, as such misuse could result in the organisation incurring unreasonable costs 
(Bowen and Lawler, 1992; Ford and Fouler, 1995). 
This finding was supported to some extent by Klidas et al. (2007) who indicated that 
empowerment gives employees the authority to make financial concessions to customers, and 
training is necessary in order to avoid too many "give away" and other "costly" decisions. 
For example, if a customer demanded a price reduction, the front line employee may feel 
obliged to meet this demand as they have been informed that they need to improve their 
service delivery and satisfy the needs of customers. But, a continually adopting this practice 
may add unnecessary costs to the organisation. Therefore, training programmes may help 
employees to set reasonable limitations for themselves. Furthermore, it is not enough to just 
hire the right people and empower them, but also employees need to be trained so that they 
know the nature of their job and they are informed of appropriate actions to rectify inevitable 
problems that arise, i. e. they need to know how to use their new responsibility (Gandz and 
Bird, 1996). This in turn will help employees to manage the various conditions that make up 
the service encounter. (Chebat and Kollias, 2000). 
In addition, the purpose of training and development programmes should be to assist 
managers and non-managers in acquiring the skills needed to work within the new structure 
(Cunningham et al., 1996). For example, employees would need to 
develop planning and 
problem solving skills whilst managers would need to master their listening, motivational and 
facilitation skills. 
The aim of training is the development and enhancement of the skills necessary for 
employees to be able to handle their increased authority and responsibility effectively and to 
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exercise good judgment (Brymer, 1991). Effective training generally supports the goal of 
empowerment by enhancing morale and motivation, increasing flexibility, reducing staff 
turnover, and allowing employees to function independently without the need for constant 
supervision (Hope and Muhlemann, 1997). 
Training also needs to impart the technical and professional knowledge and skills necessary 
for the delivery of quality guest service (Lewis, 1995). With such skills, employees will 
develop good judgment, initiative, and creativity (Lovelock, 1995), and will be able to 
respond to customers' needs and requests swiftly and with courtesy (Carizon, 1987). In 
departments where employees do not perceive they have the necessary knowledge and skills 
to master their increased authority and responsibility, we expect to find lower levels of 
independent decision-making and initiative-taking beyond the very routine. 
Finally, training fosters in employees feelings of self-efficacy necessary to initiate their 
participation in decision making (Conger and Kanungo, 1988), by imparting the requisite 
skills and knowledge needed to render such participation effective. In summary, training 
enables employees to use their increased authority responsibly and effectively (Grönroos, 
2000). 
4.5.2: Rewards System 
Rewarding an employee is not just about monetary rewards but also about encouraging an 
employee in highly visible and confidence building ways (Conger, 1989). For example, 
managers recognise and openly praise the good work of an employee and use them as an 
example in front of others. Hart et at. (1990) stated that a company that used a reward system 
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with its employees gives the employee positive reinforcement for solving problems and 
delighting customers. Thus the way in which a firm rewards its employees has a significant 
effect on the level of service provided by the employee (Parasuraman, 1987). 
It is stated that there are two benefits of rewarding employees (Spreitzer, 1995). First, reward 
systems inadvertently encourage managers willingly to involve front line employees in 
decision making and second, this subsequently increases the employees concern for the 
success of the organisation. However, empowerment may be welcomed by some employees 
as it adds more responsibilities but for others who prefer to conform to guidelines, it may not 
be such an attraction. Hence, the management in service organisations needs to ensure that 
desired employee behaviours are actively encouraged and appropriately rewarded, in either 
monetary or non-monetary ways. 
On one hand, the absence of performance-related rewards may lead to "employees' 
reluctance to accept empowerment" because of "cynicism about their jobs being enlarged in 
assuming a degree of managerial responsibility for the same remuneration" (Maxwell, 1997, 
p. 58). On the other hand, the provisiön of performance-related rewards is vital in the context 
of empowerment; it recognises and reinforces personal competencies and motivates 
employees to participate in the decision making process (Spreitzer, 1995). Finally, it 
encourages employees to exercise responsibility and initiative by rewarding them for 
displaying appropriate behaviour (Hartline and Ferrell, 1999), which in turn may lead 
employees to work diligently to meet those goals on which their rewards are based (Simons, 
1995). 
Page 101 
Samer AI-Sabi Chapter IV 
Empowerment increases risk and responsibility for employees, and places increasing 
demands on them to demonstrate additional skills and discretion (Goldsmith, Nickson, Sloan, 
and Woos, 1997). It is, therefore, possible to argue that in departments where the available 
rewards reflect individual performance, employees will demonstrate a higher level of 
empowerment. 
4.5.3: Empowering Management Style 
Managers and supervisors play a critical role in the empowerment process. Johnson and 
Redmond (1998) say, "An organisation is empowered when people have the information they 
need to make decisions about the organisation in which they are engaged, the motivation to 
make the decision in the best interests of the organisation and the authority to make these 
decisions"(p. 5). As can be noticed in Johnson and Redmond's statement, there are three 
important elements: information, motivation and authority. 
Providing these elements to employees will enhance their ability to participate freely in 
making decisions. The whole organisation should be dedicated to learning and empowerment. 
However, implementing empowerment in the service organisation is not an easy option. 
Thus, it must have the full support of managers at all levels (Lashley, 2001). Indeed, it is 
recognised that one of the barriers to the successful implementation of initiatives that are 
empowering comes not from operatives but from managers (Hopfl, 1994). 
Implementing empowerment requires changes to the relationship between employees and 
managers, for example managers need to change their expectations and their styles of dealing 
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with subordinates. Nicholls (1995) describes this as moving from the TDC to the TLC model, 
that is, from "thinly disguised contempt to tender loving care" (p. 7). Managers have to be 
prepared to explore their own experiences and expectations so as to be clear about real limits 
of employees' abilities and capabilities. They must be able to communicate vision and justify 
the limits and boundaries that are imposed and they must be able to deal with conflicts that 
"might arise because of the limits of the subordinates empowerment" (Van Outdshoorn and 
Thomas, 1995, p. 11). They must create both an anxiety-free environment in which 
individuals will talk freely about their problems and difficulties and a non-threating 
environment in which individuals will be prepared to take risks. They will look for lessons to 
be learned from mistakes and coach employees through learning processes that enhance self- 
confidence. 
Managers are required to relinquish some of their traditional authority, in order to allow 
employees the latitude to make decisions and assume greater responsibility (Carlzon, 1987). 
They should also trust in their own abilities, commitment, and judgment in decision making 
(Goldsmith et al., 1997). They need as well to give employees guidance on how to use their 
increased authority (Grönroos, 1990), and support them in performing their new tasks 
successfully (Randolph, 1995). In the event of mistakes or incorrect decisions, employees in 
the empowered organisation are encouraged to take risk and learn from mistakes, which, 
when they occur, are regarded as learning opportunities (Senge, 1990). 
Managers also should not reprimand or penalise employees, but, on the contrary, praise them 
for having taken an initiative for service quality and guest satisfaction (Brymer, 1991). Thus, 
mistakes should be perceived as learning opportunities (Randolph, 1995), and managers 
should invest the opportunity to provide additional guidance and coaching (Carizon, 1987). 
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Empowerment requires creating a "non-blame culture wherein well-intentioned mistakes are 
discussed in a supportive way" (Goldsmith et al., 1997, p. 145). Otherwise, employees will be 
afraid of assuming responsibility and will probably avoid the risk of making decisions 
without prior approval from their superiors (Quinn and Spreitzer, 1997). In summary, the 
organisation has to provide a safe environment for employees to exercise empowerment, for 
instance, by allowing employees to take risk and discuss the outcomes among team members, 
looking for improvement and learning rather than focusing on the mistakes and blame 
(Cunningham et al., 1996). 
4.6: Empowered Behaviour 
Klidas (2001) indicated that there is unanimity about the concept of empowerment in the 
hospitality industry Empowered employees in the hospitality industry are more committed 
to improving the quality of customer service. This can be achieved through providing 
employees with the necessary discretion and autonomy to produce successful service in 
general and to achieve customer satisfaction in particular (Lashley, 1995). Therefore, 
it is 
indicated that empowered behaviour focuses on the exercise of the full range of 
decision- 
making authority and power that is transferred to employees (Robbins et al., 2002). 
Empowered behaviour is shown by a willingness to take responsibility for effective 
decision 
making across those decisions which must be made (i. e., minimally necessary for job 
completion) and those that are discretionary and require some degree of personal initiative, 
such as refining the process and improving the product (Robbins et al., 2002). Organisational 
citizenship behaviour and unauthorised extra role are also considered to 
be important in 
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Robbins's definition of empowered behaviour, because both behaviours go beyond the formal 
job requirements and engage the employees in helping the organisation in achieving the 
organisational goal in general, and satisfying the customer in particular (Lambert, 2000). 
Empowered behaviour may be contrasted with the use of low risk heuristics that may be 
applied to the smallest set of decisions needed to complete the job. However, the use of such 
heuristics serves to minimise the risk of failure and the levels of personal accountability and 
involvement of the employee job outcomes (Robbins et al., 2002, p. 435). 
It is proposed that there is a relationship between psychological empowerment and 
empowered behaviours (Robbins et al. 2002), stating that this relationship is based on 
conceptual and empirical studies linking the elements of psychological empowerment with 
behaviours that should be associated with higher levels of exercised authority and other 
behaviours related to job effectiveness (Thomas and Velthouse, 1990; and Spreitzer, 1995). 
For instance, Thomas and Velthouse (1990) concluded that psychological empowerment 
results in behaviour that is characterised by a concentration of energy upon the task, activity 
(as opposed to passivity), flexibility in controlling one's own task accomplishment, initiation 
of new tasks as problems or opportunities arise and resiliency to obstacles, which together 
sustain motivation in the face of problems and ambiguity (p. 673). 
Robbins et al. (2002) concluded that these behaviours are either examples of or logical 
antecedents to the behaviours that evidence the exercise of the full range of authority 
delegated. Spreitzer (1995) also stated that psychological empowerment is a motivational 
construct manifested in four cognitions. It is interesting to note that the four cognitions in 
Spreitzer's definition can be viewed as the essential antecedents for the motivation needed to 
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engage employees in empowered behaviours in the work environment. More specifically, 
employees must find a fit between work role requirements and their beliefs, values, and 
behaviours. In addition, they must feel that they are competent to engage in the behaviours 
required by the environment (competence), must perceive the opportunity to make a choice 
(self-determination) and finally must believe that their behaviour will have some influence on 
what happens in this environment (impact). 
Thus, psychological empowerment becomes an extremely important influence on empowered 
behaviours. Moreover, Klidas et al. (2007) tested four potential predictors of the behaviour of 
empowered employees during the delivery of service to customers. Each predictor 
represented different forms of managerial control. For example, training was used as a means 
of exercising ex-ante control, while performance related rewards was used as a means of 
exercising ex-post control and, finally, customer oriented culture and management style were 
used as means of exercising meta control. However, the challenge in Klidas's study (2007) 
was how to address the issue of control over empowered employees' behaviour 
during the 
delivery of service because several authors have mentioned that control is incompatible with 
empowerment in its true sense. 
Lashley (1996) gave the key answer to Klidas's challenge. He argues that empowerment is 
about shifting the locus of control from externally imposed organisational control of 
employees to internalised personal self-control by the employee (p. 363). This can be 
achieved by reinforcing ex-ante, ex-post, and meta control, and then the locus of control over 
employee behaviour may progressively shift from external control to self-control. 
As a result, 
Klidas et al. (2007) found that there are two means of control - customer oriented culture and 
empowering management style - which correlated significantly with empowered 
behaviour. 
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There are many examples of empowered employees in the hospitality industry who have 
exceeded the expectations of their guests by being responsible and accountable for their 
actions. For example, a night porter at a Marriot hotel returned the wallet that a customer lost. 
The customer was happy and spoke positively about the services encountered (Lashley, 
1999). Another example was the bell-boy who brought to the guest an iron and ironing board, 
after overhearing that, the particular guest forgot to send his suit to the laundry (Klidas, 
2001). The goal for all the initiatives above is to show that empowered behaviour can 
enhance service quality, customer satisfaction and to make employees ready and able to 
correct and deal with job-related issues without referring to senior-level management (Klidas, 
2001). 
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4.7: Conclusion 
This chapter has identified the basics and different meanings of empowerment that 
management should take into considerations when they want to implement empowerment and 
introduce it to employees. There are two main dimensions of empowerment. These are: 
structural empowerment and psychological empowerment. Structural empowerment focuses 
on the extent to which frontline employees believe that they have been give the autonomy 
and the authority to act independently which may derive from aspects such as training, 
reward systems and management style, while psychological empowerment focuses on four 
cognitions, namely meaning, self-determination, competence and impact. These together are 
not specific management practices, but rather they reflect an employee's personal experiences 
and beliefs about their role in the organisation (Quinn and Spreitzer, 1997). Different factors 
for both dimensions (structural empowerment and psychological empowerment) have been 
discussed. Empowered behaviour as result of these dimensions has also been discussed. This 
study has chosen the two dimensions of empowerment as a solution in supporting service 
recovery performance. The following chapter introduces a conceptual framework resultant 
from the literature review of empowerment and service recovery performance. 
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Chapter V: Developing the Conceptual Framework 
5.1: Introduction 
Chapter V 
Failure in service delivery is one of the most important challenges for every service 
organisation. Achieving zero defects in the service encounter is extremely difficult and 
mistakes are becoming an important issue for every service organisation. A failure occurs 
when the service is not delivered as planned or expected, or when customers' expectations 
are not met, which is equally important to service quality and satisfaction. Therefore, in order 
to reduce the negative effect of service failure and to create positive consequences after that 
failure, this study identifies different service recovery methods to rectify problems and 
change the negative attitude of customers from being dissatisfied to satisfied (please see 
Table 3.2). However, identifying different incidents of service failure and different service 
recovery methods is not the enough for recovering service failure and changing negative 
customer attitudes. So, what can service organisations do to improve service recovery 
performance and to have the solution for recovering service failure? 
5.2: Empowerment and Service Recovery (Proposed Conceptual 
Framework) 
It is agreed that empowerment is one of the most effective strategies in supporting service 
recovery performance (Enz and Siguaw, 2000; Carson et al., 1998; Hocutt and Stone, 1998; 
Bowen and Lawler 1995,1992; Hart et al., 1990; and Conger and Kanungo, 1988). It is also 
revealed by several studies a strong relationship between empowerment of front line bank 
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employees and service recovery performance (Babakus et al., 2003; and Yavas et al., 2003). 
Hartline and Ferrell, (1996) stated that by empowering employees, management should 
relinquish control over many aspects of service delivery to customer-contact employees who, 
because of their boundary spanning roles, can provide quick and appropriate responses to 
dissatisfied customers (Spreng et al., 1995; Boshoff and Allen, 2000). For instance, 
empowered employees in the health environment dealing with service recovery issues 
themselves, rather than referring patients on to another organisational representative, reduces 
delays and frustrations for patients (Lloyd et al., 1999; and Kuokkanen et al., 2003). 
Bitner (1990) conducted a controlled experiment to evaluate the effects of physical 
surroundings. Her results suggest that the more organised the service encounter the less 
likelihood of service failure. Bitner also suggests that controllable variables such as 
employees' explanation, offers to compensate, and the appearance of the physical 
environment can influence how customers perceive the cause of service failure. The point in 
her suggestion is that understanding customers' attributions and how they are formed will 
help management develop policies and actions to respond to service failure. 
Sparks et al. (1997) investigated the impact of employee empowerment and communication 
style on service failure. They found that customers perceived fewer service failures when the 
employees were fully empowered and had accommodating communication styles. In a similar 
study, Tehrani (1995) found that training techniques such as empowerment and 
communication styles were the way to enable employees to reduce service failure, as well as 
to retain customers. The point behind Sparks' and Tehrani's results is that service 
organisations need to consider techniques that identify employees possessing these qualities 
and training programmes to teach them. Cranage (2004) concluded in his study that 
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employees who have the power to deliver service quality, who have an accommodating 
communication style, who are outgoing, agreeable and responsive to the needs and requests 
of the customer, are able to recover and prevent service failures. 
It is stated that empowered service providers have the flexibility and necessary resources to 
satisfy customers' needs (Kashyap, 2001; and Spreitzer, 1996), and they are obliged to use 
these resources to ensure high quality service provision (Randolph, 1995). For example, it is 
found that empowered employees responded to customer needs more quickly during service 
delivery and recovery and displayed more warmth and enthusiasm in their interactions with 
the customers (Bowne and Lawler, 1992). 
Empowerment is important because the certain method to recover from service failures is for 
front line employees to identify and solve the problem (Hart et al., 1990). Magnini and Ford 
(2004) implied this by saying that when a solution is being sought for a service mishap, a 
customer does not like to hear "I'll have to check with my supervisors" (P. 282). 
Carson et al. (1998) have studied the relationships between authority, tangible and intangible 
service recovery. Their result revealed a positive correlation between empowerment and work 
attitude. They mentioned also that service providers who recognised a high level of 
empowerment tended to be more effective in service failure recovery. Their research also 
stated that when service providers had a higher level of psychological empowerment 
perceptions, it meant the executives had trust in employees' work and the employees would 
increase their self-efficacy (Garner, 1994). Therefore, when employees faced service failures, 
they would be more likely to adopt active and tangible recovery methods (Lin, 2009). 
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Up to this point, this study has mostly reported studies that were supporting empowerment as 
an effective strategy in service recovery performance. In contrast, there are several authors 
who disagree with empowerment as an effective strategy in supporting service recovery 
performance. For example, Grönroos (1988) believes that service recovery is a process 
related criterion in customer evaluation of the service encounter. This implies that when a 
service failure occurs, customer expect "immediate" and "active" corrective action (P. 13). 
Duffy et al. (2006) found that regardless of who provided the service, the bank customer was 
likely to be very satisfied. This finding may indicate that empowerment of front line 
employees is not the critical dimension of service recovery; instead, it is the rapidity of the 
corrective action. This finding was also supported by Boshoff and Leong (1998) who 
indicated that empowerment is not an absolute necessity under all circumstances but they 
suggest that to deal with unanticipated incidents, which require discretionary behaviour such 
as initiative and imagination on the part of the employees, empowerment is a strategy that can 
contribute towards the speedy solving of customer problems (Magnini and Ford, 2004). What 
appears to be important to satisfaction with service recovery efforts is not "who" responds, 
but "how immediate" is the response to the service failure (Duffy et al., 2006). This is why 
Grönroos (1988) maintained and believed that service recovery is a process-related 
procedure. 
Utilising empowerment in the context of service recovery performance requires the 
management to take steps to give that empowerment to employees. This is supported by Bell 
et al. (1987); Hart et al. (1990); Johnston, (1995); Armistead and clark, (1994) and Bitner et 
al. (1990) believing that the customer's contact employee is the central variable 
for service 
recovery. 
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Smith and Bolton (1998) state that when service failures occur the service provider's 
response is the key to either keeping customer loyalty or exacerbating the situation and 
driving the customers to a competitor. Bitner et al. (1990) found in their study that 42.9% of 
dissatisfying encounters were due to employees' unwillingness to respond to a service failure. 
From this point of view, Cranage (2004) suggested that organisations should analyse their 
staff by asking itself: Are they the right people in the right place? Do they have the skills? 
Have they been trained correctly and completely? Do they get the support, direction and 
incentives they need to do their job well? All these questions must be answered by 
management if they are implementing empowerment in the context of service recovery 
performance. 
In summary, treating the employee as an internal customer and recovering them as an 
external customer will lead them to be satisfied and recover effectively (Bowen and Johnston, 
1999). This finding implies that employees' perception of how well they have recovered 
internally will be positively correlated with customer perceptions of how well they have been 
recovered externally. In addition to this, employees' perceptions of organisational justice and 
the extent to which they feel their values are shared by the company are both highly 
correlated with their willingness to go the extra mile in service failure recovery efforts 
(Maxham and Netemeyer, 2003). Finally, empowered employees tend to be satisfied 
employees and increasing job satisfaction among service personnel has the potential of 
generating higher customer satisfaction with service, repeat visit by current customers and 
positive word of mouth communication to potential customers (Venkatesh and Kulkarni, 
2002). 
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Following the discussion above and with reference to the previous chapters, this study has 
identified several gaps that past studies did not investigate. First, past studies have measured 
empowerment and its effect on service recovery from the management and customer point of 
view, but few studies have conceptualised and measured it from the employees' perspective. 
Therefore, this study is conceptualising and measuring empowerment and its effect on the 
service recovery from the employees' perspective. 
The concepts of structural and psychological empowerment have not yet been fully examined 
in the hotel industry. In addition to that, most of the past studies were conducted in a western 
countries context and very few studies were conducted in developing countries. So, this study 
examines empowerment and its effect on service recovery in five-star hotels in Jordan. 
Past studies have tended to adopt only one of the two main dimensions of empowerment 
(Greasley et al. 2008; Eylon and Bamberger, 2000), while this study is going to adopt both of 
the two dimensions of empowerment. Past studies also have tended to used empowerment 
strategy as a method in service recovery process and only a few studies have used it as an 
effective strategy in supporting the whole process of service recovery. Hence, this study 
investigates empowerment as a strategy to support employees to provide the customer with 
effective service recovery and so retain them. Based on these gaps, this study proposed 
Figure 5.1 that shows the conceptual framework which outlines the relationship between 
empowerment and service recovery. 
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Figure 5.1: The Conceptual Framework 
i 
Chapter V 
I 
Structural Psychological Service Recovery Customer 
Empowerment Empowerment Performance Satisfaction 
Source: The Researchers' presentation 
On one hand, the proposed conceptual framework suggests that structural empowerment will 
have a direct influence on psychological empowerment and this in turn will influence service 
recovery performance. In other words, structural empowerment will create for employees an 
environment that enables them to feel empowered. Accordingly, employees will response 
effectively to service failure and so create customer satisfaction. On the other hand, 
psychological empowerment would have also a direct influence as a mediating factor 
between structural empowerment and service recovery performance. This implies also that 
employees will have their own individual perceptions or feelings of (psychological) 
empowerment which will in some ways influence their behaviour and action (structural 
empowerment) and performance at work (service recovery performance). 
Structural empowerment may also have a direct influence on service service recovery. This 
proposition implies that providing employees with empowerment will help and support them 
to respond quickly and effectively to service failure as well as create customer satisfaction. 
Service recovery performance may also affect customer satisfaction. 
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5.3: The Scope of the Study 
Chapter V 
This study will be carried out on all front office department employees working in five-star 
hotels located in the Jordan. The choice of front office department employees was based on a 
variety of reasons such as; the front office departments in general and the front office 
employees in particular are considered as a mirror reflecting the whole hotel, even before the 
customer uses its facilities (Kasavana and Brooks, 1995). Thus, the front office department is 
the most important department of any hotel and it is a central focal point for the whole 
operation at a number of different levels (Ball, Jones, Kirk, and Lockwood, 2003). Beside 
this, most employees working in the front office department play a crucial role in meeting 
and greeting guests, dealing with and solving guests' problems, providing information during 
their stay and processing their departure, including payment, at the same time maintaining 
and achieving a good relationship between the hotel and its customers. In addition, most 
employees working in the front office departments can comprehend English as it is the main 
requirement of their work in the hotel. The front office is an area of activity that varies 
greatly from hotel to hotel, influenced by the size, location and market focus of the specific 
property (Baum and Devine, 2007). 
The front office is defined in terms of its role as the main contact point for guests within the 
hotel, irrespective of hotel type (Vallen and Vallen, 2009). Generally, front office employees 
are not only the employees who are working behind the desk but also those who are working 
around the area of the front desk, such as bell service attendants, concierges, and 
doormen. 
All those employees are included under the umbrella of the front office department (Baker, 
Huyton and Bradley, 2000), where the main focus of their work is on meeting and greeting 
guests, providing information during their stay and processing their departure, including 
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payment. Figure 5.2, shows the interactions between employees in the front office department 
and customers. 
Figure 5.2: The Interaction between Employees in the Front Office Department and 
Customers 
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Baum and Odgers (2001) report a study based on research across eight European countries 
into the nature of work in the hotel front office. They identified the central role of the front 
office in the hotel organisation, both in terms of the flow of management information and in 
relation to how the guest experiences the range of products and services on offer within the 
establishment. For customers, the front office department represents the 
first and potentially 
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last contact point with the hotel (Ball et al. 2003); within this period of time, the front office 
department will take reservations, greet the guest on arrival, deal with their luggage, provide 
information and access to hotel services during their stay, prepare the bill and take payment 
on departure. After departure, the front office will also keep records of the guest and their 
stay, for the purpose of encouraging them to make return visits and to improve service (Ball 
et al., 2003). It is interesting to note here that the front office plays a crucial role in providing 
the guest with personal contact, information and a range of services that are likely to 
represent the majority of their contact with the hotel. 
For hotel employees, the front office provides a focal point for all information about the 
guests as well as any other activities (Ball et al., 2003). The information about customers will 
include their names and contact details, as well as details of their stay - which room they 
stayed in, any special requests (such as type of pillows), how much they spent in the various 
departments of the hotels, how they paid. The reason behind having all this information about 
customers is to maintain contact with the customers and anticipate their requirements during 
a future stay (Ball et al., 2003). On the other hand, management information will 
be gathered 
about total revenues collected by various departments on a daily basis, as well as 
information 
about room occupancy and the rates charged (Ball et al., 2003). 
For the hotel business, the front office is responsible for the sale of the hotel's most valuable 
resource, its rooms, and ensuring that these generate the optimal level of revenue. The front 
office is also the main centre for the collection of all hotel revenues as guests charge their 
meals, drinks and other services to their hotel bills, and will probably handle the processing 
of all cash. This makes the front office crucial for collecting key information on the 
performance of the business and for producing a range of reports for management use. The 
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front office will also provide information about the forecasted number of arrivals on a 
particular day, the actual arrivals scheduled for the following day, including any special 
requirements, guests in residence and guests departing. These reports will maintain a good 
relationship between the front office department and other departments of the hotel as well as 
allowing them to schedule their workloads correctly and helping them to maintain the 
security of the hotel (Ball et al., 2003). 
Front office managers (FOMs) and other hotel managers are responsible for identifying what 
their guests want and developing processes to deliver those services to them. The planning 
and development activities occur before the guest arrives at the hotel, and they are applicable 
to most guests. However, defects in processes occur, and some guests have unique needs and 
desires that are not addressed by the standard processes and indeed this is when front office 
personnel must be empowered to deliver out-of-the-ordinary guest services (Wood et al., 
2007). 
The need for responding to guest requests after they check in also requires 
fronts office 
personnel to know and practice basic human relations and communication skills. 
This idea 
was to some extent supported by Baum et al. (2007) who indicated that responding 
effectively to customer needs and improving guest satisfaction requires all staff 
in the front 
office to understand guests, be familiar with hotel products and, further, 
be proficient at 
marketing. In addition, employees should also exhibit skills of communication and emotion 
control (Baum et al., 2007). 
What is interesting in this research is what the roles of the front office department are 
in 
dealing with customers' problems and their requests. Properly trained and empowered front 
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office employees recognise that service requests provide opportunities to improve the 
relationship between the hotel and its guest. Service is important at all times, but it is never 
more important than when the relationship between the guest and the hotel is being initially 
established. FOMs should not require front office staff to memorise particular dialogue for 
situations involving guest interactions. Rather, FOMs should encourage staff to treat every 
guest individually and empathise with them: "if I were a guest, how would I like to be 
treated, and what would I like the hotel employee to say or do for me"? Words and actions let 
guests know their business is appreciated and that hotel staff will work hard to make their 
visit enjoyable. 
Delivering effective service in the guestroom begins as the room is cleaned and made ready 
after the previous occupant. The uniformed services employees who accompany the guest to 
the room are required to explain in full detail how to use the items in the room. For example, 
some guests may need assistance in learning how to use electronic key cards to gain access to 
the guestroom and some guests may also need help in ordering food and beverage, or 
checking out using the television in the room. 
Therefore, the management in the front office department and its employees must be aware 
that not all the guests know how to use these systems. Guests are likely to contact 
front desk 
agents about any type of problem that arises anywhere in the hotel involving any department. 
For example, some guests may require additional bath linen or maintenance 
for a 
malfunctioning television. In this case, the front office employees must first inform the 
appropriate department immediately and then obtain an estimate of the amount of time 
before 
service can be rendered and finally call the guest to relay this information. It is also common 
that the customer may be at the hotel to plan a meeting and want to talk with someone in 
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marketing and sales or in the convention services department. Guests also may wish to be 
connected to the concierge desk or make a reservation for shuttle services to the airport. 
These and related calls are important to guests, therefore they must be important to front 
office personnel. 
As can be seen above, the procedures of how to handle such a request are clear, but the way 
that the front office employees deal with these requests is different from employee to 
employee. The procedures shown in the examples mentioned above can also be applied for 
other requests, such as in-room service problems, dry cleaning, wake up calls, restaurant 
reservations and business related requests. However, there are many other types of guest 
problems that are difficult to classify. Some of them arise more frequently than others. 
Some are unique and may be beyond the limits of what a hotel and its employees can do to 
solve guest problems and to satisfy them. For example, a guest may notify 
front desk 
personnel about a loud party in an adjacent or nearby guestroom, noises in a corridor outside 
the guestroom, noise from an elevator, or even noises external to the building. 
In hotels with 
on duty security personnel, the front desk agent can quickly notify the security 
department 
and request that a representative investigate and resolve the problem. If no security staff are 
available, the front desk agent may need to call the room or go to the area where noise has 
been reported. Some noise related problems such as elevator sound or street noise may not 
be 
resolvable without relocation of the guest. 
Finally, it is interesting to note the critical role of the front office towards the customer, the 
employees and the hotel itself. This unique position within the hotel requires the management 
to facilitate the delivery of service by their employees, by training them how to obtain the 
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resources required to meet the needs of the most guests and how to show on going interest in 
providing exceptional guest service, and to be aware about the number of the staff working in 
the area. Management also needs to ensure their front office staff have a high profile, good 
skills, good experience and a high status, (which is not always well received by employees in 
other departments). By doing so, front office employees can be empowered to help guests 
with reasonable out-of-the-ordinary requests and solve their problems effectively. 
Page 122 
Samer Al-Sabi Chapter V 
5.4: Conclusion 
This chapter has revealed, from a range of authors, the positive relationship between 
empowerment and service recovery performance. However, a number of gaps have been 
identified in the literature; accordingly, a conceptual framework has been developed for the 
purpose of bridging these gaps that previous studies have not investigated. The two main 
dimensions of empowerment have been used as a comprehensive strategy for supporting 
employees in the whole service recovery process. Therefore the developed theoretical 
framework is an attempt to conceptualise how the behavioural side of empowerment is 
reflected psychologically in employees and how both manifest themselves when applying 
tangible and intangible service recovery methods. Finally, all front office department 
employees working in five-star hotels located in Jordan have been chosen for investigation in 
this study. In the next chapter, a preliminary study will be introduced with the aim of 
ensuring that all the variables that may enable or hinder employees in delivering high 
levels 
of service recovery performance, and in achieving high levels of customer satisfaction, are 
covered adequately. 
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Chapter VI: Phase One: Preliminary Study 
6.1: Introduction 
Chapter VI 
This chapter discusses some of the most important aspects of the research methodology and 
describes phase one of this study (preliminary study). After the introduction, the research 
question and objectives are discussed in sections two and three. Research philosophy will be 
discussed in section four. Research design and phase one of the study are presented in 
sections five and six. The objectives of the preliminary study are presented in section seven. 
Section eight will discuss the technique used to conduct this study. The study design is 
covered in section nine. Data collection is considered in section ten. In sections eleven and 
twelve the results and discussion of the study are presented. The conclusion and revised 
conceptual framework are presented in sections thirteen and fourteen. 
6.2: Research Question 
Once service failures occur, service recovery is needed to make it up to the customer. The 
difficulty of this lies in identifying appropriate methods for recovery and depends to a large 
extent on the empowerment of customer contact employees. The management literature has 
provided two dimensions of empowerment for motivating and managing customer-contact 
employees. These are structural empowerment and psychological empowerment. Hence, 
empowering employees structurally and psychologically, as well as providing appropriate 
methods for recovering service failure, is essential in solving customer problems and 
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changing the negative attitude of customers from being dissatisfied to the state of satisfaction. 
Following from this, the current study attempts to answer the question: 
How does empowerment affect the service recovery performance affront office department 
employees? 
6.3: Research objectives 
This study examines the effect of empowerment (in both its constructs: structural and 
psychological empowerment) on the service recovery performance of front office department 
employees in five-star hotels in Jordan. The study objectives are: 
I. To develop a conceptual framework of the possible link between service employee 
empowerment, service recovery performance and customer satisfaction. 
2. To identify variables that may play a role in the relationship between structural and 
psychological empowerment on one side and service recovery performance on the 
other side. 
3. To examine how customer-contact employees form perception of their service 
recovery performance and identify the indicators they use to assess customer 
satisfaction following the service recovery. 
4. To test a model that depicts the relationship between empowerment, service recovery 
performance and customer satisfaction. 
6.4: Research Philosophy 
Scientific research is a process by which new knowledge is created and aims to explain and 
understand a particular phenomenon in our life. All research, whether quantitative or 
Page 125 
Samer AI-Sabi Chapter VI 
qualitative, is based on some underlying assumptions about what constitutes valid research 
and which research methods are appropriate. In order to conduct a valid study, it is therefore 
necessary to know the philosophical paradigm assumptions, the strategy of enquiry related to 
the scientific paradigm and the specific methods which need to be taken to conduct data 
collections (Creswell, 2009). Research philosophy relates to the way the researcher thinks 
about the development of knowledge which affects the way research is conducted. Therefore, 
every researcher should identify their research philosophy, the research approach that flows 
from this, and the resulting data collection methods (Saunders et al., 2009). 
Paradigm (worldview) has been described by Bryman (2008) as "a cluster of beliefs and 
dictates that for scientists in a particular discipline influence what should be studied, how 
research should be done, and how results should be interpreted" (p. 696). Creswell (2009) 
stated that worldview is usually formed by the researcher's area of interest, the beliefs of the 
adviser's area and also past experience which will then lead towards which research 
approaches should be considered. 
Philosophy of science includes beliefs and assumptions regarding ontology (nature of reality) 
epistemology (nature of knowledge) and methodology (the process and procedure of 
research). Within the area of social research, it is agreed that two main research philosophies 
exist: positivism/quantitative and interpretivism/qualitative (Saunders et al., 2009; and 
Blumberg et al., 2005). Table 6.1 summarises the major differences between these 
philosophies. 
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Table 6.1 Differences between Positivism and Interprestivism 
Chapter VI 
Differences Positivism Interpretivism 
View of the world The world is external and The world is socially constructed and 
objective. subjective. 
Involvement of researcher Researcher is independent. Researcher is part of what is observed and 
sometimes even actively collaborates. 
Researcher's influence Research is value free. Research is driven by human interests. 
Assumptions 
What is observed? Objective, often quantitative, Subjective interpretations of meanings. 
facts. 
How is knowledge Reducing phenomena to simple Taking a broad and total view of 
developed? elements representing general phenomena to detect explanations beyond 
laws. the current knowledge. 
Source: Blumberg et al., 2005, p. 21. 
Positivist social science is broadly modelled on the approach of the natural sciences 
(Neuman, 2003). Positivism has been seen as an epistemology position that supports the 
application of the methods of natural sciences to the study of social reality and beyond 
(Bryman, 2001). It is stated that for positivists, human beings are rational people who are 
governed by the social law; their behaviour is learned through observation and governed by 
external causes that produce the same results (i. e. the same causes produce the same 
consequences) (Sarantakos, 1998). Therefore, in positivism "the behaviour of humans, like 
the behaviour of matter, can be objectively measured" (Haralambos and Holborn, 1997, p. 
14). 
According to this approach and Table 6.1, the social world exists externally and is viewed 
objectively, the research is value free and the researcher is independent, acting as an objective 
analyst (Blumberg et at., 2005). Auguste Comte (1853) was the first person to encapsulate 
this view, as he said: `All good intellects have repeated, since Bacon's time, that there can be 
no real knowledge but that which is based on observed facts' (Easterby-Smith, Thorpe and 
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Jackson, 2008, P. 57). This statement entails two assumptions: an ontological assumption, 
that reality is external and objective, and an epistemology assumption, that knowledge is only 
significant if it is based on observations of this external reality. 
It is interesting to note here that independence and value free means that the researcher is 
independent from the observation, and that the subject and method of inquiry can be 
objectively chosen. Furthermore, Crotty (1998) stated that following a positivistic position 
means that the results of research will be revealed as objective facts, while, Popper (1977), 
believes that theories cannot be proved to be true in absolute terms but it can be proved to be 
false in absolute terms. Therefore, theory testing, as in this study, has two options: either to 
falsify the theory or to support the theory by new generalisations. 
In addition, all observations are guided by the use of established terminologies, concepts and 
theories which provide a common basis for unifying the research. Positivism involves 
hypotheses testing after breaking down the ideas into a small once for statistical test 
(Creswell, 2009). This is in total describes a deductive approach rather than an inductive 
approach. Positivist researchers prefer precise quantitative data and often use experiments 
and statistics. They seek rigorous or exact measures and objective research by analysing 
numbers from measures (Neuman, 2003). 
Large samples of data produce generalisations of fundamental laws and cross-sectional 
analysis allows for variation to be identified and generalised by comparing with previous 
studies using large samples. In other words, positivism philosophy allows the deduction of 
true knowledge (through verified hypotheses involving valid, reliable and precisely measured 
variables) in a structured and controlled manner. Thus, once these steps have been 
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accomplished then this knowledge can be transferred to practitioners to improve work 
conditions. In the case of this research, it will be the effect of empowerment on service 
recovery performance in five-star hotels in Jordan, in order to solve customer problems and 
change the negative attitude of customers from being dissatisfied to being satisfied. 
Positivists are often criticised for ignoring the differences between the natural and social 
world by failing to understand the meaning that is brought to social life as they are merely 
refining and possibly extending what is already known (Easterby-Smith et al., 2008). 
However, quantitative researchers do not aim to produce a science of laws but aim simply to 
produce a set of cumulative generalisations to service the development of universal 
knowledge based on the critical sifting of data. 
In contrast, interpretivism philosophy centres around the idea that the complexity of the 
social world cannot be theorised by definite laws and the rich insights into this complex 
world should not be reduced entirely to a series of law like generalisations (Saunders, Lewis 
and Thornhill, 2003). Thus, the underlying assumptions for the interpretivism paradigm are: 
the social world is constructed and viewed subjectively by people, research is not value free 
but is driven by interests and the researcher is dependent and part of what is observed. 
Knowledge is developed and thus theory is built through developing ideas inducted from 
observed and interpreted social constructions. Interpretivism is considered to be associated 
with social research, as it tends to interpret results from data that is flexible and can be 
controlled to serve the research aims and research hypotheses. Saunders et al. (2009) 
indicated that interpretivism is a philosophy that is associated with collecting qualitative data 
as it can be derived or aggregated from a human perspective. In addition, the collection of 
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qualitative data in social research is useful because it helps the researcher to build a theory 
and allows for further theory explanations (Miller and Carbtree, 1999). 
Interpretivist researchers put more emphasis on understanding the human behaviour and are 
concerned with the emphatic understanding of human actions rather than with the forces that 
are deemed to act on it (Bryman, 2008). This is because they see all social phenomena 
(including `facts') as a product of human interactions and, because they are the product of 
shared understandings and meanings, are not always predictable or even formally rational 
(Remenyi et al., 2005). A qualitative method that uses interview, naturalistic ethnography, 
participant observation, etc., to collect and analyse the obtained data is the most common 
method in the interpretivism philosophy. Thus, the focus of interpretivist research is not so 
much on quantitative `facts' but on words, observations and meanings (Cresswell, 1994). 
According to the discussion above, the research question and research objectives suggested, 
the philosophy which underpins this study is more akin to positivism philosophy and 
therefore features of the current research are: 
This research focuses on theory testing rather than theory building. More 
specifically, in this chapter, the model and the six hypotheses derived from it were 
built from an existing literature on the areas of empowerment and service recovery 
performance. This illustrates that the knowledge of this study already existed 
independently and it will be viewed and measured objectively. In addition, it is 
value free and the researcher is not part of what is observed. This is in total a 
positivism philosophy and a deductive approach. 
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" This research, in large part, relates to the collection and analysis of data that helps 
in testing the research hypotheses. In this study, the concepts were measured in a 
way that enables the author to get facts measured quantitatively. Further, this 
study has used two existing scales to measure two constructs in the model of this 
study structural empowerment and psychological empowerment. Regarding the 
other constructs (e. g., service recovery performance and customer satisfaction), it 
is intended for this study to conduct a preliminary study with the aim of collecting 
qualitative data through face-to-face interviews and exploring the factors that 
enable and/or hinder employees, specifically those working as front office agents, 
in delivering high levels of service recovery performance and achieving high 
levels customer satisfaction, as well as identifying how employees have developed 
their perception of empowerment, service recovery and customer satisfaction. In 
addition, the literature review on empowerment and service recovery performance 
shows clearly that most of the studies have used questionnaires and surveys as a 
method to collect data and multiple regression and other techniques to analyse the 
data. 
" Saunders et at. (2009) argued that the larger your sample size the lower the likely 
error in generalising to the population. In other words, this is also the reliability 
that can be achieved through the use of large sample sizes that are representative 
of the population in question. Therefore, this study has aimed to have sufficient 
sample size which helps in achieving generalizability only for the results of front 
office department employees in five-star hotels in Jordan. Furthermore, as 
positivism philosophy requires a formal and structured research process 
it can 
provide recommendations for future strategies (Malhotra, 1999,148) which are 
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statistically reliable due to objective criteria and procedures (Wright and Crimp, 
2000, p. 374). 
6.5: Research Design 
Research designs are defined as "plans and procedures for research that span decisions from 
broad assumptions to detailed methods of data collection and analysis" (Creswell, 2009, p. 3). 
Research design details the procedures necessary for obtaining the information needed to 
structure or to solve research problem. Thus research design involves different decisions that 
each researcher must take into consideration in order to answer research question(s), solve 
research problem(s) and complete the study (Malhotra and Birks, 2007). Malhotra and Birks 
(2007) indicate that research designs may be broadly categorised as exploratory research and 
conclusive research. As Figure 6.1 shows: 
Figure 6.1: Two Categories of Research Design 
Research Design 
i 
Qualitative 
Exploration 
Quantitative 
Exploration 
Descriptive 
Research 
Explanatory 
Research 
Source: Adapted from Malhotra and Birks 2007, p. 70. 
Page 132 
SamerAl-Sabi Chapter VI 
On one hand, exploratory research centres around understanding and providing insights into 
some aspects that are not covered adequately in the literature. It is used in instances where the 
process of measurement cannot realistically represent particular qualities. It may also be used 
in cases where some aspects of the problem are not defined precisely and when the relevant 
courses of action are not identified or when the researchers want to gain additional insights 
before going on to confirm findings using a conclusive research. 
On the other hand, conclusive research aims to describe specific phenomena, to test specific 
hypotheses and to examine specific relationships. This requires that the information needed is 
clearly specified (Cresswell, 2009). Conclusive research is more formal and structured than 
exploratory research. It is based on large, representative samples and the data obtained are 
subjected to quantitative research (Malhotra and Birks, 2007). Conclusive research 
constitutes two types of research designs, namely descriptive research and explanatory 
research. 
Descriptive research tends to describe something, usually characteristics or functions. It 
requires being pre-planned and structured. Hence, the information needed is clearly defined. 
Explanatory research, however, tends to explain an issue that is already known and 
has been 
described before. The desire to know "why", and to explain, is the purpose of explanatory 
research. Explanatory research also requires planned and structured design. In general, the 
main differences between exploratory and conclusive research are summarised in Table 
6.2. 
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Table 6.2: The Differences between Exploratory and Conclusive Research Designs 
Di fferences Exploratory Conclusive 
To provide insights and understanding of To test specific hypotheses and 
the nature of marketing phenomena. examine relationships. 
Objectives 
To understand. To measure. 
Information needed may be loosely Information needed is clearly 
defined. defined. 
Research process is flexible, unstructured Research process is formal and 
Characteristics and may evolve. structured. 
Samples are small. Sample is large and aims to 
Data analysis can be qualitative or representative. 
quantitative. Data analysis is quantitative. 
Can be used in their own right. Can be used in their own right. 
May feed into conclusive research. May feed into exploratory 
Findings/results May illuminate specific conclusive research. 
findings. May set a context to exploratory 
findings. 
Expert surveys Surveys 
Pilot surveys Secondary data 
Secondary data Databases 
Methods Qualitative interviews Panels 
Unstructured observations Structured observations 
Quantitative exploratory Experiments 
Multivariate methods 
Source: Adapted from Malhotra and Birks 2007, p. 70. 
According to the discussion above, it is intended for this study to use both exploratory and 
explanatory research designs. The rationale behind this decision is that this research aimed to 
understand and gain additional insights into some aspects which are not covered adequately 
in the literature, before moving on to measure specific hypotheses using explanatory research. 
For example, at early stages of this research, the researcher is aimed to identify some factors 
that may enable or hinder the employees' ability in dealing with service recovery 
performance and achieving customer satisfaction after the recovery. Further, to identify 
how 
employees have developed their perception of empowerment, service recovery performance 
and customer satisfaction. Indeed, this was achieved through a small sample of employees 
who are working in the front office department in different five-star hotels in London, UK. In 
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addition, information gathered at that stage will only be used to develop some items for 
measuring both constructs: employees' service recovery performance and employees' 
perception of customer satisfaction after service recovery. 
It is necessary to note here that although the main study will be implemented in Jordan, the 
preliminary study took place in the UK. The reason behind this decision is the fact that this 
study deals with five-star hotels, all belonging to international hotel chains, which have their 
own standards of hiring employees to perform the required services and to maintain its 
standards, wherever the hotel is. In addition, the role of employees who are working as front 
office agents in any five-star hotels is likely to be the same and the main differences between 
five-star hotels and others centre around employee performance, occupancy rates and profit 
ratios. On the other hand, an explanatory study is an appropriate for this study as it aims to 
explain the potential effect of empowerment on service recovery performance and the effect 
of service recovery performance on customer satisfaction. 
It is normally assumed that exploratory research involves an inductive approach to the 
generation of knowledge whereas explanatory research normally uses a deductive form. The 
main differences between a deductive approach and an inductive approach are presented in 
Table 6.3. 
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Table 6.3: The Differences between Deductive and Inductive Approaches 
Deductive emphasises Inductive emphasises 
" Scientific principles " Gaining an understanding of the meaning 
humans attach to events 
" Moving from theory to data " a close understanding of the research context 
" The need to explain causal relationships " The collection of qualitative data 
between variables 
" The collection of quantitative data " A more flexible structure to permit changes 
of research emphasis as the research progress 
" The application of controls to ensure validity " A realisation that the researcher is part of the 
of data research process 
" The operationalization of concepts to ensure " Less concern with the need to generalise 
clarity of definition 
" A highly st uctured approach 
" Researcher is independent of what is being 
researched 
" The necessity to select samples of sufficient 
size in order to generalise conclusions 
Source: Saunders et al., 2007, p. 120. 
Bryman (2008) and Creswell (2009) have argued that the inductive approach is a 'theory- 
building' process which starts with observation of phenomena, collection of data, analysis 
and then moving on to develop theory. They also contended that the purpose of this approach 
is to obtain an understanding of the nature of the problem by a close understanding of the 
research context. In contrast, they point out that the deductive approach is a 'theory-testing' 
process which begins with theory, moves to hypotheses that are derived from the theory, and 
then tests the hypotheses via prediction and observations. 
In the light of the previous paragraph, this study, has used both inductive and deductive 
approaches, has gone through all the processes that are related to these two approaches, 
starting from developing the proposed conceptual framework, through the preliminary study 
and ending by testing and measuring the model research and its proposed hypotheses that 
outlines the relationship between empowerment and service recovery performance, and 
between service recovery performance and customer satisfaction. 
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Figure 6.2 below, shows the processes of induction and deduction approaches as used in this 
study. 
Stage 1a 
Inductive approach 
Stage 24 
Deductive approach 
Figure 6.2: Two Types of Research Approach 
F- Observation/ findings 
Theory 
Theory 
ý 
Obsenation/findings 
Source: adapted from Bryman, 2008, p. 11. 
The information will be 
7 gathered from stage I will 
be used to develop the 
instrument and use it in 
stage 2. 
Cross-sectional design involves the collection of information from any given sample of 
population elements only once. This can be achieved either through single cross-sectional 
design or multiple cross-sectional designs. In single cross-sectional survey designs, only one 
sample of respondent is drawn from the target population, and information is obtained from 
this sample only once, while in multiple cross-sectional designs, there are two or more 
samples of respondents, and information from each sample is obtained only once. 
Following the discussion above, this study has used single cross-sectional survey 
design to 
collect the data, to get the results and either to confirm or to reject the hypotheses of this 
study (Malhotra and Birks, 2007). A major instrument for collecting the relevant data was the 
questionnaire. The questionnaire will be distributed to all front office department employees 
in all five-star hotels in Jordan. The following sections will cover these issues in more depth. 
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6.6: The Preliminary Study (Phase One) 
Chapter VI 
This section will describe the first phase of the study design (preliminary study). It is 
designed to establish whether the conceptual model already developed from the literature is 
complete or whether there are missing variables with regard to service recovery performance 
and customer satisfaction. It is also designed to explore the concepts of service recovery 
performance and customer satisfaction as viewed by the employee in order to inform the 
development of the instrument for the main study. 
6.7: Objectives of the Preliminary Study 
The main aim of conducting this preliminary study is to ensure that the proposed conceptual 
framework leading to service recovery performance and customer satisfaction is complete. In 
doing so the study objectives are as follows: 
" To identify the factors that enable and/or hinder employees, specifically those 
working in front office departments, in delivering high service recovery performance. 
" To identify the factors that enable and/or hinder employees, specifically those 
working in front office departments, in achieving high levels of customer satisfaction 
after service recovery. 
" To surface the ways by which employees recognise their own level of service 
recovery performance and the ensuing levels of customer satisfaction. 
The following section will present in detail the methods used to achieve the objectives listed 
above. 
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6.8: Critical Incident Technique 
Chapter VI 
Critical incident technique (CIT) is a well proven research approach that offers a practical 
step-by-step approach to collecting and analysing information about human activities and 
their significance to the people involved. It is capable of yielding rich, contextualised data 
that reflect real-life experiences (Hughes, Williamson and Lloyd, 2007). CIT was considered 
to be the most appropriate methods for understanding and discovering the underlying sources 
of some aspects of service recovery performance and customer satisfaction in the service 
encounter by allowing respondents to explain their experiences of situations where service 
recovery was necessary. 
CIT is described as "a set of procedures for collecting direct observations of human 
behaviour in such a way as to facilitate their potential usefulness in solving practical 
problems and developing broad psychological principles". The critical incident technique 
"outlines procedures for collecting observed incidents having special significance and 
meeting systematically defined criteria" (Flanagan 1954, p. 327). Therefore, this study is 
asked employees working in front office departments to recall situations they had been 
involved in where service recovery was needed to satisfy the customer. 
The importance of CIT is attested by research studies in a wide range of social science 
disciplines over fifty years. Flanagan and colleagues pioneered the use of CIT as a method to 
develop a guide for the selection and classification of pilots in the United States Army Air 
Force during World War II. Since then, CIT has been heavily used in various fields, including 
management, human resources, hospitality, tourism, banking and education (White and 
Locke, 1981; Spencer, 1983; Latham and Saari, 1984; Bitner et al., 1990; Lockwood, 1992; 
Gamble, Lockwood and Messenger, 1994; Gilbert and Morris, 1995; and Johnston, 1995). 
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Employing CIT in the first stage of data collection is considered to be suitable due to the 
benefits of this method, where respondents recall in their own words their personal 
experiences of recent customer complaints, which are memorable to them, either positively or 
negatively. This idea is supported by Hardy and Bryman (2004) who suggest that using a 
qualitative method in the first phase of research can support a second phase employing a 
quantitative stance through providing a more complete model and helping in the development 
of measurement techniques. 
An incident is defined as "an observable human activity that is complete enough in itself to 
permit inferences and prediction to be made about a person performing the act" (Bitner, et al., 
1990,73). For this purpose, `critical' has been defined as a situation that is perceived as 
making a significant impact, either positively or negatively, to a specific task or objective 
(Gilbert and Lockwood, 1999). Critical incident is described as an event that can be described 
in detail and that tends strongly to be either positive or negative (Edvardsson, 1992). For 
example, in a study of management activity the critical incidents were where a manager felt 
that their contributions or action had made a significant difference to the outcome of a 
situation (Gilbert and Lockwood, 1999). 
Indeed, past studies have found that all aspects of a situation, positive and negative, seem to 
gain appropriate coverage by this method (Bell, Gilbert and Lockwood, 1997; Gamble, 
Lockwood and Messenger, 1994). For this study critical incidents are defined as specific 
service recovery events or situations between a customer and a service provider that seem to 
be especially satisfying or dissatisfying. 
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Although there has been extensive research in using CIT which attempted to look into both 
positive and negative incidents (Binter et al. 1990; Bitner, Booms, and Mohr, 1994; 
Lockwood, 1994), there are other past studies which chose to look only into negative 
incidents or dissatisfactory factors (Edvardsson, 1992; and Chung and Hoffman, 1998). As 
the purpose of this study is to identify the factors that enable or hinder employees in dealing 
with service recovery effectively, both positive and negative incidents will be collected. 
Ideally, the analytical framework of CIT consists of three major stages broken down into six 
steps (Gilbert and Lockwood, 1999). Figure 6.3, below, shows the analytical framework of 
CIT. 
Figure 6.3: Analytical Framework in Conducting CIT 
Data 
Collection I 
Developing 
coding 
categories 
T i 
Hypotheses 
testing/ data 
reduction 1 Explanation of 
underlying 
structure 
Source: Gilbert and Lockwood, 1999. 
Allocating incidents 
or parts of incidents 
to categories 
Identifying 
themes and 
trends in data 
Collecting and 
assembling 
data 
Analysing data 
Constructing explanatory 
framework 
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As can be seen from the figure above, the three major stages of CIT are, similar to those 
found in any other qualitative research studies, collecting and assembling the data, analysing 
the data so collected and constructing explanatory frameworks, while the six steps are the 
process of data collection, developing coding categories, allocating incidents or parts of 
incident to categories, identifying themes and trends in data, hypotheses testing or data 
reduction and explanation of underlying structure (Gilbert and Lockwood, 1999). This study 
will adopt all the stages of CIT. 
6.9: The Preliminary Study Design 
The plans and procedures for study that span decisions from broad assumptions to detailed 
methods of data collection and analysis are defined as the study design (Creswell, 2009). 
Therefore, in order to achieve the study objectives and progress through the stages of CIT, 
this study has been designed to follow figure 6.4. 
Figure 6.4: The Stages of the Preliminary Study Design 
Stage one 
Design questions 
Pilot the questions 
Modify the questions 
where needed 
ý 
Stage two Stage three 
i 
Collect the incidents 
Transcript the 
incidents 
Classification of 
incidents 
Inter-judge test for 
reliability 
Revised framework 
where needed 
It is suggested that the most important aspect of data collection is to ensure that the wording 
of any prompt question is appropriate (Flangan, 1954). This suggestion is supported by 
Saunders et al. (2009) who indicated that the questions need to be phrased clearly, so that the 
interviewee can understand them. In addition, the questions should be asked 
in a neutral tone 
Conduct study 
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of voice. The aims of these suggestions are to conduct the interview appropriately, to reduce 
the scope of bias during the interview and to increase the reliability of the information 
obtained. In preparation for the study, the researcher undertook six interviews with the aim of 
training himself on how to conduct the interviews effectively, to pilot the questions and to 
check whether the respondents found any difficulties in understanding them or whether there 
are any wording problems. As a result, the researcher has become confident in conducting 
interviews and found that the questions were clear to the respondents. Based on the study 
objectives, a number of questions are asked of the employee working in front office 
departments. These questions are as follows: 
1. Think of a recent time when you dealt with a customer problem and you felt that you 
handled it well? 
2. What are the things that made you feel that you handled customer problem 
successfully? 
3. What enabled you to handle the problem well? 
4. How did you know that you handled the situation well? 
5. What specific circumstances led up to this situation? 
6. Think of a recent time when you dealt with a customer problem and you felt that it did 
not go so well? 
7. What hindered you in handling the problem? 
8. What are the things that made you feel that you handled the customer problem 
unsuccessfully? 
9. How did you know that you handled the situation unsuccessfully? 
10. What specific circumstances led up to this situation? 
11. How do you think the customer felt after resolving the issue? 
12. How do you know? 
13. What the things that made you feel that the customer was happy or not happy? 
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It is not intended in this study to ask respondents to identify the underlying causes of 
dis/satisfaction, but rather to describe specific events or situations between a customer and a 
service provider which seem to be especially satisfying or dissatisfying. Reporting incidents 
in this way is something that will help this study to identify more information about the 
factors that enable or hinder the employees' ability in dealing with service recovery 
performance and achieving high levels of customer satisfaction after service recovery. 
Another important aspect of data collection is to determine the sample to be included in the 
study. This is critical if it is intended to analyse the data statistically. In this study, there is no 
intention of conducting sophisticated statistical analysis; the intention is instead to look at the 
richness of the incidents, not at the size of the sample and how representative of the 
population the sample is intended to be (Gilbert and Lockwood, 1999). The initial qualitative 
stage can be quite revealing if the results are written up within groupings to describe the 
essence of the attitudes about the incidents reported. 
After the data collection has been completed, the next is to develop classification categories, 
code the data accordingly and using the following methodology; first, a tentative 
classification should be developed by aggregating the data into broad categories. It can then 
be divided into sub-categories, based on repeated careful reading and sorting of the data. 
Second, a detailed description must be developed for each category and sub-category in order 
to enable any observer to categorise reliably any further incidents. Third, it is important at 
this stage to check the reliability of the classification descriptions. This can be achieved either 
by a process of inter judge comparison or through adopting and checking against the 
classification system developed by previous studies. With regards to the latter, however, 
Edvardsson (1992) suggested that it does not seem to be a good idea to use a previously 
established set of categories because the process is inductive and partly subjective as 
in all 
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qualitative research. In general, there is no one right set of categories, except those that make 
sense for a particular situation. Thus, it is the researcher who takes responsibility for 
abstraction and inference not the respondents (Bitner et al., 1990). 
In the final stage of CIT, after the categories have been developed, all the incidents must be 
classified and the total number of incidents in each category or sub- category established. All 
this can be achieved either with a spread sheet or software package such as SPSS. At this 
stage it is also important to consider some of the demographic variables such as current 
position, years of experience and mode of work. This will permit more detailed comparison 
of the data and allow inferences to be drawn about, for instance, the differences between the 
employees in front office departments in different five-star hotels. 
The purpose of data analysis is to summarise and describe the complexity and the richness of 
the data in an efficient way so that it can be appropriately used for a variety of practical 
purposes (Gilbert and Lockwood, 1999). The analysis of the data collection can be done 
either by calculating the frequencies for positive and negative incidents or looking at the 
relative frequency of positive and negative incidents in each of the category areas. For this 
study, it is intended to calculate the frequencies for positive and negative incidents, because 
this will provide a good indication of the priority of required improvements for the negative 
incidents and of the most successful areas for the positive incidents (Gilbert and Lockwood, 
1999). 
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6.10: Data Collection 
The data was collected by interviewing 10 people working in the front office department in 
different five-star hotels in London, UK. In order to gain hotel management acceptance for 
their employees' participation in this study, the researcher contacted all the intended general 
managers to seek their permission. They were informed about the title and the purpose of this 
research and the significance of updating information that is related to the empowerment and 
service recovery performance of front office employees in five-star hotels. They were also 
informed that all obtained information would be kept confidential and would be used only for 
the purpose of the study (see Appendix I for the supporting letter from the supervisors of this 
study and the letter from the researcher). Three out of nine hotels approached agreed to 
participate in the study. The interviews were recorded electronically and transcribed for 
further analysis. The respondents who participated in this study were English, hence, there 
was no need to translate of the questions. 
Within CIT, there are several methods of collecting the relevant incidents (Lockwood, 1994). 
These include; self-completion, one-to-one interviews and group interviews. Self-completion 
entails using printed forms that can be distributed to the selected participants who are asked 
to complete the form and return them. Although it has been shown that the responses received 
by this method are very high quality, the response rate tends to be very low. In addition, there 
is also a problem that ambiguous details cannot be easily checked with the author (Gilbert 
and Lockwood, 1999). Self-completion requires a brief introduction to the procedures so that 
the respondents are clear about the reporting requirements and the importance of their 
responses. 
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Through one-to-one interview the CIT reliably records events or behaviours that have 
occurred to led to success or failure in accomplishing a specific task (Ronan and Latham, 
1974). If group interviews are used for data collection, a group of people is brought together 
and organised into pairs. Within this approach the researchers need to introduce the purpose 
of the group and the procedure to be carried out. One person in the pair acts as interviewer 
and elicits and records an incident from the other person. They then change places and record 
another incident. Participants continue in this way until they run out of the incidents or out of 
the time (Gilbert and Lockwood, 1999). 
Of the three methods mentioned, one-to-one interview is deemed the most suitable for 
collecting the incidents. The reasons behind choosing this method are as follows; first, the 
focus on one interviewee will be much better than having two or three interviewees. Second, 
asking one interviewee to recount the stories of their incidents will be much more 
comfortable and more confidential than having two or more interviewees. Third, the 
interviewer has the opportunity to ask follow up questions (probing questions) to clarify any 
points of the story that were not clear or to elicit additional information before recording the 
details (Callan, 1998). Fourth, previous use of this method by Lockwood (1992) has shown it 
to be very good for collecting detailed accounts of service incidents with little ambiguity. On 
the other hand, it is time consuming, it needs more attention and any additional interviewers 
need to be well briefed to insure that they do not introduce their personal bias into the data 
collection. 
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6.11: Results of the Preliminary Study 
Chapter VI 
During the data collection, 10 respondents were interviewed with a total of 24 incidents 
collected. In general, the answers from one respondent to another were different. Most of the 
problems that the employees had dealt with were about check in, check out, reservations, 
problems with the rooms and financial problems. As this study is a mini study and to some 
extent does not match with the suggestion of Lockwood (1994) that 50 incidents will allow 
the researcher to proceed with the category building stage but 100 incidents will provide 
more reliable categories, to compensate an inter judge coding test was conducted with the 
aim of improving the reliability of the categories developed by the researcher. Two 
independent researchers were asked to classify all the incidents into the categories developed 
by following a precise set of instructions. These instructions are presented in Appendix 2. 
Having read the descriptions and the definitions of each category and sub-category, the two 
independent researchers coded the incidents with resultant inter judge reliability agreement of 
80% and 97% respectively on the classification system. Thus, having more than 80% check 
ensures that the data can be viewed as valid and reliable. 
A classification of incidents serves as key driver to respond to the objectives of the study. 
Hence, the logic behind the classifications of the categories below flows as follows; first, 
since the ultimate goal of service recovery performance is customer satisfaction, the 24 
incidents were divided into two categories, 13 incidents that ended with satisfied customers 
and 11 incidents that ended with dissatisfied customers. Second, within the group of satisfied 
customers, this study identified the methods used in dealing with customer problems and the 
factors that enable employees in solving customer problems and ultimately achieving high 
levels of customer satisfaction. 
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With regard to the incidents of dissatisfied customers, this study identified the methods used 
with dissatisfied customer and the factors that hinder employees in dealing with customer 
problems effectively and achieving high levels of customer satisfaction. Hence, a further four 
sub-categories were created; two sub-categories for classifying tangible and intangible 
service recovery techniques and two sub-categories for classifying the factors that either 
enable or hinder the employees' ability to deal with customer problems effectively and to 
achieve high levels of customer satisfaction. 
In order to understand how employees developed their perceptions of satisfied and 
dissatisfied customers, this study classified dis/satisfaction into two categories; verbal and 
nonverbal cues with satisfied customers and also verbal and nonverbal cues with dissatisfied 
customers. As a result of sorting the incidents of ten respondents, 24 incidents were 
classified into, 2 categories, six sub-categories and 30 sub-sub-categories. Figure 6.5 below, 
shows the first category (satisfied customer) and its sup-categories. 
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Figure 6.5: Satisfied Category 
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Figure 6.5 shows the first main category and it is four sub-categories that emerged from this 
study. The first category satisfied customer', describes all the incidents that related to a 
customer who had complained to a front office department employee who dealt with the 
complaint effectively, resulting in a happy or satisfied customer. 
"It happened once with a guest who check in at 10 in the morning and of course we 
didn't 
have any other rooms ready or not even a room to give to rest even though it's something that 
we don't normally do but this guest was very tired because he came from the Middle East so 
he was like I have been travelling the whole night and I am really tired blah, blah, blah "(R2- 
CI). 
The employee dealt with this complaint effectively by upgrading the guest to a higher 
category room resulted in a happy customer. 
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I went back to the guest and I said we don't have any rooms ready under the category you 
are booked but I have checked with the manager and we are happy to upgrade you to a deluxe room. So he could have tea and coffee in the meantime and as soon as the room was 
ready I went back to the guest and I told him the room is ready, I gave him the key, I escorted 
him up to the room and then I sent his luggage up the room and he was very appreciative 
about it because it was just very simple " (R2-CI). 
From this `satisfied customer' category, another four sub-categories emerged; first, tangible 
service recovery techniques; second, intangible service recovery techniques; third, facilitator 
factors of service recovery performance and finally the verbal and nonverbal cues indicators 
of customer satisfaction. All these sub-categories have several sub-sub-categories. For 
example, tangible service recovery techniques sub-divide into compensation and 
replacement, and then compensation further sub-divides into `free ancillary', `gratis', 
`upgrade', `discount', and `refund,. 
6.11.1: Service Recovery Techniques (Dis/Satisfied Customer) 
Within the satisfied customer incidents, several service recovery techniques, both tangible 
and intangible have been used to make it up to customers, change their negative attitude and 
potentially achieve high levels of customer satisfaction. 
6.11.1.1: Tangible Service Recovery Techniques 
Tangible service recovery techniques are defined by this study as the attempts to resolve 
customer problems by compensating the customer and replacing or exchanging the services. 
For example, compensation as a tangible service recovery technique has been used on many 
occasions in different forms by respondents such as; free ancillary, gratis, upgrade, discount, 
refund, and replacement (See appendix 3 for more details). 
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6.11.1.2: Intangible Service Recovery Techniques 
Intangible service recovery techniques are defined as the attempts of the employees to resolve 
customer problems by expressing the organisational concern to the customer needs. This can 
be achieved by following one or more of these techniques; apology, acknowledgement, 
empathy, own the problem, provide assurance explanation, managerial intervention, fix the 
problem, customer input and following up(See appendix 3 for more details). 
6.11.1.3: Facilitators of Service Recovery Performance 
With regard to the third sub-category, facilitator factors of service recovery performance, it 
can be seen that several factors have played critical roles in supporting and reinforcing the 
employees' ability to deal with and solve customer problems and change the customer's 
attitude from dissatisfied to satisfied. This sub-category contains 9 sub-categories namely; 
managerial support, training, log book, customer behaviour, experience, employee behaviour, 
confidence, knowledge, and empowerment (See appendix 3 for more details). 
6.11.1.4: Indicators of Satisfied Customer 
Finally, with regard to how employees have developed their perceptions of customer 
satisfaction after service recovery, it was clear from the interviews that there are two types of 
cues that show that the customer was happy or satisfied verbal cues and nonverbal cues. 
Verbal cues are those that are related to what the customer says and the 
level and tone of 
voice, for example; 
"He was happy and very appreciative ". "He said thank you very much ". "He said also the 
room was great" (R2-Cl). "He was happy". "I spoke to him you could hear it in his voice, 
you could tell form the tone in his voice that he was happy ". "I know he spoke to other 
people about it and when he comes back to the desk he asks for me by name " 
(R4-C1). 
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Nonverbal cues are those that are related to facial expression, body language and writing, for 
example; "She was happy". "She just appreciated that we took it off and without paying for 
it ". "She calmed down because she was quite upset that there were many things in her 
invoices". "She just appreciated the time that was taken and somebody explained it to her" 
(R3-C1). 
At this point, it is necessary to note that within the incidents that ended with happy customers 
several aspects have been covered, including; service recovery techniques, facilitators of 
service recovery performance and cues of customer satisfaction. 
6.11.2: Dissatisfied customer 
The second category, `dissatisfied customer', details all the incidents that are related to a 
customer who had complained to a front office department employee who 
had dealt with the 
complaint less effectively resulting in an unhappy or dissatisfied customer. 
For example, 
"Someone wanted to go to an FA Cup semi-final and he gave me a 
budget of £400 per ticket 
and it was not possible to get it within that budget and he was trying to accuse me of ripping 
him off and there was nothing I could do. I go to the theatre agent I get a price 
I go back to 
the guest I tell the guest the price what could I do its not available within 
his budget so once 
again it went to management and they had to deal with it "(R4-C2). 
From this `dissatisfied customer' category, another four sub-categories emerged as 
follows; 
tangible service recovery techniques, intangible service recovery techniques, 
inhibitors 
factors of service recovery performance and finally the indicators of 
dissatisfied customers 
that include verbal and nonverbal cues. Figure 6.6 below, shows the second main category 
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and it is four sub-categories. Bearing in mind that both tangible and intangible service 
recovery techniques have been covered in the preceding sections, hence, the focus here will 
be just on the inhibitor factors and the indicators of dissatisfied customers. 
Figure 6.6: Dissatisfied Category 
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6.11.2.1: Inhibitors of Service Recovery Performance 
In the incidents that ended with dissatisfied customers, five inhibitor factors clearly emerged 
that played crucial roles in hindering the employees' ability to deal with customer problem 
effectively, to adopt proper methods of service recovery and to change the negative attitude 
of the dissatisfied customer to the state of satisfaction. This sub-category 
is further divided 
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into 5 sub-sub-categories, including; miscommunication, managerial support, customer 
behaviour, empowerment and employee behaviour (See appendix 3 for more details). 
6.11.2.2: Indicators of Dissatisfied Customer 
As with the satisfied customers, there are two types of cues that show that the customer was 
unhappy or dissatisfied: verbal and nonverbal cues. Verbal cues are those that are related to 
what customer says and the level tone of voice, for example; 
"The guest was not happy". "He was screaming and he was complaining" (R2-C2). 
"He was shouting, I need to speak to the manager and I don't feel this X services and I don't 
get my services " (R5-C2). 
Again, nonverbal cues are the cues that are related to facial expression, body language and 
writing. For example: 
"He was angry and he was upset". "When you check someone out and you ask them how 
your stay was even though they say everything was fine but you can read from their face 
expression that they were not happy" (R2-C2). 
"The customer was not happy". "When he stays with us, he won't come and speak to me and 
he will walk away and he will not acknowledge me". "He is ignoring me but in my mind it 
was impossible to help him " (R4-C2). 
It can be noted that the development of the classifications above plays a crucial role 
in being 
able to categorise systematically and show clearly the service recovery techniques, the 
factors 
that enable employees to achieve high levels of service recovery performance and the 
factors 
that hinder employees' ability to achieve sufficient service recovery performance while they 
are dealing with customer problems, as well as understanding how the employees 
have 
developed their perception in dealing with customer problems, service recovery and customer 
satisfaction. For more examples with regard to the categories and sub-categories mentioned 
earlier (See Appendix 3). 
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An analysis of demographic profile of the respondents and related frequency of service 
recovery performance classifications frequencies are presented in Tables 6.4,6.5,6.6, and 6.7 
respectively. Table 6.4 shows the demographic profile of the respondents. 
Table 6.4: Demographic Profile 
Male 
uency Freq3 Percentage 
30% 
Gender 
Female 7 70% 
25-34 6 60% 
Age 
35-50 4 40% 
2-10 years 9 90% Experience 
10 + years 1 10% 
Full time 10 100% Mode of employment Part time 0 0% 
Front office agent 5 50% 
Reservations 1 10% 
Concierge 1 10% 
Position 
Guest relations 1 10% 
Duty manager 1 10% 
Business manager 1 10% 
Table 6.4 indicates that 7 respondents (70%) were females and 3 (30%) were males. 
Regarding age, it was found that 6 respondents (60%) were between 25-34 years old, whereas 
4 (40 %) were between 35-50 years old. It can be noted that the majority of the respondents 
are younger in age. This result can be attributed to the fact that hotels prefer younger people 
to occupy front office positions, since they are more resilient in this field. When they were 
asked about their experience, it was found that the majority of the respondents 
(90%) have 
from 2 to 10 years' experience and only one person had more than 10 years' experience 
(10%). 
All the respondents were full time. This result reveals that in terms of dealing with and 
solving customer problems, the respondents of the study have more years of experience and 
greater commitment to their job and their customers than part-time employees. 
Finally, half 
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of the respondents were working as front office agents (50%), showing that most of the 
customer problems were dealt with and solved by those employees who have direct 
relationships with the customers. In addition, most of the customer problems should first pass 
through those employees but, in cases where they were not able to deal with and solve 
customer problems themselves, the problem should be referred to someone who has a higher 
position such as front office manager, duty manager and guest relation manager. Following 
these results, the classification process has identified 6 sub-categories and 30 sub-sub- 
categories. Table 6.5 shows the frequency of service recovery techniques classifications. 
Table 6.5: The Frequency of Service Recovery Techniques Classifications 
Categories and sub-categories 1 
Recovery Service Techniques 
incidents incidents Total number 
1 
Positive 
1' Incidents 
Frequency Percentage Frequency Percentage Frequency Percentage 
Sub-category One: Tangible Service Recovery 
Sub Sub-category Compensation 
Free ancillary 3 3.4% 0 0.0% 3 3.4% 
Gratis 4 4.6% 2 2.3% 6 6.9% 
Upgrade 5 5.7% 0 0.0% 5 5.7% 
Discount 1 1.1% 0 0.0% 1 
1.1% 
Refund 2 TO 2 2.3% 4 4.6% 
-- 15 17.2% 4 4.6% 19 21.8% 
Sub Sub-category Replacement 2 2.3% 1 1.1% 3 3.4% 
Total number ofTSR 77 6 5.7% 22 
25.3% 
Sub-category br o: Intangible Service Recovery 
Sub Sub-category Apology 4 4.6% 2 2.3% 6 6.9% 
Sub Sub-category Acknowledgement 1 1.1% 0 0.0% 1 1.1% 
Sub Sub-category Empathy 8 9.2% 0 0.0% 8 9.2% 
Sub Sub-category Own the problem 5 5.7% 1 ° 1.1% 6 6.9% 
Sub Sub-category Provide assurance 4 4.6% 3 3.4% 
7 8.0% 
Sub Sub-category Explanation 
Sub Sub-category Managerial intervention 
Sub Sub-category Fix the problem 
7 
4 
7 
8.0% 
4.6% 
8.0% 
6 
2 
3 
6.9% 
2.3% 
3.4% 
13 
6 
10 
14.9% 
6.9% 
11.5% 
Sub Sub-category Customer input 1 0 0.0% 1 
Sub Sub-category Following up 5 5.7% 2 2.3% 
7 8.0% 
Total 
number of PSYSR 46 52.9% 19 21.8% 65 74.7% 
ý. _ Total number of SRT - 633 72.4% 24 27.6% 87 100.0% 
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Table 6.5 reveals the frequency and the percentage of incidents that fall in the first and 
second sub-categories. The first sub-category, tangible service recovery techniques, 
accounted for 19.5% of positive incidents and 5.7% of negative incidents. Based on the above 
results, it can be seen that the most frequently used techniques in solving customer problems 
and changing the negative attitude of dissatisfied customers to the state of satisfaction are 
compensation-upgrade (5.7%), gratis (4.6%) and fee ancillary (3.4%), while 
the most 
reported techniques used as a intangible solution to customer problems were empathy 
(9.2%), 
explanation (8%) and fix the problem (8%) respectively. Table 6.6 shows 
the frequency of 
service recovery factors classifications. 
Table 6.6: The Frequency of Service Recovery Factors Classifications 
Categories iisub-categories Positive incidents 7 Total 
number of incidents 1 incidents Recovery Service Frequency Percentage Frequency Percentage I requene) Percentage 
Sub-category three: Facilitator factors of 
service recover performance 7 ° 13.2% Sub Sub-category Managerial support 5 9.4% 
Sub Sub-category Training 8 15.1% 8 
15.1% 
Sub Sub-category Log book 2 3.8% 2 
3.8% 
Sub Sub-category Customer behaviour 2 3.8% 7 13.2% 
Sub Sub-category Experience 9 17.0% 9 
17.0% 
Sub Sub-category Employee behaviour 3 5.7% 
5 9.4% 
Sub Sub-category Confidence 2 3.8%% 2 3.8% 
Sub Sub-category Knowledge 3 5.7% 3 5.7% 
Sub Sub-category Empowerment 3 5.7% 
6 11.3% 
Total number of the facilitator factors 37 69.8% 
49 0 92.5 /o 
Sub-category four: Inhibitors factors of 
4 7.5% 
service recover performance 
4 7 5% Sub Sub-category Miscommunication 
Sub Sub-category Managerial support 2 
3.8% 
Sub Sub-category Customer behaviour 5 9.4% 
Sub Sub-category Empowerment 3 5.7% 
Sub Sub-category Employee behaviour 2 3.8% 
Total number of Inhibitor factors 16 30.2% 
53.0 100% 
Total number of service recovery factors 37 69.8% 16 30.2% 
53.0 100% 
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Referring to table 6.6, it can be seen that the third and the fourth sub-categories facilitators 
and inhibitors of service recovery performance, have been classified into 14 sub-sub- 
categories. Nine of which act as facilitator factors accounted (69.8%) and five as inhibitors 
accounted (30.2%). The most frequent factors that facilitate and enable employees to deal 
with customer problems effectively were experience (17%), training (15%), and managerial 
support (9.4%), while the factors that hinder the employees to deal with customer problems 
effectively were customer behaviour (9.4%) and communication (7.5%). Table 6.7 shows the 
frequency of the indicators of dis/satisfied customer classifications. 
Table 6.7: The Frequency of the Indicators of Dis/satisfied Customer 
Classifications 
Sub-categories 
Indicators , dis/satisfied 
PPositive 
frequency 
incidents 
percentage 
Negative 
frequency 
I1 
Percentage 
Total 
nu 
incid 
frequency 
mber of 
ents 
Percentage 
Sub-category five: Indicators of satisfied customer 
Sub sub-category verbal Cues 7 24.1% 
Sub sub-category nonverbal cues 9 31.0% 
Total number for indicators of satisfied customer 16 55.2% 
Category six: Indicators of dissatisfied customer 
Sub sub-category verbal Cues 6 20.7% 
13 44.8% 
Sub sub-category nonverbal cues 7 24.1% 
16 55.2% 
Total number for indicators of dissatisfied customer 13 4.8% 
29 100% 
Total number of indicators of dis/satisfied customer 16 55.2% 13 44.8% 
29 100% 
It can be seen in table 6.7 above, that the fifth and the sixth sub-categories concern the verbal 
and nonverbal cues indicators of dis/satisfied customers, which were reported 
in 55.2% of 
positive incidents while 44.8% of negative incidents. 
Page 159 
Samer AI-Sabi Chapter VI 
6.12: Discussion of the Findings 
Several interesting results have emerged from this study and among these results was the 
development of the classifications of the incidents which were divided into 2 categories and 6 
sub-categories and 30 sub-sub-categories. Other findings such as the demographic profile of 
the respondents and the classification of service recovery performance overall frequencies are 
presented. However, the main findings of this study relate to the facilitator and inhibitor 
factors of service recovery performance and the employees' perceptions of customer 
satisfaction after service recovery, which in total answer the study objectives. It is necessary 
to note here that the objectives of this study overlap objectives and each one of them is 
related to another one. For example, the factors that enable or hinder the employees in 
delivering high service recovery performance are the same factors that enable or hinder the 
employees either to achieve high levels of customer satisfaction or to recognise their own 
service recovery performance. 
In response to objectives one and two (which are to identify the factors that enable and/or 
hinder employees, specifically those working in the front office department, in delivering 
high levels of service recovery performance and to identify the factors that enable and/or 
hinder employees, specifically those working in the front office department, in achieving high 
levels of customer satisfaction after service recovery), this study has identified a number of 
facilitator factors that enable employees, specifically those working in the front office 
department in delivering high levels of service recovery performance and in achieving high 
levels of customer satisfaction. It was clear from the interviews that these factors play a 
crucial role in enabling and reinforcing the abilities of the employees in dealing with 
customer problems, solving customer problems and achieving high level of customer 
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satisfactions after service recovery. For example, experience, training and managerial support 
have emerged 9,8, and 5 times respectively in the positive incidents and were found to be the 
most frequent enabler factors in delivering high level of service recovery performance and 
achieving high levels of customer satisfaction after service recovery. 
The next most frequent factors to emerge as enabler factors of service recovery performance 
were employee behaviour, knowledge of product and empowerment respectively. It is 
interesting among these factors to note that empowerment, which is the back bone of the 
study, has emerged 3 times in both positive and negative incidents. This demonstrates that 
empowerment plays a neutral role in both incidents and whether they empowered their 
employees or not depends on the service organisation. On one side, empowerment has been 
found to be an enabler factor due where the service organisation considered empowerment as 
a part of its policy, and so empowered their employees, while on the other side, 
empowerment is considered to be a hindering factor where a service organisation does not 
consider empowerment as a part of its policy and so did not empower their employees. 
Inhibitor factors of the service recovery performance are also important factors in terms of 
identifying points of weakness, trying to avoid them and to improve them for the future use. 
For example, customer behaviour and miscommunication were found to be the most frequent 
factors that hinder employees, specifically those working in the front office in delivering high 
service recovery performance and achieving high levels of customer satisfaction after service 
recovery. Furthermore, this study has found that experience and training work as enabler 
factors, but at these factors do not have a negative effect on the negative incidents, while 
customer behaviour has been found to be critical on both positive and negative incidents. So, 
in the negative incidents it has emerged 5 times (9.4%), which is the highest compared with 
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other inhibitor factors, whereas, in the positive incidents it has been emerged twice (3.8%), 
which is the lowest compared with other enabler factors. This result implies that when the 
customers are satisfied, it is highly possible for employees to reach them and deal with them 
and solve their problems and make them happy. On the contrary, when customers are 
dissatisfied, most customers did not give the employees a second chance to reach them, deal 
with them, solve their problems and make them happy. In addition, although managerial 
support is considered by this study as one of the enabler factors, it was also found to be a 
hindering factor from the employees' point of view. This result illustrates the dual role of 
managerial support in dealing with its employees, specifically those working in front office 
departments. Managerial support works as enabler factor, when they give the employees 
chance to try themselves to deal with customer problems, the right directions on how to deal 
with customer problems and full support by informing them that they are standing behind 
them. However, in the negative incidents, managerial support is considered to be one of the 
factors that hinder employees, for instance when, in order to avoid any further problem, 
managerial support does not allow the employees to deal directly with the customers who are 
greatly inconvenienced. 
Further, the literature on service recovery performance offers evidence from previous 
research that organisation commitment, empowerment, reward system, role ambiguity, 
training, managerial support, and other factors have significant effect on service recovery 
performance (Yavas et al. 2003; Babakus et at. 2003 Ashill et al. 2005; Karatepe, 2006; Rod, 
Ashill, and Carruthers, 2008; Ashill, Rod, and Carruthers, 2008; and Ashill, Rod, Thirkell, 
and Carruthers, 2009), but what is interesting up to this point is that experience and customer 
behaviour were not mention and their effect on service recovery performance were not 
measured. 
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In response to objective three (which said to surface the ways by which employees 
recognise their own level of service recovery and the ensuing levels of customer satisfaction), 
it was clear from the respondents that some of the factors that emerged as enablers in this 
study work also as indicators for employees, specifically those working in the front office, in 
delivering a successful service recovery performance. For example managerial support, 
experience and training are considered as the most important enabler factors for delivering 
high service recovery performance and as indicators that employees have done their work 
effectively. Furthermore, customer behaviour was also one of the indicators for employees 
that they had not fulfilled their job effectively and had failed in delivering high service 
recovery performance. With regard to the indicators of dis/satisfied customers, there are two 
types of cues that show whether a customer is satisfied or not: verbal and nonverbal cues. In 
the light of the previous idea, it was clear that 20.7% of the negative incidents are verbal cues 
compared with the positive incidents 24.1 % are verbal cues. With regard to nonverbal cues, it 
was clear also that 31 % of the positive incidents are nonverbal compared with 24.1 % for 
negative incidents. 
These results indicate that customers who are satisfied, prefer to express their appreciations to 
the service provider either by saying thank you very much, sending a gift and/or writing an 
email, while, the customers who are not satisfied, prefer to some extent keep silent or leave 
the problem without informing or expressing to the service provider that there are problems. 
These results reveal also that the satisfied customers give more verbal and nonverbal cues 
than dissatisfied customers. 
The other findings that emerged in this study concern the tangible and intangible service 
recovery techniques. This study has found several interesting findings. First, with regard to 
tangible service recovery techniques, three forms of compensation were used frequently and 
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reported highly in dealing with customer problems effectively. These are upgrade, gratis and 
free ancillary. This result shows that these forms of compensation are becoming more 
important in dealing with service failure, solving customer problems and changing negative 
attitude from being dissatisfied to satisfied, than any other forms of compensation such as 
discount and refund. In addition, this result is not surprising because most of customers do 
not want the service provider to give them for example 50% discount and in the meantime 
keep them waiting in the reception area for extra 10 minutes. Hence, when the customer feels 
that he is really injured then discount, replacement and refund might be necessary to keep the 
customer. Second, with regard to intangible service recovery techniques, empathy, 
explanation and fix the problem were found to be the most effective and frequent methods in 
dealing with customer problems, solving customer problems and changing the negative 
attitude of customers from being dissatisfied to satisfied. It is interesting to note that the 
literature on service recovery techniques offers academic evidence that explanation and fix 
the problem were found to be important and favourable option (Sparks, 2001), but what is not 
mentioned in the literature is the importance of empathy in dealing with customer problem. 
This study, however, has found that empathy is the most important technique that the 
employees who are working in the front office department should follow and adopt while 
they are dealing with customer problems. In the negative incidents, explanation and fix the 
problem have been found to be more important and effective methods in dealing with the 
dissatisfied customer than any other intangible techniques. This result explains the 
important 
role of the service provider in reducing the negative effect of the service failure through 
providing customers with full explanations of why the failure was vital and showing them at 
least what they are trying to do and how they are going to fix the problem, because this tells 
to the customers that they have not been ignored. 
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6.13: Conclusion 
Chapter VI 
This chapter has covered several issues concerning the research methodology to be adopted 
in this study. The research question and research objectives suggested that the research 
philosophy of this study is positivism. Both exploratory and explanatory research designs 
were used in this study. As a result of this, both inductive and deductive approaches were 
used. The first phase of this study, conducted using critical incident technique (CIT), has 
explored several factors that either enable or hinder employees, specifically those working in 
the front office, in delivering high service recovery performance, and achieving high levels of 
customer satisfaction after service recovery and has explored how employees have developed 
their perception of empowerment, service recovery performance and customer satisfaction. 
Most of the factors gathered have been supported in the literature review either as facilitator 
factors or inhibitor factors and have positive effects on service recovery performance. Other 
factors that have not been mentioned in the literature have been included and will 
be added to 
the conceptual framework, resulting in a revised conceptual framework. For example, 
managerial support, training experience and customer behaviour will be added to the 
conceptual framework as mediator factors between empowerment (structural empowerment 
and psychological empowerment) and service recovery performance. Finally, a survey will 
be 
developed for collecting the data to be used to conduct the main study. Based on all of that, a 
revised conceptual framework is then developed. The next chapter will discuss in detail the 
other aspects of the research methodology which lead up to conducting the main study. 
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6.14. Revised Conceptual Framework 
Chapter VI 
Figure 6.7, below, introduces a revised conceptual framework resultant from this study, and 
outlines the relationship between empowerment and service recovery performance for 
employees working as front office agents in different five-star hotels in Jordan. This 
conceptual framework adds four important factors to the proposed conceptual framework in 
Chapter Five section 5.3. These factors are customer behaviour, experience, managerial 
support and training. They could have a direct influence as mediating factors between both 
structural empowerment and service recovery performance and between psychological 
empowerment and service recovery performance. Figure 6.7 shows the revised conceptual 
frame work. 
Figure 6.7: The Revised Conceptual Framework 
Structural 
Empowerment 
J Psychological Empowerment ý-9 
ýýý 
Managerial Support 
Training Service Recovery 
Performance H 
Customer 
satisfaction 
Experience 
Customer behaviour 
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Chapter VII: Phase Two: Main Study 
Chapter VII 
7.1: Introduction 
This chapter discusses the other aspects of the research methodology which complement the 
preceding chapter. Hypotheses development and data collection methods are covered in 
sections two and three. Questionnaire design, translation and the pilot study of the 
questionnaire are discussed in sections four, five and six respectively. Section seven will 
cover reliability and validity of the scale. The last two sections will discuss sampling 
procedures and data analysis methods and, finally, the conclusion of the chapter will be 
presented. 
7.2: Hypotheses Development 
Following the revised conceptual framework in the previous chapter, this study intends to test 
this model by developing the following hypotheses as figure 7.1 shows below: 
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Figure 7.1: The Study's Hypotheses 
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7.2.1: Structural Empowerment, Psychological Empowerment and Service 
Recovery Performance 
As mentioned before, two distinct dimensions of empowerment have evolved namely 
structural/relational empowerment and psychological/motivational empowerment. 
Researchers have tended to adopt one of these two main dimensions in conceptualising 
empowerment (Greasley et al., 2008; Eylon and Bamberger, 2000). This study is intended to 
adopt the two main dimensions of empowerment as they are the main suggestion 
in 
supporting the service recovery performance. The rational of this decision is that employees 
will have their own individual perceptions or feelings of (psychological) empowerment 
which will in some ways influence their behaviour and action and performance at work 
(Odeh, 2008). These feelings of empowerment will in part be formed by the actions and 
behaviours of their managers and supervisors who are attempting to develop an employment 
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environment (structural empowerment) that supports employees in taking control of their 
own work (Amenumey and Lockwood, 2008). 
The integration of both supervisor's behaviour and subordinate's perceptions as cause and 
effect of empowerment are suggested to be important in implementing empowerment and 
achieving the desired outcomes (Lee and Koh, 2001). In other words, the ability that the 
employer has to empower his/her employees would affect the employees' assessment of the 
four dimensions of empowerment. Thus, the ability the employer has to empower employees 
would affect the extent to which an employee would find his/her job meaningful, feel 
confident of having the skills required to perform their job successfully (competence), feel 
he/she has authority to determine how to do the job and make a difference to the organisation 
outcomes by achieving the job purpose. 
Finally, Carson et al., (1998) found also that service providers who recognised high levels of 
psychological empowerment tended to be more effective in service failure recovery. This 
implies that psychological empowerment in turn could mediate the relationship between 
structural empowerment and service recovery performance. Therefore, the following 
hypotheses are proposed. 
H1: Structural empowerment will have a positive influence on psychological empowerment. 
H2: Psychological empowerment will influence positively on employees' service recovery 
performance. 
H5: psychological empowerment partially mediates the positive relationship between 
structural empowerment and service recovery performance. 
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7.2.2: Structural Empowerment and Service Recovery Performance 
It is agreed that front line employees played a vital role in the service encounter (Johnston, 
1989). Through empowerment, employees' performance at service organisations will become 
more excellent, confident and motivated (Bamford & Xystouri, 2005) while interacting with 
customers. Although, structural empowerment focuses on the actions and behaviours that 
managers and supervisors use to empower their subordinates (Kanter 1983; Ginnodo 1997; 
Eylon and Bamberger, 2000; and Mills and Ungson, 2003) empowering employees in the 
service organisation is not an easy option. Thus, it must have the full support of managers at 
all levels (Lashley, 2001). Training employees to practice discretion and autonomy, 
rewarding them effectively, and creating goodwill relationships between managers and 
employees, will help and motivate them to be able to manage various conditions that make up 
the service encounter. 
Dutta et al. (2007) found that compensation and apology were not working properly in their 
study and this is due to lack staff of training, and employees are not being empowered to 
make at least compensation decisions. Bowen and Lawler (1992,1995) suggested that if 
employees have the knowledge and power to compensate a customer for a service failure, it is 
more likely that a dissatisfied customer will become satisfied and retained. Hart et al., (1990) 
stated that empowering employees in the service organisation is considered to be the key 
point for front line employees to identify and solve problems. This idea was supported 
by 
Magnini and Ford (2004) who indicated that empowerment facilitates the employee's 
ownership of the problem, thus she/he has a greater stake in solving the problem and so 
empowerment enhances the speed of the recovery process by reducing the amount of red tape 
involved in solving the problem. Finally, it is found that empowered employees responded to 
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customer needs more quickly during service delivery and recovery and displayed more 
warmth and enthusiasm in their interactions with customers (Bowne and Lawler, 1992). 
Therefore, the following hypothesis is proposed. 
H3: Structural empowerment will have a positive influence on employees' service recovery 
performance. 
7.2.3: Service Recovery Performance and Customer Satisfaction 
Service recovery performance is aimed in this study to identify service failures, resolve 
customer problems, change the negative attitude of dissatisfied customers to a state of 
satisfaction and retain these customers. Thus, the central point from recovering service 
failures is customer satisfaction (Pizam and Ellis, 1999). Customer satisfaction is considered 
to be an important outcome of service recovery performance, especially in its influence on 
customer purchases and word of mouth communications (Berkman and Gilson, 1986). 
An experimental result reveals that providing excellent service recovery such as a high level 
of compensation (tangible service recovery) after service failure has improved customer 
satisfaction significantly (Boshoff, 1997; and Goodwin and Ross, 1990). A recent study 
confirmed that satisfaction ratings of respondents were significant for customers who 
received extra efforts of service recovery beyond the standard correction of the original 
service failure (both tangible and intangible service recovery) (Seawright et al., 2008). 
Criticality plays a crucial role in its effect on customer satisfaction (Smith et al. 1999; and 
Webster and Sundaram, 1998). The key point here is, while one type of service recovery 
method, such as acknowledgement or a simple apology, can restore customer satisfaction in 
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low criticality situations (intangible service recovery), other types of service recovery 
methods, such as compensation in all its forms, are required to restore customer satisfaction 
in high criticality situations (tangible service recovery) (Smith et al., 1999). 
Further, re-performing the service (tangible service recovery) will result in higher levels of 
satisfaction in high criticality situations than in low criticality situations. Finally, research 
evidence strongly agrees that service recovery enhances customer satisfaction to a higher 
level than before the failure (Bitner et al. 1990; Hart et al. 1990; Michel, 2001; and Seawright 
et al. 2008). Hence, the following hypothesis is proposed. 
H4: Employees' service recovery performance will positively affect customer satisfaction. 
7.2.4 Managerial Support 
In this study, managerial support focuses on management concern and support for those 
specifically who are working at front office employees and that represents the degree to 
which they help in supporting those employees in dealing with customer problems, delivering 
high level of service recovery performance and achieving high level of customer satisfaction. 
As front office employees perceive greater support and authority (being empowered and feel 
empowered) from management, their effort will increase as well as their sense of obligation 
to reciprocate. Singh (2000) for example, found that a supportive management environment 
enhances employee performance in dealing with customer problem, solving them and 
achieving high level of customer satisfaction. Therefore, the following hypotheses are 
proposed. 
HSa: Managerial support partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance. 
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H6a: Managerial support partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance. 
7.2.5 Training 
As indicated before, training is probably one of the most frequently used factors when 
considering what is crucial in the implementation of empowerment as well as it is widely 
mentioned in service industry literature that employees who do not have the requirements of 
job and interpersonal skills are likely to fail in delivering high levels of service recovery 
performance and achieving high levels of customer satisfaction. These arguments illustrate 
that training is an important factor in both sides, in the implementation of empowerment and 
in the situation where service recovery is needed, especially when the service organisation 
provided it for a purpose of enabling the employees to be empowered, feel empowered and 
delivering high levels of service recovery performance as well as achieving high levels of 
customer satisfaction. Thus, the following hypotheses are proposed. 
H5b: Training partially mediates the positive relationship between structural empowerment 
and employees' service recovery performance. 
H6b: Training partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance. 
7.2.6 Experience 
Experience has been emerged in the preliminary study as one of the most important factors 
that may influence the relationship between structural empowerment and service recovery 
performance as well as the relationship between psychological empowerment and service 
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recovery performance. Once the employees are empowered and they feel that they are 
empowered as well as they have enough experience on how to speak with the guests, how to 
deal with them, how to solve their problem and make them happy, and then this study is 
proposed the following hypotheses. 
H5c: Experience partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance. 
H6c: Experience partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance. 
7.2.7 Customer Behaviour 
Customer behaviour in this study is all about the way that the customers behave or do when 
they encounter a problem. This factor has critical role either in the success of the service 
recovery performance or in the failure of the service recovery performance. Therefore, giving 
the employees the authority and the autonomy to act independently and enhancing their 
feelings to be empowered may lead the employees to be more effective 
in dealing with 
customer problems and be able to solve them as well as changing the customer perceptions 
from being negative to positive and supportive for the situation of service failure recovery. 
Hence, the following hypotheses are proposed. 
H5d: Customer behaviour partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance. 
H6d: Customer behaviour partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance. 
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7.3: Data Collection Methods 
Chapter VII 
Data collection methods are an important part of research design. There are several methods 
for collecting data, including, interviews, questionnaires, observation etc. Table 7.1 shows the 
advantages and disadvantages of interviews and questionnaires as the most frequent methods 
in collecting the data (Sekaran, 2003). 
Table 7.1: Advantages and Disadvantages of Interviews and Questionnaires 
Mode of data Advantages Disadvantages 
Personal or   Can establish rapport and motivate   Takes personal time. 
face-to-face respondents.   Costs more when a wide geographic 
interview   Can clarify the questions, clear region is covered. 
doubts, add new questions.   Respondents may be concerned about 
  Can read nonverbal cues. confidentiality of information given. 
  Can use visual aids to clarify points.   Interviewers need to be trained. 
" Rich data can be obtained.   Can introduce interviewer biases. 
  C'API can be used and responses   Respondents can terminate the 
entered in a portable computer. interview at any time. 
Telephone   Less costly and speedier than   Nonverbal cues cannot be read. 
interviews personal interviews.   Interviews will have to be kept short. 
  Can reach a wide geographic area.   Obsolete telephone numbers could be 
  Greater anonymity than personal contacted, and unlisted ones omitted 
interviews. from the sample. 
  Can be done by using CATI. 
Personally   Can establish rapport and motivate   Organisation may be reluctant to give 
administered respondent. up company time for the survey with 
questionnaire   Doubts can be clarified. groups of employees assembled 
for 
  Less expensive when administered the purpose. 
to group of respondents. 
  Almost 100% response rate ensured 
  Anonymity of respondent is high. 
Mail   Anonymity is high.   Response rate is almost always low. A 
questionnaires   Wide geographic regions can be 30% rate is quite acceptable. 
reached.   Cannot clarify questions. 
  Token gifts can be enclosed to seek   Follow up procedures for non- 
compliance. responses are necessary. 
  Respondent can take more time to 
respond at convenience. 
  Can be administered electronically, 
if desired. 
Electronic   Easy to administer.   Computer literacy is a must. 
questionnaires   Can reach globally.   Respondents must have access to the 
  Very inexpensive. facility. 
  Fast delivery.   Respondents must be willing to 
  Respondents can answer at their complete the survey. 
convenience like the mail 
questionnaire. 
Source: Sekaran, 2003, p. 251. 
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The choice of data collection methods depends on different factors such as the facilities 
associated with and available for data gathering, the degree of accuracy required, the 
expertise of the researcher, the time available to complete the data collection, financial 
implications of data collection and data entry, the availability of field worker to assist in the 
process, and ease of automating data entry (Sekaran, 2003 and Saunders et al., 2007). 
Although critical incident technique has been used (face-to-face interviews) in the 
preliminary study, the main study is intended to use a survey questionnaire for data 
collection. The reason behind this decision is that comparing self- administered 
questionnaires with interviews reveals that the cost and time of using a survey questionnaire 
is less than when using interviews. A survey questionnaire allows the researcher to get 
information quickly, from many people and to propose straightforward questions, puts less 
pressure on the respondent for an immediate response, introduces less bias and allows 
anonymity for respondents (Gillham, 2000). Finally, although, postal questionnaires are much 
cheaper, faster, and quicker to administer (Bryman, 2008), a drop-off self-administered 
survey is more appropriate for this study. This is because postal system in Jordan, the context 
of this study, is, as in most less developed countries, not well developed. 
To recap at this point, face-to-face interviews were used only in the preliminary study at early 
stages of this research and then self- administered questionnaires was used as the major 
method for collecting the information needed from all employees in different front office 
departments in all five-star hotels in Jordan. 
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7.4: Questionnaire Design 
Sekaran (2003, p. 236) has defined a questionnaire as "a preformulated written set of 
questions to which respondents record their answers, usually within rather closely defined 
alternatives". Questionnaires are an efficient data collection mechanism when the researcher 
knows exactly what is required and how to measure the variables of interest. Any 
questionnaire has three main objectives. First, it must translate the information needed into a 
set of specific questions that the respondents can and will answer. Second, it must motivate 
and encourage the respondent to become involved, to cooperate and to complete the task. 
Third, as poor design can be a major source of response error, minimising errors is an 
important objective of questionnaire design (Malhotra and Birks, 2007). 
Questionnaire design requires the researcher to focus on three areas: firstly, the wording of 
the questions, secondly planning how the variables will be categorised, scaled, and coded 
after receipt of the responses and, thirdly, the general appearance of the questionnaire 
(Sekaran, 2003). The aim behind all these areas is to minimize biases in research. Wording 
the questions depends on the nature of the variables tapped i. e. they may be either subjective 
feelings or objective facts. If the variables tapped are of a subjective feeling, such as 
involvement or satisfaction, then the questions should tap the dimensions and elements of the 
concepts, while if the variables tapped are of objective facts, such as gender or age, then a 
single direct question that has an ordinal scaled set of categories would be appropriate 
(Sekaran, 2003). 
In this study, wording the questions will include both variables of subjective feeling, such as 
psychological empowerment represented by four dimensions (see Chapter IV section 4.4) and 
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objective facts, such as gender, age, and years of experience. Furthermore, the language used 
in questionnaire design is also an important matter: it should be appropriate to the level of 
understanding of the respondents. It is essential to word the questions in a way that could be 
understood by respondents, because if the questions are either not understood or are 
interpreted differently by the respondents, the researcher will obtain the wrong answers to the 
questions, and the responses will therefore be biased. 
In other words, the wording of the questions and the language used should be appropriate to 
tap accurately respondents' attitudes, perceptions and feelings (Sekaran, 2003). Bourque and 
Clark (1994) suggest that each researcher in designing individual questions should do one of 
the three things: 
" Adopt questions used in other questionnaires 
" Adapt questions used in other questionnaires 
" Develop their own questions. 
This study is intended to use two established scales: the Hayes (1994) scale for measuring 
structural empowerment and the Spreitzer scale (1995) for measuring psychological 
empowerment. For other variables, developed questions by the researcher will be used in this 
study to measure service recovery performance, training, experience, managerial support, and 
customer behaviour and customer satisfaction from the employee's perspective. Bryman 
(2008) stated that one of the most important considerations in designing the questionnaire is 
whether to use an open or closed question. The main difference between these two types is 
that with an open question respondents are asked questions and can reply however they wish, 
while with closed questions a set of fixed alternatives is presented and respondents 
have to 
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choose an appropriate answer. Table 7.2 shows the advantages and disadvantages of open and 
closed questions. 
Table 7.2: Advantages and Disadvantages of Open and Closed Questions 
Open questions 
Closed 
questions 
wajý- I 
  Respondents can answer in their 
own term. 
  Do not suggest certain kinds of 
answer to respondents. 
  Are useful for exploring new 
areas or ones in which the 
researcher has limited 
knowledge. 
  Are useful for generating fixed- 
choice format answers 
  Are easy to process answers 
  May clarify the meaning of a 
question for respondents 
  Much easier and quicker for 
respondents to complete. 
  Enhance the comparability of 
answers. 
Iii . 
  Are very time consuming 
  Require greater effort from the 
respondents. 
  There is possibility in research 
based on structure interviews of 
variability between interviewers 
and recording of answers. 
  There is a loss of spontaneity in 
respondents' answers. 
  It can be difficult to make forced- 
choice answers mutually 
exclusive, especially when the 
fixed answers are overlapped. 
  it may be irritating to respondents 
when they are not able to find a 
category that they feel applies to 
them 
Source: Adapted from Bryman, 2008, p. 232,235,237. 
In the light of the discussion so far, a format of closed question will be used for this study. 
Closed questions are much easier and quicker to answer and they are easy to code and 
analyse (Bryman, 2008). 
The questionnaire used in this study is divided into two sections. Section one involves eight 
parts, totalling consist 104 items, concerning employees' perception of empowerment, 
service recovery performance and customer satisfaction. In addition to other variables, such 
as; training, managerial support, experience and customer behaviour (see appendix4-B), 
while section two contains a set of direct questions for the purpose of collecting 
demographic 
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information from the respondents, including their sex, age, experience, education, current 
position in front office, nationality, employment mode and length of service in the hotel 
industry. A seven point Likert scale ranging from (1) strongly disagree to (7) strongly agree 
will be used in this study. The following sections will discuss each construct, its items and its 
sources. 
7.4.1: Structural Empowerment 
Structural empowerment is defined as the extent to which front line employees believe that 
they have been given the autonomy and authority to act independently which may derive 
from aspects such as training, reward systems and management style. Hayes (1994) 14 item 
measure was used to measure relational empowerment. This measure was primarily chosen as 
it was developed using a similar conceptualisation of empowerment to the one adopted 
in the 
presented study. This scale has been successfully used in previous studies (Babakus et al. 
2003; Melhem, 2004; Boshoff and Allen, 2000; Goodman, Zammuto, and Gifford, 
2001; and 
Lin, 2002). As this study aimed to collect data from different five-star 
hotels in Jordan, 
Hayes' (1994) empowerment measure seems to be the most suitable measure to use. 
Table 
7.3, below, shows on the left side the items of structural empowerment. 
7.4.2: Psychological Empowerment 
Psychological empowerment was originally measured using a four-dimensional scale 
comprising twelve items developed by Spreitzer (1995). She conceptualised psychological 
empowerment as a motivational construct manifested in four cognitions: meaning, 
Page 180 
Saurer AI-Sabi Chapter VII 
competence, self-determination, and impact. Her measurement for psychological 
empowerment was designed to reflect Thomas and Velthouse's (1990) definition of 
psychological empowerment. Three items reflected each dimension. Her scale has been the 
most frequently and successfully used measure for this construct (Spreitzer, 1996; Hui, Au, 
and Fock, 2004; Siebert et al., 2004, Amenumey, 2007; Odeh, 2008; and Stander and 
rothmann, 2009). Table 7.4, below, shows on the left side the items of psychological 
empowerment. 
7.4.3: Service Recovery Performance 
Service recovery performance is focused on how well the process, which is performed by the 
employees in the organisation, is going to be effective in terms of identifying service failures, 
resolving customer problems, changing the negative attitude of dissatisfied customer to a 
state of satisfaction and retaining these customers and helping to improve the service system. 
According to Miller et al., (2000), there are two types of service recovery performance: 
tangible and intangible service recovery performance. Intangible service recovery 
is defined 
as the attempt by employees to resolve service failure by expressing concern 
for the 
customers and their needs, while tangible service recovery is defined as the attempt to resolve 
service failure by completing the primary service, re-performing the service and exchanging 
the product or refunding the cost. 
Boshoff and Allen (2000) was the first research which had measured service recovery 
performance and many recent studies have since used these items to measure 
it (Yavaset al., 
2003; Babakus, et al., 2003; Ashill et at.,, 2005; Karatepe, 2006; Rod et al., 2008; 
Ashill et 
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al., 2008; and Ashill et at., 2009). Therefore, this study is intended to measure service 
recovery performance as two dimensions as it was suggested in the literature review and has 
adopted the 5-item of Boshoff and Allen scale and has developed other 20 items from the 
interviews conducted during the study. Of these 25,20 will be used for measuring intangible 
service recovery and 5 items for measuring tangible service recovery. Table 7.5, below, 
shows on the left side the items of service recovery performance 
7.4.4: Employee Perception of Customer Satisfaction 
Customer satisfaction is defined as the pleasure or disappointment that takes place when a 
customer compares a level of performance with his or her expectations (Kotler, 2001). From 
this definition, it becomes clear that satisfaction as a function relies on performance when 
compared with expectations, while employees' perception of customer satisfaction focuses on 
their evaluation of service recovery performance and compare it with the reactions of the 
customers by knowing, hearing and seeing whether the customer is satisfied or not. Despite 
numerous studies have measured customer satisfaction from the customer perspectives, little 
empirical work has done in measuring employees' perception of customer satisfaction. Front 
line employees in the front office department perform a crucial role in the delivery of front 
line services, which is fundamental to the management of customer relationships. 
From the preliminary study, this study has identified two indicators of dis/satisfied customer: 
verbal cues and nonverbal cues. 13 items were generated from the interviews conducted 
during the study and developed by the researcher for measuring employees' perception of 
customer satisfaction. Therefore, in this study, customer satisfaction will not be measured by 
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the customers but it will be measured by the employees as an internal customer, asking them 
to put themselves in the position of the customer. Table 7.6, shows on the left side the 
adapted items of employee perception of customer satisfaction. 
7.4.5: Managerial Support 
Managerial support is defined as the role of the management team in supporting and 
enhancing the employees who are dealing with customer's problems. It is related to what the 
management team offered to the employee and how management supported its employees. 7 
items will be used to measure managerial support. 3 items have been adapted from Bell, 
Menguc and Stefani (2004) and 4 items have been taken from interviews conducted during 
the study. Table 7.7, below, shows on the left hand the items of managerial support. 
7.4.6: Experience 
This study has defined experience as the knowledge that the employees have gained either 
from particular training or from their working life. It focuses on how employees deal with 
customers, how employees speak to them, what things need to be done and how things need 
to be done, as well as how to become familiar with the needs of customers who have different 
backgrounds, habits and traditions. 13 items (shown on the left side in Table 7.8 below) have 
been developed from interviews conducted during the study. 
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7.4.7: Training 
The literature on training shows that training is an important factor for any service 
organisation in delivering high levels of service recovery and in achieving high levels of 
customer satisfaction after service recovery (Boshoff and Allen, 2000; Hart et al., 1990; Liao 
and Chuang, 2004; Lytle and Timmerman, 2006; Yavas et al., 2003). It shows also that 
training programmes support strongly front line employees' perception of the crucial role of 
management in maintaining high levels of service recovery quality (Babakus et al., 2003). 
This study has defined training as a frequent process that entails teaching sessions for a 
purpose of improving the service delivery system, dealing with different customer problems 
and achieving high levels of customer satisfaction after service recovery. For this study 14 
items (shown on the left side in Table 7.9 below) will be used to measure training variable. 4 
items have been adapted from Rogg, Schmidt, Shull and Schmitt (2001), 6 items have been 
adopted from Boshoff and Allen (2000) and 4 items have been derived 
from the interviews 
conducted during study. 
7.4.8: Customer Behaviour 
Customer behaviour is one of the important factors that play a significant role in delivering 
high levels of service recovery performance. The effectiveness of this 
factor on service 
recovery performance varies, in some cases, it shows that this factor is an enabler factor and 
it works effectively with service recovery performance, while in other cases, it shows that this 
factor hinders factor the delivery of high levels of service recovery performance. In addition, 
this factor relies totally on customer perceptions of service failure. Thus, this study 
has 
defined customer behaviour as the way that customers behave and what they 
do when they 
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encounter a service failure or a problem. 6 items (shown on the left side in Table 7.10 below) 
have been taken from the interviews and will be used for measuring customer behaviour. 
7.5: Translation of the Questionnaire 
The questionnaire was originally prepared in English and, because past research has shown 
that respondents provide more diverse and more reliable responses when answering in their 
native language (Church and Katigbak, 1988), it is intended for this study to translate the 
questionnaire into Arabic. Three important factors should be taken into account while 
translating the questionnaire. First, cultural differences incorporate many shades of meaning 
that may not be captured by a survey delivered in a language used primarily by respondents 
for work. Second, just because respondent may speak more than one language or use a 
common language such English, does not necessarily mean that they will understand or 
interpret the meaning that the researcher intended. Third, translators must be fluent in both 
languages and familiar with both cultures, in order to avoid errors while translating the 
questionnaire (Zikmund and Babin, 2010). 
Thus, translating questions and associated instructions into another language requires care, 
especially when the target questionnaire is to be coded and answered by the respondents 
themselves (Malhotra and Birks, 2007). Procedures like back translation has been suggested 
by Saunders et al., (2007) to avoid potential errors. In back translation, the questionnaire is 
translated from the base language by a bilingual speaker whose native language is the 
language into which the questionnaire is being translated. This version is then retranslated 
back into the original language by a bilingual speaker whose native language is the base 
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language (Saunders, et al., 2007, p. 761). Through this process, inconsistencies between the 
English version and the Arabic version should be identified and adjusted. 
In the light of the discussion above, for this study the English version translated into Arabic 
(see Appendix 4-D) by an expert linguistics translator, then the resultant Arabic version of 
the questionnaire was also translated from Arabic back into English (see Appendix4-C) by 
another person whose native language is English. After the translation, the Arabic version 
was also revised by two members of staff, whose native language is Arabic, in the college of 
Archaeology, Tourism Hotel Management at Al- Hussein Bin Talal University. Two PhD 
students and one member of staff in the School of Hospitality and Tourism Management at 
University of Surrey helped in modifying the scale. Finally, in order to make sure that the 
revised items retained their meaning in Arabic, this Arabic version was shown to other 
faculties in Arabic Language Department at Al-Hussein Bin Talal University and suggested 
some modifications into the Arabic version. 
7.6: Pilot Study of the Questionnaire 
The last step before using the questionnaire to collect data for the main study is a pilot test. 
Pilot testing refers to testing the questionnaire on a small sample of respondents to identify 
and eliminate potential problems (Malhotra and Birks, 2007, p. 815). The purpose of pilot 
testing is to refine the questionnaire so that respondents will have no problems in answering 
the questions and there will be no problems in coding the data. In addition, it will enable the 
researcher to obtain some assessment of the questions' validity of the questions and reliability 
of the data that will be collected (Saunders et al., 2007). 
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Preliminary analysis using the pilot test data can be undertaken to ensure that the data 
collected will answer the question of this study. In addition, a pilot test also has crucial role in 
ensuring that the research instrument as a whole functions well, especially, as in this study 
where the researcher will not be present to clear up any confusion (Bryman, 2008). Pilot 
testing can be done either informally, by consulting friends, colleagues, experts and other 
people of diverse opinions, or formally, by conducting a pilot study which is a replication, on 
a small scale, of the main study (Remenyi et al., 2005). Fink (2003) suggests that minimum 
participation of the pilot study is 10 and the maximum 200 while, Blumberg et al. (2005) 
suggest that minimum participation of the pilot study is 5 and the maximum 100. Therefore, 
it is intended for this study to conduct a pilot test on a small group of employees (N = 20) in 
the front office department in different five-star hotels in Amman, Jordan to evaluate the 
validity of the questions, to find out which questions are unclear or ambiguous, to know how 
long the questionnaire takes to complete, and to find out which questions are difficult to 
answer (Saunders et al., 2007). 
In the light of the discussion above and based on the revised Arabic version, the researcher 
has distributed 20 questionnaires to 20 employees working in front office department in 
Amman, Jordan. Each employee was requested to read the questionnaire and comment on the 
clarity of the wording and on the meaning of the translated questionnaire as well as on the 
time consuming to be filled in. Following this, the researcher was able to arrange with the 
human resource manager to contact and meet all the 20 employees in one room after their 
lunch time for 15 minutes. Within 15 minutes, the researcher invested the opportunity to ask 
the respondents whether there are difficult words or questions not clear or there are some 
difficulties in reading and understanding the questionnaire. Although the result showed that 
all the respondents agreed on the clarity of the wording and on the meaning of the 
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questionnaire's items, some modifications were made in each section due to the translation 
matters. Regarding structural empowerment scale, employee's comments indicated that all 
the items were clearly understood. Table 7.3, shows on the right side the amended items of 
structural empowerment. 
Table 7.3: Items and Amended Items (Structural Empowerment) 
NO Items Amended items 
! A1 I am allowed to do almost anything to do a high I am allowed to do anything in order to do my 
quality job 'ob perfectly 
! A2 I have a lot of responsibility in my job I have many responsibilities when I'm on duty 
! A3 I have authority to correct problems when they occur I have authority to solve problems when they 
arise 7A4 I am encouraged to use initiative when dealing with I am encouraged to take the initiative in 
ob-related Problems dealing with problems related to my work 
! A5 I wish management would give me more authority in I wish that the administration would give me 
my job more authority, in my work 71A6 I have to go through many regulations to change I have to follow many instructions to change 
things matters 
! A7 I have a lot of control over how I do my job I have a lot of control over how I do my work 
! A8 I do not need management approval before I handle I don't need prior agreement from the 
job-related problems administration to solve problems related to my 
work 
! A9 I am encouraged to handle job-related problems I am encouraged to solve any problems related 
to my work 
! A10 I am al lowed to take charge of problems requiring I'm allowed to take charge of problems that 
immediate attention demanding immediate attention 
!AII I am able to make changes in my job when I deem I'm able to make changes to my work when I 
them appropriate see that it's appropriate 
! A12 I would like a job allowing me more authority I wish to get a job allowing me more authority 
! A13 I have to follow rules and regulations closely in my I have to follow the rules and instructions 
ob accurately in my, job 
! A14 1 have complete freedom to perform job-related tasks I have total freedom to carry out the tasks that 
are related to my, job 
! Items have been adapted from Hayes (1994) 
With reference to table 7.3, it can be seen that there is no major difference in the meaning 
between the original and the amended items. But the only difference among these items is 
replacing some of the words with synonyms meaning. For example, in Q2 "I have a lot of 
responsibility in my job", this items was modified to be "I have many responsibilities when 
I'm on duty". In the same way with questions Q3, Q5, Q6, Q7, Q9, and Q14. 
Page 188 
Samer AI-Sabi Chapter VII 
Concerning other variables (e. g., psychological empowerment, service recovery performance, 
managerial support, experience, training, and customer behaviour and customer satisfaction) 
there is no significant difference between the original and amended items, despite this, little 
modifications has done due to the translation matter. Tables from 7.4 to 7.10 below show the 
adapted items of the original English version and the amended items of back translation 
version. 
Table 7.4: Items and Amended Items (Psychological Empowerment) 
NO Items Amended Items 
! B1 The work I do is very important to me (M) The work I do is very important to me (M) 
! B2 job activities are personally meaningful to n The work activities that I do are personally 
(M) significant to me (M) 
! 133 The work I do is meaningful to me (M) The work I do is significant to me (M) 7B4 lam confident about my ability to do my job I am self-assured in my ability to do my work 
(C) (C) 
! B5 I am self-assured about my capability to I am self-assured in my capability to perform my 
perform my work activities (C) duties (C) 
! B6 I have mastered the skills necessary for my job I'm proficient in the necessary skills for my work 
(C) (C) 
! B7 I have significant autonomy in determining how I have a lot of independence in how I do my 
I do my job (S) work (S) 
! B8 1 can decide on my own how to go about doing I can decide how to do my work by myself (S) 
my work (S) 
! B9 I have considerable opportunity for 1 have adequate opportunity to do my job 
independence in how I do my job (S) independently 
! B10 My impact on what happens in my department I have a great effect on what happens in my 
is large (1) department (1) 
! Bl 1 I have a great deal of control over what happens I have a good capacity to control things 
if they 
in m, department (I) occur in the department where I work (I) 
! BI2 1 have significant influence over what happens I have a great effect on what happens in the 
in my department (1) department where I work (I) 
! Items have been adopted from Spreitzer (1995). 
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Table 7.5: Items and Amended Items (Service Recovery Performance) 
m ý 
Cl I apologised for the inconvenience that the 
problem had brought to the customer 
Chapter VII 
I apologised for the inconvenience that the problem 
had brought to the customer 
VAt'd 
ISR 
*C2 I gave compensation for the current stay in the I compensate the customer with (discount, better T 
hotel (e. g. discount, upgrade, F&B, etc) room, drinks and food, etc) 
*C3 I expressed regret for the mistake that the hotel had I expressed my regret because of the hotel's ISR 
made mistake 
*C4 I admitted responsibility for the mistake I admitted my responsibility for the mistake ISR 
*C5 1 listened to the customer and I got the point of the I listened to the customer and understood his ISR 
complaint complaint 
*C6 I listened to the customer and I repeated what they I listened to the customer and I repeated their ISR 
wanted request 
*C7 I offered complimentary coffee or tea I offered the customer complimentary tea or coffee T 
*C8 Once the customer had the problem, I provided As soon as the customer faced the problem, I gave ISR 
him or her with individual attention him my private attention 
*C9 1 made a note and I updated the customer profile I wrote a note and updated the customer's file ISR 
*C10 I took ownership of the customer problem I took ownership of the customer problem ISR 
C11 -T-ensured by myself that the problem has been I made sure by myself of solving the problem ISR 
solved 
*C12 I asked my managers to contribute to solving the I asked my managers to contribute in solving the ISR 
customer problem customer's roblem 
*C13 I provided assurance that the problem would not I ensured the customer that the problem wouldn't ISR 
occur again happen again 
*C14 I offered a discount for a higher room category I offered the customer a discount to take a better 
T 
class room 
*C 15 I offered an upgrade to a higher room category I offered the customer a better class room 
T 
*C16 I took my own responsibility towards the customer I solved the customer's problem on my own 
ISR 
problems responsibility 
*C17 I told the customer what I had done to solve the 1 told the customer what I had done to solve the 
ISR 
problem problem 
*C18 I gave compensation for a future stay in the hotel I offered the customer a free stay in the hotel 
in the T 
future 
*C19 I explained why the problem had happened I explained the causes of the problem 
ISR 
*C20 I told the customer what I was going to do the I told the customer what I was going to 
do to solve ISR 
rectify the problem his/her Problem 
! C21 Considering all the things I do, I handled this dealt with 
ISR Considering all things that I do, I 
dissatisfied customers quite well dissatisfied customers properly 
! C22 I do not mind dealing with complaining customers I don't mind dealing with complaining customers 
ISR 
! C23 No customer I deal with leaves with problems There are no customers with whom 
I've dealt, left ISR 
unresolved the hotel without I solved their problems 
! C24 Satisfying complaining customer is a great thrill to Satisfying a complaining customer 
is something ISR 
me interesting to me 
7725 Complaining customer I have dealt with in the past The customers who faced problems which 
I dealt ISR 
arc among today's most loyal customers with are now loyal customers 
1: Tangible service recovery and ISR: Intangible service recov 
Items have been taken from the preliminary study 
Items have been adapted from Boshoff and Allen (2000) 
*cl 
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Table 7.6: Items and Amended Items (Customer Satisfaction) 
Chapter VII 
NO 
*D1 
Items 
The customer was happy about the given solution 
Amended Items 
The customer was pleased with the solution 
*D2 The customer was very appreciative of me The customer was grateful to me 
*D3 The customer tone of voice changed positively The customer's tone of voice changed positively 
*D4 The customer said "you made it right and you 
restored my feelings to the hotel" 
The customer said " you did the right thing and made 
me feel ood about the hotel again" 
*DS The customer was very happy after solving their 
problem 
The customer was happy after solving his/her 
problem 
*D6 The customer came to see me before they left the 
hotel 
The customer came to see me before leaving the hotel 
*D7 The customer appreciated the time given to solving 
his/her problem 
The customer appreciated the time you devoted to 
solving his/her problem 
*D8 The customer showed their gratitude to me The customer showed his/her gratitude to me 
*D9 The customer screamed at me The customer shouted at me 
*D10 The customer complained about me The customer made a complaint against me 
*D11 The customer walked away and ignored me The customer went away and ignored me 
*D12 The customer would not accept the solution given by 
me 
The customer refused the solution that I offered 
*D13 I he customer was sweating and very angry The customer was sweaty and nervous 
Items have been taken from the preliminary study 
Table 7.7: Items and Amended Items (Managerial Support) 
NO It Amended Items ems 
! F1 My manager is very concerned about the welfare My manager is interested in the employees' welfare 
of those under him or her and ha piness of those who work under his command 
! F2 My manager is willing to listen to work-related My manager is willing to listen to the problems that are 
problems related to work 
! F3 My manager gets involved when things become My manager interferes when matters get 
difficult 
difficult at work 
*F4 I am proud of my manager because they have I am proud of my managers because they improved my 
im roved my skills skills 
*F5 My manager is always there to support me My manager is always available to support me 
*F6 My manager is always available for help and My manager is always available to offer the help and 
support support 
F7 My manager does not force me to do things My manager doesn't force me to work anything outside 
outside my job description. of my duty 
Items have been adopted from Bell et al., (2004). 
Items have been taken from the preliminary study 
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Table 7.8: Items and Amended Items (Experience) 
Chapter VII 
NO Items Amended Items 
*Gl I learned from experience how to make the I learnt from experience how to make the customer 
customer happy happy 
*G2 I know how managers think I know how the manager thinks 
*G3 I know what things need to be done I learnt what things have to be done 
*G4 I know how things need to be done I know how things need to be done 
*G5 I know what customers want and what they expect I know the customers' needs and expectations 
*G6 I have learned how to speak to customers I learnt how to talk to the customers 
*G7 I have learned how to deal with customers I learnt how to deal with customers 
*G8 I have learned how to notice the feelings in the I know how to notice the feelings in different 
situations situations 
*G9 I have learned how to calm customers so that they I learnt how to make the customer calm in order to 
speak at a normal level talk in a natural tone 
*G10 I know well how my department works and how I know well how to do the work in the department and 
to direct customers when they ask for specific how to direct the customers when they ask specific 
_ 
things things 
*Gil ,. I have learned how to response quickly to I learnt how to respond quickly to solve the 
customer problems customer's problem 
*G 12 I have learned from my previous manager that I learnt from m}y former manager that the priority 
is 
customers come first for the customer 
G13 F* I have learned how to satisfy customers and I learnt how to satisfy the customers and exceed their 
.. 
exceed their expectations expectations 
*Items have been taken from the preliminary study 
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Table 7.9: Items and Amended Items (Training) 
Chapter VII 
NO Items Amended Items 
! EI At my hotel, training programmes focus on how to In the hotel where I work, the training 
improve service recovery performance programme focuses on how to improve service 
correction performance 
! E2 At my hotel, sufficient time is allocated for training In the hotel where I work, they dedicate 
adequate time for training 
! E3 At my hotel, training programmes are consistently In the hotel where I work, there is constant 
evaluated evaluation of the training programmes 
! E4 At my hotel, the training is useful In the hotel where I work, training is considered 
useful to the employee 
!! E5 !! E5 At my hotel, employees receive continued training to In the hotel where I work, the employees receive 
provide good service training constantly on how to give good service 
!! E6 At my hotel, employees receive extensive customer In the hotel where I work. the employees receive 
service training before they come into contact with intensive training on how to serve customer 
customers before dealing with the customer 
!! E7 At my hotel, employees receive training on how to In the hotel where I work, the employees receive 
serve customers better training on how to give the service in the best 
way 
!! E8 At my hotel, employees are trained to deal with In the hotel where I work, the employees are 
customer complaints trained to deal with customer complaints 
U12 At my hotel, employees receive training on how to In the hotel where I work, the employees receive 
deal with customer problems training on how to deal with customers' 
problems 
! lEI0 At my hotel, employees receive training on how to In the hotel where I work, the employees receive 
deal with complaining customers training on how to deal with customer 
complaints 
*EI I At my hotel, employees receive training on how to In the hotel where I work, the employees receive 
make the customer happy training on how to make the customer happy 
*E9 At my hotel, employees receive training on how to In the hotel where I work, the employees receive 
s eak with customers trainin on how to talk to customers 
*E13 At my hotel, employees receive training on how not In the hotel where I work, the employees receive 
to lose sight of common sense at work training on how not to lose the good sense at 
work 
*E14 At my hotel, employees receive training on In the hotel where I work, the employees receive 
complaint handling and problem solving training in how to deal with customer 
complaints and in how to solve them 
'Items have been adopted from Rogg et al., (2001) ý°Items have been adopted from Boshoff and Allen (2000) 
* Items have been taken from preliminary study 
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Table 7.10: Items and Amended Items (Customer behaviour) 
Chapter VII 
NO Items Amended Items 
*H1 At my hotel, most customers allow us to fix In the hotel where I work most customers allow us to 
problems for them solve the problems they face 
*H2 At my hotel , most customers help employees to In the hotel where I work most customers help us to 
solve their problems solve their problems 
*H3 At my hotel, some difficult customers make In the hotel where I work some customers are 
things harder ungovernable so they make the solution for their 
problem more difficult 
*H4 At my hotel, some customer will not listen to In the hotel where I work some customers don't listen 
any solution to the solution to any problem 
*115 At my hotel, some customer will not listen either In the hotel where I work some customers don't listen 
to me or the duty manager to either the duty manager or me 
*H6 The status of the customer hinders me in dealing The customer's status prevents me from dealing with 
with the situation effectively the situation effectively 
* Items have been taken from preliminary study 
7.7: Reliability and Validity of the Scale 
Although, this study tends to use an existing scale for measuring structural empowerment and 
psychological empowerment as well as its own scale for measuring service recovery 
performance and customer satisfaction, it is necessary to ensure the quality of measurement. 
In order to do so, the researcher must focus on both the validity and reliability of the measure 
and its different forms. Zikmund (2003) defined validity as the ability of a scale or measuring 
instrument to measure what is intended to be measured. Reliability is the degree to which 
measures are free from error and therefore yield consistent results (Zikmund, 2003). 
Malhotra and Birks (2007) suggested different approaches for assessing reliability, these 
approaches including; test-retest, alternative-form and internal consistency. Figure 7.2 shows 
different forms of reliability. 
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Figure 7.2: Different Forms of Reliability 
Reliability i 
Test/ Alternative Internal 
re-test -forms consistency 
Source: adapted from Malhotra and Birks 2007, p. 356. 
7.7.1: Test-Retest Reliability 
Chapter VII 
The test-retest method is the most obvious way of testing stability (Zikmund, 2003). This 
involves administering a scale or measure on one occasion and then re-administering it to the 
same sample under the same conditions on another occasion (Bryman, 2008). The time 
interval between the two occasions is typically two to four weeks. The degree of similarity 
between the two occasions is determined by computing a correlation coefficient (Malhotra 
and Birks, 2007). If the correlation is low, the measure would appear to be unstable, 
implying that respondents' answers cannot be relied upon. In contrast, if the correlation is 
high, the measure then would appear to be stable, implying that respondents' answers can 
be 
relied upon (Bryman, 2008). 
This kind of test has been criticized in various ways. First, it is sensitive to the time interval 
between testing: the longer the time interval between the two occasions, the lower the 
likelihood that respondents will answer the same way (Saunders et al., 2007). Second, it is 
possible for initial measurement to alter the characteristics being measured (i. e. changing the 
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attitudes of the respondents) (Malhotra and Birks, 2007). Third, the first measurement may 
have a carryover effect to the second measurement i. e. respondents may try to remember 
answers they gave the first time. However, it is difficult to persuade respondents to answer 
the same questionnaire twice. Because of these problems, Malhotra and Birks, 2007 and 
Saunders et al., 2007, suggested that the test-retest approach is best applied in conjunction 
with other approaches, such as alternative-forms reliability. 
7.7.2. Alternative-Forms Reliability 
Alternative-forms reliability is defined as "an approach for assessing reliability that requires 
two equivalent forms of the scale to be constructed and then the same respondents to be 
measured at two different times" (Malhotra and Birks, 2007, p. 357). The main problems 
with this approach are that it is difficult and it requires the alternative sets of scale to have the 
same means, variances and intercorrelations. In addition, it is time consuming and expensive 
to construct an equivalent form of the scale. A low correlation between the results of the two 
scales may indicate an unreliable scale or non-equivalent forms (Malhotra and Birks, 2007). 
7.7.3: Internal Consistency Reliability 
The final approach for measuring reliability is internal consistency. It 
is used when the 
researcher has a multiple-item measure in which respondents' answers to each question are 
aggregated to form an overall score (Bryman, 2008). In other words, it measures the 
consistency of responses across either all questions or a subgroup of question 
from the 
questionnaire (Saunders et al., 2007). 
Page 196 
Samer AI-Sabi Chapter VII 
Malhotra and Birks (2007) suggested that there are two ways of measuring internal 
consistency, either split half reliability or Cronbach's alpha. The split half reliability is 
performed by taking half of the items from a scale (for example odd-numbered items, even 
numbered items or randomly) and checking them against the results from the other half. The 
two scale halves should correlate highly and they should also produce similar scores 
(Zikmund and Babin, 2010). High correlation and similar scores between the two halves 
indicate high internal consistency. 
The problem in this method is that the results will depend on how the scale items are split. 
Thus, a popular a method of overcoming this problem is to use the coefficient alpha 
(Cronbach's alpha). Coefficient alpha is considered to be the most common method of 
assessing the consistency of the items scale. It estimates internal consistency by calculating 
the average of all possible split-half-reliabilities for a multiple item scale. Coefficient alpha 
can only take on values from 0, meaning no consistency among items, to 1, meaning 
complete consistency (Zikmund and Babin, 2010). 
In general, scales with a coefficient alpha between 0.80 and 0.96 are considered to 
have very 
good reliability. Scales with a coefficient alpha between 0.70 and 0.80 are considered to have 
good reliability, and an alpha value between 0.60 and 0.70 reveals fair reliability. 
Finally, 
when the coefficient alpha is below 0.60, the scale indicates poor reliability 
(Hair, Black, 
Babin, Anderson and Tatham, 2006). 
Validity has been defined by Malhotra and Birks (2007, p. 358) as "the extent to which a 
measurement represents characteristics that exist in the phenomena under investigation". 
They suggested three tests to assessing validity. Figure 7.3 shows different tests of validity. 
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Figure 7.3: Different Tests of Validity 
Validity 
Chapter VII 
Content Criterion Construct 
Source: adapted from Malhotra and Birks 2007, p. 356. 
7.7.4: Content Validity (face validity) 
Content validity refers to the subjective agreement among professionals that a scale logically 
reveals the concepts being measured (Zimkund and Babin, 2010). Bryman (2008) indicated 
that content validity is essentially an intuitive process. It aims to ask other people whether the 
measure seems to be getting at the concept that is the focus of attention. In other words, 
asking the experts of a field to act as a judge and to determine whether the measure seems to 
reflect the concept concerned or not. If the test items convince experts that the items match 
the definition, the scale is said to have face validity (Zikrnund and Babin, 2010). 
As this study intended to translate the questionnaire from English to Arabic, it is necessary to 
examine its face validity. In this study, the researcher has examined the face validity of the 
questionnaire's items by conducting a pilot study, and has shown it to a small sample of 
employees who are working in the front office department in different five-star hotels in 
Jordan, as well as to a number of faculties at colleges of archaeology, tourism and hotel 
management in Al-Hussein Bin Talal University, Petra, Jordan. 
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7.7.5: Criterion Validity 
Criterion validity reflects whether a scale performs as expected in relation to other selected 
variables (criterion variables) as a meaningful criteria (Malhotra and Birks, 2007). Criterion 
validity has been classified as either concurrent validity or predictive validity depending on 
the time sequence in which the new measurement scale and the criterion measure are 
correlated (Zikmund and Babin, 2010). 
On one hand, concurrent validity exists when a new measure is taken at the same time as the 
criterion measure and shown to be valid. Predictive validity, on the other hand, happens when 
the researcher collects data on the scale at one point in time and data on the criterion 
variables at another time and differentiates between them (Malhotra and Birks, 2007). The 
only difference between the two measures is the time dimension - that is, the predictor 
measure is separated in time from the criterion measure (Zikmund and Babin, 2010). 
7.7.6: Construct Validity 
This exists when a measure reliably measures and truthfully represents a unique concept 
(Zikmund and Babin, 2010, p. 337). This type of test requires a sound theory of the nature of 
the construct being measured and how it relates to other constructs. Four components of 
construct validity are suggested by Zikmund and Babin (2010): content validity (face 
validity), criterion validity, convergent validity and discriminant validity. Content validity 
and criterion validity were discussed in the preceding sections. Convergent validity reveals 
the extent to which the scale correlates positively with other measurements of the same 
construct, while discriminant validity reflects the extent to which a measure 
does not 
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correlate with other constructs from which it is supposed to differ. In other words, it 
demonstrates a lack of correlation among different constructs (Malhotra and Birks, 2007). 
Construct validity is the most sophisticated and difficult type of validity to establish 
(Malhotra, and Birks, 2007), although, multivariate procedures like factor analysis, which 
will be used in this study, is a useful tool in establishing construct validity (Hair et al., 2006). 
7.8: Sampling procedure 
7.8.1: Target Population 
This is the aggregation of elements from which the sample is actually drawn (Blumberg, 
2005). It is "any complete group of entities that share a common set of characteristics" 
(Zikmund and Babin, 2010, p. 412), which are the focus of investigation in the study. The 
target population must be defined in term of element, sampling unit, extent and time. 
Therefore, the employees who are working at front office department in all five-star hotels 
in 
Jordan, during September to December 2010 are considered to be the target population 
in this 
study. 
7.8.2: Sampling Frame 
According to the Jordanian Hotel Association 2010, the hotel industry in Jordan is divided 
into six groups, five-star hotels, four star hotels, three star hotels, two star hotels, and one star 
hotels as well as hotel apartments. Of these groups, and as this study examines the effect of 
empowerment on the service recovery performance of front office department employees in 
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five-star hotels in Jordan, all five-star hotels in Jordan are considered to be the sampling 
frame of this study. This study excludes the other groups in the hotel in industry because 
these groups do not following the hotel chains and they do not have a standard in recruiting 
the employees. 
7.8.3: Survey 
The study context is all five-star hotels in Jordan that represent a big portion in the Jordanian 
market. Most of these hotels are located in the capital Amman and in the main big cites in 
Jordan. All these hotels belong to international hotel chains, which have their own standards 
for hiring employees to perform the required services. Therefore, this context represents an 
ideal working environment to investigate the study's model. However, before starting the 
survey the researcher was able to contact the Jordanian Hotel Association and get the full 
details of these hotels in terms of their location and classification. Besides this, a formal letter 
was issued by Al-Hussein Bin Talal University to support and facilitate the survey (see 
appendix 4-A). 
Accessibility to the hotels was obtained by contacting personally the human resource 
managers in each hotel indicating the intention to conduct a survey in the front office 
department. They were informed about the title of this research, the purpose of it and the 
significance of updating information that is related to the empowerment and service recovery 
performance for front office agents in five-star hotels in Jordan. They were also informed that 
all obtained information would be kept confidential and would only be used for the purpose 
of the study. 
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The survey was undertaken between September and December 2010. A total of 25 five-star 
hotels in Jordan were contacted and subsequently approached for their participation in the 
survey. Only 15 hotels accepted to participate and hence, they constituted the sampling frame 
for this study. After having the permission from the hotel managements, the researcher has, 
given 35 questionnaires for each human resource manager in the 15 accepted hotels, 
requested each manager to distribute the questionnaires for all the employees working in the 
front office department. These include; receptionist, reservation, concierge, guest relations 
and etc. The number invited to participate was based on the total numbers of front office staff 
employed. Therefore, each employee, the element of analysis in this study, 
7.8.4: Sampling 
Sekaran (2003) suggested several sample methods from which a researcher can select a 
suitable sample that helps in answering the research question(s) and in achieving the 
objective(s). Sampling techniques are categorised into two groups; probability or 
representative sampling and non-probability sampling (Saunders et al, 2009; and Zikmund 
and Babin, 2010). 
In probability sampling, each member of the population has a known non-zero probability of 
being selected and is usually equal for all members, thus the resulting sample constitutes a 
representation of a population. With probability sampling it is possible to answer research 
questions and to achieve objectives that require statistical estimation for the characteristics of 
the population from the sample. In other words, probability sampling is often associated with 
survey as this study following and experimental research strategies (Saunders, et al., 2009). 
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Probability methods include random sampling, systematic sampling, and stratified sampling. 
While, in non-probability sampling, members are selected from the population in a non- 
random manner and the possibility to answer research questions or to achieve objectives that 
require statistical estimation is naught. Non-probability methods include convenience 
sampling, judgment sampling, quota sampling, and snowball sampling. Finally, the main 
important difference between probability and non-probability sampling is that sampling error, 
which is the degree to which a sample might differ from the population. In probability 
sampling, the sampling error can be calculated and known while in non-probability sampling, 
the sampling error remains unknown (Bryman and Cramer, 2005). 
In the light of the previous discussion, this study is more akin to judgement sampling method 
and the reasons behind this decision is that all the employees in the current study are 
inclusively working at front office department in five-star hotels in Jordan. The sample unit 
(element) of this population is one of the elements of the study population. It is the 
respondent who possesses the relevant data and to whom the questionnaire will be directed. 
That is, the employee in front office department who deals with the customer and provides 
hotel services to customers almost on a daily basis (e. g. receptionist, reservation concierge, 
doorman, bellboy and so on so forth). 
7.8.5: Sample Size 
Select an appropriate sample requires from the researcher to determine the sample size. 
In 
order to do so, there are many issues that must be taken into consideration with sample sizes 
because this refers to the fact that sample size can effect on a statistical test by making it 
sensitive in both small and large sample sizes (Hair et al., 2006). One of the major 
issues in 
determining the sample size is factor analysis. This issue is a matter in factor analysis. 
Across 
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several researchers, it is mentioned that the higher number of cases is the better. Pallant (2011) 
stated that small sample size results in less reliable correlations, therefore, larger sample is better. 
Tabachnick and Fidell (1996) suggested 300 cases at least, while Pallant (2011); and Hair et al., 
(2006) suggested that the preferable sample size for performing factor analysis is 100 and more 
cases but not less than 50 cases. 
A ratio of subjects to items is suggested to be between 5: 1 and 10: 1 (Pallant, 2011). Therefore, a 
scale of 25-item, which is the biggest scale in terms of its item number, requires a number of at 
least 250 (under the 10: 1 ratio) cases is recommended in this case to give valid and reliable 
results. On the other hand, same as factor analysis, the issue of sample sizes is a matter in 
multiple regressions because this also refers to the fact that the size of the sample has a direct 
influence on the appropriateness and the statistical power of multiple regressions (Hair et al., 
2006). Therefore, they suggested that the minimum sample size to run multiple regressions is 100 
cases. However, this study has aggregated 310 questionnaires and of these at least 298 cases will 
be used for analysis. 
7.9: Data Analysis Methods 
In order to analyse the gathered responses, all data must be coded and transferred into the 
statistical programme SPSS 18.0 Student Version for Windows software was used in social 
science research. It is necessary to use several analysis methods in this research. Choosing the 
appropriate statistical methods depends on the research question, research objectives and the 
type of the data (Saunders et al., 2009). This study plans to use several quantitative analysis 
methods, which include descriptive analysis, T-test, ANOVA test, factor analysis and 
multiple regression analysis. Descriptive analysis will be used for a purpose of providing a 
summary of the respondents' demographic profile (gender, age, nationality, years of 
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experience in hotel industry and front office department, educational background, 
employment mode, and current position at front office department) using median, means, and 
standard deviation and frequencies of the sample responses. 
T-test is a technique used to compare the mean score of two groups and to identify the 
differences among these groups. For instance, the proposition that the mean scores on some 
interval scaled variable will be significantly different from two independent samples or 
groups such as gender, while the ANOVA test will be used to compare the mean score of two 
or more groups and to identify the differences among four age groups (Zikmund and Babin, 
2010). 
Factor analysis is a technique of statistically identifying a reduced number of factors from a 
large number of measured variables (Zikmund and Babin, 2010). In other words, factor 
analysis aims to diminish the information contained in a large number of variables into a 
smaller number of factors. Thus, the main reason for using factor analysis is to simplify data 
(Hair et al., 2006). Two common types of factor analysis have been suggested 
by Zikmund 
and Babin (2010): exploratory factor analysis and confirmatory factor analysis. Exploratory 
factor analysis was used in this study in order to know how many factors are available or 
exist among a set of variables and to assess the construct validity of all the items of the study 
(Zikmund and Babin, 2010). 
In order to analyse and test the model and the developed hypotheses of this study, this study 
intended to use multiple regression analysis. Multiple regression analysis is a statistical 
technique that simultaneously develops a mathematical relationship between two or more 
independent variables and an interval-scaled dependent variable (Malhotra and Birks, 2007). 
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The R2 value reveals the proportion of the difference in the dependent variable and indicates 
the percentage of the variance in the criterion variable (dependent) as explained by all the 
predictor variables (independent) together. Thus, the larger R2 is the more the dependent 
variable associates with the independent variables being used for prediction. Hair et al., 
(2006) suggested that regression analysis should be used only when the dependent and 
independent variables are metric. In this study all the variables used are metric. The final 
consideration in using analysis methods such as factor analysis and multiple regressions is 
sample size. As mentioned earlier in the previous sections, this study has collected 310 
questionnaires and of these at least 298 cases were usable. This number is considered to be 
suitable to apply these tests (Hair et al., 2006). 
Finally, to test the mediation hypotheses, this study has adopted the Baron and Kenny's 
(1986) way in verifying whether the conditions of mediations are existed or not. Figure 7.4, 
shows the mediating model for the mediator variable. 
Figure 7.4: Mediating Model for Mediator Variable 
i` 
Independent 
Variable 
Mediator 
Variable 
Source: Adapted from Baron and Kenny (1986,1176). 
º Dependent 
Variable 
Figure 7.4, shows that there are three conditions should be checked to test the mediation 
variables. These include: 
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I. The independent variable must be correlated with the mediator variable in the first 
equation. 
2. The independent variable must be correlated with the dependent variable in the 
second equation. 
3. The mediator variable must be correlated with the dependent variable in third 
equation. 
If all these conditions have not been violated, then the next step is to put the independent, the 
mediator and the dependent variables in one regression equation. The perfect mediation effect 
appears, if the relationship between the independent and the dependent variable disappeared 
but if the relationship between the independent and the dependent is reduced, then this means 
that this relationship is partially mediated when the mediator variable is added in the model. 
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7.10: Conclusion 
This chapter has covered the second phase concerning the research methodology to be 
adopted in this study. The methodology of this research is quantitative, and relies on the 
survey method for the purpose of achieving the result of this study. A self-administration 
questionnaire will be used to collect the relevant data. This questionnaire will be translated 
from English into Arabic and then from back-translated from Arabic into English to check the 
accuracy of the translation. A pilot study will be conducted for the purpose of ensuring the 
questions are simple, clear, and easy for respondents to answer. This questionnaire will be 
distributed to all front office employees in five-star hotels in Jordan. Finally, descriptive 
analysis, t-test, one way ANOVA, factor analysis and multiple regression techniques will be 
used for analysing and testing the findings of the study. 
Page 208 
Chapter Eight 
Samer AI-Sabi Chapter VIII 
Chapter VIII: Measurement Quality and Descriptive 
Analysis. 
8.1: Introduction 
This chapter reveals the first part of the results and the analysis using the methods 
described in chapter 7. It includes nine sections. After this introduction, the chapter 
continues with the demographic profile of the sample study. Section three contains a 
set of Exploratory Factor Analyses (EFA) and reliability tests of the different scales 
used in this study. Convergent and discriminant validity and descriptive analyses will 
be covered in sections four and five. In sections six and seven the results of one-way 
ANOVA test and T-test are presented. Correlation analysis among the variables will 
be displayed in section eight and finally, the conclusion of the chapter will be 
presented in section nine. 
8.2: Profiles of the Respondents 
The field study, conducted in Jordan in September 2010, involved questionnaires 
distributed to those specifically working in the front office department at different 
five-star hotels in Jordan. 525 questionnaires were distributed and 310 questionnaires 
were returned. Of these 310 questionnaires, only 12 questionnaires were incomplete 
and therefore unusable. A total of 298 questionnaires were therefore used in the 
analysis. This represents a response rate of 56% of the employees included in the 
sample for the study. The description of the respondents' demographic profile 
follows. 
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8.2.1: Gender 
Figure 8.1 shows the distribution of sample by gender. 
Figure 8.1: Distribution of Sample by Gender 
Female 
21% 
. Male 79% 
Chapter VIII 
From 298 employee responses, 235 were male, representing 79% of the total, while 
63 were female constituting the remaining 21%. The results in figure 8.1 show that 
the majority of employees who are working in the front office department at five-star 
hotels in Jordan were male. This result is confirmed by the Ministry of Tourism & 
Antiquities Statistics (2010), which revealed that 90% of the hospitality workforces 
are comprised of men and 92% of hotel workforces is comprised of men. 
8.2.2: Age 
Figure 8.2 represents the distribution of sample by age. Five age groupings were used 
for this study. 
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Figure 8.2: Distribution of Sample by Age 
Chapter VIII 
In terms of age, 63% of the respondents were between the age of 20 to 29 years and 
they constitute the main age group in the sample (188 employees). They are then 
followed by those in the age group between 30 to 39 years which comprises 24% (72 
employees), and thirdly 28 of the employees are in the age range 40 to 49 years which 
constitutes 10%. Only I% and 2% of the employees were 50 years old and above and 
less than 20 years respectively. It can be seen from the above that the majority of the 
sample respondents were biased toward younger employees (below the age of 39), 
with only 11 % of the sample respondents above 40 years old. 
8.2.3: Nationality 
The nationality of the respondents was categorised into two groups. Figure 8.3 reveals 
the nationality distribution of the respondents. 
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Figure 8.3: Distribution of Sample by Nationality 
Non- 
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In relation to nationality, 99% of the respondents were Jordanian and they constitute 
the majority of the sample (295 employees), while only 1% of respondents were non- 
Jordanian, (3 employees). This result is confirmed by the Ministry of Tourism & 
Antiquities Statistics (2010), which revealed that 81% of the total hospitality 
workforce is Jordanian and 88% of the hotel workforce is Jordanian. 
8.2.4: Education level 
Figure 8.4 shows the distribution of the respondents by the highest level of education 
obtained. 
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Figure 8.4: Distribution of Sample by Education Level 
Chapter VIII 
As figure 8.4 shows, 5% of the sample respondents had a master degree, while 65.4% 
of the sample respondents had a bachelor degree. 12% of the sample respondents had 
a diploma certificate, 15% had a secondary education and 3% had a primary school 
education. The educational level categories reveal that the majority of the respondents 
(195) had a bachelor degree. This is a typical distribution for the workforce in five- 
star hotels in Jordan, because most of these hotels prefer to hire well educated 
employees with either bachelor degree, diploma degree or even with a secondary 
education. On the other hand, it can be noticed also that only 16 employees had 
master degrees and these tend to be promoted to perform managerial positions in the 
front office department rather than working as a receptionist or a concierge. 
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8.2.5: Current Position at Front Office Department (FOD) 
For the purpose of this research five positions were used. Figure 8.5 shows the 
distribution across these five positions. 
Figure 8.5: Distribution of Sample by Current Position at FOD 
As showed in figure 8.5,43% of the respondents were working as receptionists. It is 
followed by those working as guest relations or concierge which both comprise 
equally 18.5%. Some 13% of the respondents were working in reservations and 7% 
were working as telephone operators. It is worth noting that the receptionist, guest 
relation and concierge positions are classified in this study as `Front of House' 
employees, while the two other classifications are considered as `Back of House'. 
According to these classifications, it can be noticed that 80% of the employees is 
working in positions in 'front of house' which involve direct face to face customer 
contact while the rest of the sample, working `back of house' will engage in 
technology mediated interactions only. 
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8.2.6: Employment Mode 
Figure 8.6 presents the distribution of the sample by mode of employment. 
Chapter VIII 
Figure 8.6: Distribution of the Sample by Mode of Employment 
Part-time 
7% 41 
Full-time 
93% 
From 298 employees, 277 employees were full-time, 93% of the total, while 21 
employees were part-time constituting the remaining 7%. The results in figure 8.6 
show that the majority of employees working in the front office department in five- 
star hotels in Jordan were full-time employees. 
8.2.7: Experience in Front Office (FO) 
Figure 8.7 presents the distribution of years of work experience in front office. 
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Figure 8.7: Years of Work Experience in Front Office 
Chapter VIII 
From figure 8.7, it is clear that the majority of employees, 1 11 or 37% have worked 
between I and 2 years, 81 employees or 27% have worked between 3 and 4 years, 
followed by those who have worked between 5 to 7 years (59 employees or 20%). 
Only 16% of employees have more than 8 years working experience (47 employees). 
8.2.8: Experience in the Hotel Industry (HI) 
Figure 8.8 presents the distribution of the sample experience in the hotel industry. 
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Figure 8.8: Experience in the Hotel Industry 
Chapter VIII 
It is apparent from the figure above that the majority of employees, 103 or 35% have 
worked between 1 to 3 years, 88 employees or 29% have worked between 4 and 6 
years, followed by those who have worked between 7 to 9 years (46 employees or 
15%). Only 21% of employees have more than 10 years working experience (61 
employees). 
8.3: Validity and Reliability of the Scales 
As explained in chapter 7, this study has used several scales for testing its hypotheses 
and the developed model. Some of these scales were successfully used in previous 
studies and revealed good results in terms of its validity and reliability, while the other 
scales were not well developed scales. Exploratory factor analysis was performed on 
each scale in this study for the purpose of establishing construct validity, as well as 
calculating the Cronbach's alpha which is used to evaluate and assess the reliability of 
the used scales (internal consistency). 
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Finally, convergent and discriminant validity were assessed to establish external 
validity of the scales and the results afterwards, using SPSS version 18. 
A principal component analysis method with Varimax rotation was used to identify 
the significant factor loadings in this study. Varimax rotation was chosen firstly 
because most of the studies and the measures previously developed have used this 
approach. Varimax rotation has proved a successful approach to obtaining an 
orthogonal rotation of factors and it is a preferred method when the research goal is to 
reduce data to either a smaller number of variables or a set of uncorrelated measures 
for further use in other multivariate techniques (Hair et al., 2006). 
The 104 items of the questionnaire divided into eight different scales were subjected 
to separate principal components analyses using SPSS. To determine the suitability of 
carrying out exploratory factor analysis on the items, each scale has to comply with 
three basic conditions (Hair et al., 2006; and Tabachnick and Fidell, 2007): 
" The correlation matrix is acceptable when coefficient show a minimum of 
0.30. 
"A Kaiser-Meyer-Olkin (KMO) index range from 0 to 1, with 0.60 suggested 
as the minimum value, suggests suitability for good factor analysis. 
" The Bartlett's test of Sphericity should be significant (P<0.05) for the 
factor 
analysis to be considered appropriate. 
Table 8.1 shows factor analysis conditions checked for the collected data. 
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Table 8.1: Factor Analysis Conditions 
Chapter VIII 
Curren t Study 
SE* PE SRP CS MS EX TR CB 
Correlation > 0.30 > 0.30 > 0.30 > 0.30 > 0.30 > 0.30 > 0.30 > 0.30 
Matrix (See (See (See (See (See (See (See (See 
Appendix Appendix Appendix Appendix Appendix Appendix Appendix Appendix 
5-A) 5-B) 5-C) 5-D) 5-E) 5-F) 5-G) 5-I1) 
KMO 
. 872 . 887 . 875 . 870 . 
926 . 931 . 947 . 703 Bartlett's 0.000 0.000 0.000 0.000 0.000 0.000 0.000 0.000 
Test of 
Sphericity 
SE: Structural Empowerment, PE: Psychological Empowerment, SRP: Service Recovery Performance, CB: 
Customer Behaviour, TR: Training, MS: Managerial Support, EX: Experience, CS: Customer Satisfaction 
At first consideration, it was found that the customer behaviour scale had a number of 
coefficients showing less than 0.30 which would have violated the conditions for the 
factor analysis. In order to resolve this problem, this study had used only the original 
four negative items of customer behaviour. 
At second consideration, customer satisfaction with 13 items (8 positive items and 5 
negative - reversed items) had also showed that the correlation matrix of many 
coefficients is less than of 0.30 which would have violated the conditions for the 
factor analysis. Therefore, this study had only used the 8 positive item of customer 
satisfaction and deleted the negative five items of customer satisfaction. After all this, 
all scales in this study clearly met the conditions of factor analysis. To Summary: 
" The correlation matrixes of this study had revealed the presence of many 
coefficients of 0.30 and above. 
"A Kaiser-Meyer-Olkin test ranged from 0.70 to 0.94, which confirms that all 
of them are above the minimum requirement of 0.60. 
Page 219 
Samer AI-Sabi Chapter VIII 
" The Bartlett's test of Sphericity had reached statistical significance of (0.000) 
for all variables, which supports the notion of factorability of the correlation 
matrix. 
8.3.1: Validity and Reliability of the Structural Empowerment Scale 
The items of structural empowerment scale were derived from Hayes's scale (1994), 
the 14 items of the structural empowerment were subjected to a principal component 
analysis (PCA) with varimax rotation. The final result reveals that only one 
component with an Eigenvalue exceeding one can be extracted. A look at the Scree 
Plot (See Appendix 6-A) showed a clear break after the first component. Table 8.2 
presents the result of factor analysis. 
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Table 8.2: Results of Factor Analysis for Structural Empowerment 
Rotated Component Matrix (Structural Empo werment) 
Factor Loadings 
1 Communality 
Structural Empowerment 
I am encouraged to handle job-related problems 0.79 
0.61 
I am encouraged to use initiative when dealing with job-related 0.78 
0.61 
_problems 
I have a lot of control over how I do my job 0.77 
0.58 
I have authority to correct problems when they occur 0.76 
0.57 
1 do not need management approval before I handle job-related 0.68 
0.45 
problems 
I am allowed to take charge of problems requiring immediate attention 0.67 
0.44 
I am allowed to do almost anything to do a high quality job 0.65 
0.42 
Eigenvalue 3.7 
Percentage of Variance explained % 53% 
Total of Variance explained % 53% 
As shown in table 8.2, the result of the factor analysis reveals only one component 
with an Eigenvalue exceeding 1. The one component solution is consistent with 
previous studies which considered structural empowerment as one-dimensional 
construct. The only difference between this study and the previous studies was 
based 
on the number of the items that have been used to measure structural empowerment. 
This was supported by previous studies which suggested that structural empowerment 
as one-dimensional construct may vary from context to context and 
depends on the 
researcher and possibly on the relationships they are trying to investigate, e. g. what 
influences empowerment (Hartline and Ferrell, 1996; Chebat and Kollias, 
2000; and 
Savery and Luks, 2001). Items loadings on this component ranged from 0.65 to 0.79 
and all the items loadings were above 0.65. The one dimension solution explained a 
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total of 53% of variance. These results provide evidence for the construct validity of 
the scale. In order to assess the reliability of the structural empowerment scale, the 
Cronbach's alpha was calculated to assess internal consistency of the scale. Table 8.3 
shows the reliability of the one factor solution of structural empowerment. 
Table 8.3: Reliability of the Structural Empowerment Scale 
Scale Component 
Item to Total 
Correlation 
SEI6, I am encouraged to use initiative when dealing with job-related 0.67 
problems 
SE19,1 am encouraged to handle job-related problems 0.66 
SEI 7, I have a lot of control over how I do my job 0.64 
SE03, I have authority to correct problems when they occur 0.66 
SE26, I am allowed to take charge of problems requiring immediate 0.55 
attention 
SE 18, I do not need management approval before I handle job-related 0.55 
roblems 
1 
SE01, I am allowed to do almost anything to do a high quality job 0.51 
ml= 
As shown in table 8.3, the Crobach's alpha Coefficient of the structural 
empowerment scale is 0.84. This value exceeds the recommended value of 
internal 
consistency of (0.70). Items to total correlation coefficients for the scale ranged 
from 
0.51 to 0.67. When the number of items to be measured is below 10, Pallant 
(2010) 
suggests that two measures of internal consistency should be used: the item total 
correlation and the inter item correlation as shown in table 8.4. Hair et al., (2006, p. 
137) indicated that the inter-item correlation should be more 0.30 and the correlation 
of the items to the summated scale should be more than 0.50 to be meaningful, while, 
Briggs and Cheek (1986) recommended an optimal range for the inter-item correlation 
of 0.20 to 0.40. Further, table 8.4 shows the results for structural empowerment of 
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inter-item correlation and correlation with the summated scale (See Appendix 7 for 
the other scales of the study). 
Table 8.4: Results of Inter-Item Correlation of the Structural Empowerment 
ý 1.000 
0 1 SE26 Structural 
II 11 II '1 
. 586 1.000 
. 366 . 423 1.000 
388 . 504 . 585 1.000 
. 289 . 477 . 432 . 389 1.000 
. 364 . 456 . 652 . 541 . 448 
1.000 
. 308 . 42 7 . 479 . 386 . 
403 . 415 
1.000 
. 651 . 763 . 773 . 730 . 
709 . 763 . 
671 1.000 
Table 8.4 shows that most of the inter-item correlations are significant and exceed the 
accepted level of 0.30 and the correlations with the summated scale (structural 
empowerment) are all significant and above 0.50, which indicate acceptable levels of 
reliability. 
8.3.2: Validity and Reliability of the Psychological Empowerment 
Scale 
As mentioned in section 7.8.2, the psychological empowerment was developed 
based 
on four dimensions and each dimension consists of three items (Spreitzer, 1995). 
The 
12 items of the psychological empowerment were subjected to a principal component 
analysis (PCA) with varimax rotation. The final result shows that only two 
components with an Eigenvalue exceeding one are extracted. A 
look at the Scree Plot 
(See Appendix 6-B) shows a clear break after the second component. 
Table 8.5 
presents the result of the factor analysis. 
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Table 8.5: Results of Factor Analysis for Psychological Empowerment 
Rotated Component Matrix (Psychological Empower ment) 
Factor loading 
1 2 Communality 
Psychological Empowerment 
Factor (1) 
MPE02, The work I do is very important to me 0.83 
0.72 
CPE04, I am self-assured about my capability to perform my work activities 0.83 
0.72 
MPE07, The work I do is meaningful to me 0.79 
0.66 
CPE05, I have mastered the skills necessary for my job 0.74 
0.62 
MPE09, My job activities are personally meaningful to me 0.70 
0.56 
Factor (2) 
SPE23, I have considerable opportunity for independence in how I do my job 0.85 
0.73 
SPE22, I can decide on my own how to go about doing my work 0.79 
0.71 
1PE24, My impact on what happens in my department is large 0.72 
0.60 
Eigenvalue 4.2 1.2 
Percentage of Variance explained % 51.8 15.2 
Total of Variance explained % 67% 
From table 8.5, it can be seen that the exploratory factor analysis has revealed 
unexpected and different results from those obtained by the original instrument used 
to capture four dimensions (Spreitzer, 1995). It appears that there are only two 
components with only 8 items representing psychological empowerment. The 
first 
component, called in the previous studies `attitude', reflects two dimensions of the 
original psychological empowerment (meaning and competence) with the exception 
of one item (i. e. I am confident about my ability to do my job) which 
has been 
deleted. In this study, the first factor `attitude' comprised three of the meaning 
items 
and two of the competence items. Items loadings on this component ranged 
from 0.70 
to 0.84. Likewise with the second component, which called in the previous studies 
`influence', and reflects the other two dimensions of the original psychological 
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empowerment (self-determination and impact) with the exception of three items (i. e. I 
have significant autonomy in determining how I do my job, I have a great deal of 
control over what happens in my department and I have significant influence over 
what happens in my department) which have been deleted. The second factor 
`influence' comprised two items of the self-determination statements and one item of 
the impact items. Items loadings on this component ranged from 0.72 to 0.85 and all 
the item loadings were above 0.70. It would appear, based on the results of the EFA 
and other previous studies (Conger and Kanungo, 1988; Thomas and Velthouse, 1990; 
Spreitzer, 1995; and Lee and Koh, 2001) that this measure is not stable. 
However, the results are inherently consistent. Both the meaning and competence 
scales are related to employee's value and belief on how well they will perform their 
goals or tasks, while self-determination and impact both are related to employee's 
ability and choice in influencing, initiating and regulating their own work. The two 
newly extracted components from the current study are supported by one previous 
study that used Spreitzer's scale in the restaurant industry (Kim and George, 2005). 
The two component solution explained a total of 67% of variance. These results 
provide evidence for the construct validity of the scale. In order to assess the 
reliability of the psychological empowerment scale and sub-scales, the Cronbach's 
alpha is used to assess the internal consistency of the scale and two subscales 
extracted from the EFA. Table 8.6 shows the reliability of the two components 
solution of psychological empowerment. 
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Table 8.6: Reliability of the Psychological Empowerment Scale 
Scale Component Itern-Total Cronbach'sl 
Correlations Alpha 
Attitude 
MPE02, The work I do is very important to me 
0.74 0.87 
CPE04, I am self-assured about my capability to perform my work activities 
0.73 
MPE07, The work I do is meaningful to me 
0.71 
CPE05, I have mastered the skills necessary for my job 
0.66 
MPE09, My job activities are personally meaningful to me 
0.62 
Influence 
SPE23, I have considerable opportunity for independence in how I do my 
0.61 0.76 
'ob 
SPE22, I can decide on my own how to go about doing my work 
0.63 
1PE24, My impact on what happens in my department is large 
0.54 
From table 8.6, it can be seen that the Cronbach's alpha coefficient of the `attitude' 
and `influence' dimensions is 0.87 and 0.76, respectively. These values exceed the 
recommended value of internal consistency of 0.70. The results of the item to total 
correlation coefficients indicate that each item contributes importantly to the 
measurement of the psychological empowerment. Coefficients in the `attitude' 
dimension range from 0.62 to 0.74 and in the `influence' dimension from 0.54 to 
0.63. 
The psychological empowerment scale with only two factors and 8 items appears to 
be valid and reliable, based on the Factor analysis and reliability analyses. 
8.3.3: Validity and Reliability of the Service Recovery Performance 
Scale 
The service recovery performance scale comprises of 25 items. To construct the scale, 
5 items were taken from the Boshoff and Allen (2000) scale and 20 
items were 
developed from the preliminary study discussed in chapter six. The 25 items were 
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subjected to PCA with varimax rotation. The results of the EFA show that two 
components are extracted with an eigenvalue exceeding one. A close look at the Scree 
plot (See Appendix 6-C) shows a clear break after the second component. Table 8.7 
displays the results of the factor analysis. 
Table 8.7: Results of Factor Analysis for Service Recovery Performance 
Rotated Component Matrix Service Recovery Performance 
Factor Loading 
1 2 Communality 
Service Recovery Performance 
Tangible Service Recovery 
TSR04,1 gave compensation for the current stay in the hotel (e. g. 
discount, upgrade, F&B, ect) 
. 
80 . 67 
TSROS, I offered a discount for a higher room category 80 . 
70 
TSR03,1 offered an upgrade to a higher room category . 79 . 
65 
TSR02, I gave compensation for a future stay in the hotel . 70 . 
50 
TSROI, I offered complimentary coffee or tea 63 . 
50 
Intangible Service Recovery 
PSR04, I expressed regret for the mistake that the hotel had made . 76 . 
59 
PSR03,1 admitted responsibility for the mistake . 73 . 
53 
PSROI, I apologised for the inconvenience that the problem had brought 
to the customer 
. 72 . 52 
I'SR08, I asked my managers to contribute to solving the customer 
problem 
. 71 . 
54 
PSRI 7, Considering all the things I do, I handled this dissatisfied 
customers quite well . 
66 . 47 
PSR16,1 provided assurance that the problem would not occur again . 62 . 
45 
PSR09,1 told the customer what I had done to solve the problem . 57 . 
40 
PSR11, I ensured by myself that the problem has been solved . 54 . 
38 
PSR20,1 told the customer what I was going to do the rectify the 
problem 
53 . 36 
_ Eigenvalue 5.1 1.8 
Percentage of Variance explained % 37% 
13% 
Total of Variance explained % 
0 50% 
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As shown in table 8.7, the results of the factor analysis show two components with 14 
items representing service recovery performance. In constructing the instrument based 
on the literature the intention was to develop two dimensions: tangible service 
recovery and intangible service recovery. These results of this study support this 
intention but with a slightly different presentation. Also of note is that four out of five 
items from Boshoff and Allen scale were deleted (i. e., Complaining customer I have 
dealt with in the past are among today's most loyal customer, no customer I deal with 
leaves with problems unresolved, satisfying complaining customer is a great thrill to 
make, and I don't mind dealing with complaining customer), following cross loading 
with other items. This may be partly due to applying the instrument in the hotel 
context. 
In this study, the first component `tangible service recovery' comprises five items. 
Items loadings on this component ranged from 0.63 to 0.80. The second component 
`intangible service recovery' comprises nine items. Items loadings on this component 
were ranged 0.53 to 0.76. The two components solution explained a total of 50% of 
variance. These results provide evidence for the construct validity of the scale. 
Cronbach's alpha is used to assess the internal consistency of the two components 
extracted from EFA. Table 8.8 shows the reliability of four components solution of 
service recovery performance. 
Page 228 
Samer AI-Sabi 
Table 8.8: Reliability of Service Recovery Performance Scale 
Chapter VIII 
Item-Total 
Scale Component 
Tangible Service Recovery 
Cronbach's 
TSR04,1 gave compensation for the current stay in the hotel (e. g. discount, 
upgrade, F&B, ect) 
. 72 
TSR03,1 offered an upgrade to a higher room category . 
69 
. 83 
TSR05,1 offered a discount for a higher room category . 
68 
TSROI, 1 offered complimentary coffee or tea . 
55 
TSR02,1 gave compensation for a future stay in the hotel . 
54 
Intangible Service Recovery 
PSRI7, Considering all the things I do, I handled this dissatisfied customers 
quite well 
58 
PSR04,1 expressed regret for the mistake that the hotel had made . 56 
PSR 16,1 provided assurance that the problem would not occur again . 55 
PSROI, 1 apologised for the inconvenience that the problem had brought to 
the customer . 
55 . 82 
PSR03,1 admitted responsibility for the mistake . 54 
PSR09,1 told the customer what I had done to solve the problem . 53 
PSRI 1,1 ensured by myself that the problem has been solved . 
51 
PSR20,1 told the customer what I was going to do the rectify the problem . 50 
PSR08,1 asked my managers to contribute to solving the customer problem . 37 
As can be seen from table 8.8, Cronbach's alpha coefficients of tangible and 
intangible service recovery are 0.83 and 0.82 respectively. These values exceed the 
recommended value of internal consistency of 0.70. The results of the 
Item to total 
correlation coefficients indicate that all the items contribute effectively to the 
measurement of the service recovery performance. Coefficients in the tangible service 
recovery dimension range from 0.54 to 0.72, while in the intangible service recovery 
dimension from 0.37 to 0.58. As a result, the service recovery performance scale with 
only two factors is valid and reliable. 
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8.3.4: Validity and Reliability of the Customer Satisfaction Scale 
The customer satisfaction scale is intended to be measured indirect way by looking at 
the employees' perceptions of customer satisfaction. This scale comprises of 8 items 
which have been derived from the preliminary study of this research. The 8 items 
were subjected to PCA with varimax rotation. The final results of PCA show that one 
dimension is extracted with an eigenvalue exceeding one. A look at the Scree Plot 
(See Appendix 6-D) showed a clear break after the first dimension. Table 8.9 presents 
the result of factor analysis. 
Table 8.9: Results of Factor Analysis for Customer Satisfaction 
Rotated Component Custome r Satisfaction 
Factor loading 
Customer Satisfaction I Communality 
CSI 1, The customer showed their gratitude to me 0.78 
0.61 
CSO6, The customer was happy after solving their problem 0.77 
0.59 
CSOI, The customer was happy about the given solution 0.74 
0.54 
CS05, The customer said "you made it right and you restored my feelings to 0.74 
0.55 
the hotel" 
CSO9, The customer came to see me before they left the hotel 0.70 
0.50 
CS08, The customer appreciated the time given to them 0.70 
0.49 
CS 13, The customer was very appreciative of me 0.70 
0.49 
CSO3, The customer tone of voice changed positively 0.61 
0.38 
Eigenvalue 4.1 
Percentage of Variance explained % 51.7 
Total of Variance explained % 51.7% 
From table 8.9, it appears that only one dimension with only 8 
items representing 
customer satisfaction scale. The one dimension solution in this study is a new scale 
compared to the previous studies. This may be because this study has 
found that 
employees perception of customer satisfaction variable is one of the variables that has 
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not been mentioned and measured in the literature review in terms of its relationship 
with service recovery performance. Items loadings on this dimension ranged from 
0.61 to 0.78 and all the items loadings were above 0.60. The one dimension solution 
explained a total of 51.7% of variance. These results provide evidence for the 
construct validity of the scale. For assessing the internal consistency of one dimension 
extracted from the EFA, Cronbach's alpha is used. Table 8.10 shows the reliability of 
the customer satisfaction scale. 
Table 8.10: Reliability of Customer Satisfaction Scale 
Scale Component 
Customer Satisfaction 
item-Total 
Correlation 
CS11, The customer showed their gratitude to me . 69 
CS06, The customer was happy after solving their problem . 67 
CSOI, The customer was happy about the given solution . 62 
CS05, The customer said you made it right and you restored my feelings to 
the hotel" 
. 63 
CS09, The customer came to see me before they left the hotel . 60 
CS08, The customer appreciated the time given to them . 59 
CS13, The customer was very appreciative of me . 59 
CS03, The customer tone of voice changed positively . 48 
iý 
From the table above, the Cronbach's alpha coefficient of the customer satisfaction 
scale is 0.86. This value is not only exceeds the recommended value of 0.70, 
but also 
it shows that the reliability of the scale is excellent. Items to total correlation 
coefficients for the scale ranged from 0.48 to 0.69. As a result, customer satisfaction 
scale with only one dimension and 8 items is valid and reliable. 
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8.3.5: Validity and Reliability of the Managerial Support Scale 
The managerial support scale contains of 7 items. To build the scale, 3 items were 
taken from the Bell et al., (2004), and 4 items were derived from the conducted 
interviews of the current study. The 7 items were subjected to PCA with varimax 
rotation. The final results of EFA show that only one dimension solution with an 
Eigenvalue exceeding one can be extracted. Looking at the Scree Plot (See Appendix 
6-E) shows a clear break after the first dimension. Table 8.11 presents the result of 
factor analysis. 
Table 8.11: Results of Factor Analysis for Managerial Support 
Rotated Component Matrix for Ma nagerial Support 
Factor loading 
Managerial Support 1 Communality 
MSO4, M manager is always there to support me 0.91 
0.84 
MS02, I am proud of my manager because they have improved my 0.89 
0.79 
skills 
MSO6, My manager is always available for help and support 0.88 
0.77 
MS05, My manager is willing to listen to work-related problems 0.87 
0.75 
MSOI, My manager is very concerned about the welfare of those under 0.85 
0.73 
him or her 
MS03, My manager gets involved when things become difficult at 0.85 
0.73 
work 
MS07, My manager does not force me to do things outside my job 0.74 
0.55 
description. 
Eigen value 5.1 
Percentage of Variance explained % 74.2% 
Total of Variance explained % 74.2% 
The results of the factor analysis show that only one dimension with an Eigcnvalue 
exceeding one. The one dimension solution is consistent with Bell et al., (2004) scale 
but with a little difference on the number of the items which used to measure the 
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managerial support scale. Items loadings on this dimension ranged from 0.74 to 0.91. 
The one dimension solution explained a total of 74.2% of variance. These results 
provide evidence that all the items of this scale are valid. In order to assess the 
reliability of the managerial support scale, Cronbach's alpha was calculated to assess 
the internal consistency of the scale. Table 8.12 shows the reliability of one dimension 
solution of the managerial support. 
Table 8.12: Reliability Scale for Managerial Support 
Scale Component 
item-Total 
Correlations 
MSO4, My manager is always there to support me 0.87 
MS02, I am proud of my manager because they have improved m skills 0.84 
MS06, My manager is always available for help and support 0.82 
MS05, My manager is willing to listen to work-related problems 0.81 
MSO1, My manager is very concerned about the welfare of those under 0.80 
him or her 
MS03, My manager gets involved when things become difficult at work 0.80 
MS07, My manager does not force me to do things outside my job 0.67 
description. 
i: i 
mluý 
According to table 8.12, the Cronbach's alpha coefficient of the managerial support 
scale is 0.94. This value exceeds the recommended value of 0.70 and shows 
that the 
reliability of the scale is excellent. Items to total correlation coefficients 
for the scale 
ranged from 0.67 to 0.87. Hence, managerial support scale with one 
dimension and 7 
items is valid and reliable. 
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8.3.6: Validity and Reliability of the Experience Scale 
Chapter VIII 
The 13 items of the experience scale were taken from the preliminary study and 
therefore were subjected to PCA with varimax rotation. The final result of PCA 
reveals that only one dimension with an Eigenvalue exceeding one is extracted. 
Looking at the Scree Plot (See Appendix 6-F) shows a clear break after the first 
dimension. Table 8.13 presents the result of factor analysis. 
Table 8.13: Results of Factor Analysis for Experience 
Rotated Component Matrix for Experience 
Factor loading 
Experience 1 Communality 
EXO4, I know how things need to be done 0.83 
0.69 
EXI O, I have learned how to notice the feelings in the situations 0.82 
0.67 
EXO9, I know what customers want and what they expect 0.82 
0.67 
EX 11,1 have learned how to respond quickly to customer problems 0.81 
0.65 
EX03, I have learned how to speak to customers 0.80 
0.65 
EX08, I know well how my department works and how to direct 0.79 
0.63 
customers when they ask for specific things 
EX05, I have learned how to calm customers so that they speak at a 0.76 
0.58 
normal level 
EXOI, I learned from experience how to make the customer happy 0.73 
0.53 
Eigenvalue 5.1 
Percentage of Variance explained % 63.8% 
Total of Variance explained % 63.8% 
As shown in table 8.13, the result of the factor analysis shows only one component 
with an Eigenvalue exceeding one. The one dimension solution in this study is a new 
scale compared to the previous studies. This may be because this study has found that 
experience variable is one of the variables that has not been mentioned and measured 
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in the literature review in terms of its relationship with empowerment, service 
recovery performance and customer satisfaction. Items loadings on this dimension 
ranged from 0.73 to 0.83 and all the items loadings were above 0.70. The one 
dimension solution explained a total of 63.8% of variance. These results provide 
evidence for the construct validity of the scale. 
To assess the reliability of the experience scale, the Cronbach's alpha was used to 
assess the internal consistency of the scale. Table 8.14 shows the reliability of one 
component solution of experience. 
Table 8.14: Reliability of the Experience Scale 
Scale Component 
EX04, I know how things need to be done 
Item-Total 
11 
scale 
0.76 
EX I O, I have learned how to notice the feelings in the situations 0.75 
EX09, I know what customers want and what they expect 0.75 
EX 11,1 have learned how to respond quickly to customer problems 0.74 
EX03, I have learned how to speak to customers 0.74 
EX08, I know well how my department works and how to direct 
customers when they ask for specific things 
0.73 
EX05, I have learned how to calm customers so that they speak at a 
normal level 
0.68 
EX01, I learned from experience how to make the customer happy 0.65 
M= 
As shown in table 8.14, the Crobach's alpha Coefficient of the experience scale 
is 
0.91. This value exceeds the acceptable level of reliability of 0.70, and shows that this 
level of the items with values above . 
90 is excellent. Items to total correlation 
coefficients for the scale ranged from 0.65 to 0.76. Thus, experience scale with one 
component and 8 items is valid and reliable. 
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8.3.7: Validity and Reliability of Training Scale 
The training scale comprises of 14 items. To construct the scale, 6 items were taken 
from the Boshoff and Allen (2000) scale, 4 items from the Rogg et al., (2001) scale 
and 4 items were developed from the preliminary study in the current study. The 14 
items were subjected to PCA with varimax rotation. The final results of EFA show 
that only one dimension solution with an Eigenvalue exceeding one can be extracted. 
Looking at the Scree Plot (See Appendix 6-G) shows a clear break after the first 
dimension. Table 8.15 presents the result of factor analysis. 
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Table 8.15: Results of Factor Analysis for the Training 
Chapter VIII 
Rotated Component Matrix fo r Training 
Factor loading 
Training 1 Communality 
TR03, At my hotel, training programmes are consistently evaluated 0.87 
0.76 
TR1 1, At my hotel, employees are trained on complaint handling and 0.86 0.74 
problem solving 
TR10, At my hotel, employees receive training on how to deal with 0.86 0.74 
complaining customers 
TR02, At my hotel, sufficient time is allocated for training 0.85 
0.73 
TR12, At my hotel, employees receive training on dealing with 0.85 0.72 
customer problems 
TR05, At my hotel, employees receive continued training to provide 0.85 0 72 
good service 
TR07, At my hotel, employees receive training on how to serve 0.84 0.71 
customers better 
TR04, At my hotel, the training is useful 0.84 
0.70 
TR13, At my hotel, employees are trained on how not to lose sight of 0.83 0 70 
common sense at work 
TR14, At my hotel, training programmes focus on how to improve 0.83 0.69 
service recovery performance 
TR09, At my hotel, employees receive training on how to speak with 0.83 0.69 
customers 
TR08, At my hotel, employees are trained to deal with customer 0.83 0.68 
complaints 
TR06, At my hotel, employees receive extensive customer service 0.82 0.67 
training before they come into contact with customers 
TROT. At my hotel, employees receive training on how to make the 0.79 0.62 
customer happy 
Eigenvalue 9.9 
Percentage of Variance explained % 70.9% 
Total of Variance explained % 0 70.9% 
As can be noticed from the table above, the result of the factor analysis shows only 
one component with an Eigenvalue exceeding one. The one 
dimension solution is 
consistent with previous studies (Boshoff and Allen, 2000; and Rogg et al., 
2001), but 
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the only difference between this study and the previous studies was based on the 
number of the items that have been used to measure the training scale. Items loadings 
on this dimension ranged from 0.79 to 0.86. The one dimension solution explained a 
total of 79.9% of variance. These results provide evidence that all the items either the 
used items or new items are valid in the current study. In order to assess the reliability 
of the training scale, the Cronbach's alpha was calculated to assess the internal 
consistency of the training scale. Table 8.16 shows the reliability of the training scale. 
Table 8.16: Reliability of the Training Scale 
Scale Component 
Item-Total 
Correlations 
TR03, At my hotel, training programmes are consistently evaluated 
scale 
0.85 
TR11, At my hotel, employees are trained on complaint handling and 0.83 
problem solving 
TR10, At my hotel, employees receive training on how to deal with 0.83 
complaining customers 
TR02, At my hotel, sufficient time is allocated for training 0.83 
TR12, At my hotel, employees receive training on dealing with customer 0.82 
problems 
TRO5, At my hotel, employees receive continued training to provide good 0.82 
service 
TR07, At my hotel, employees receive training on how to serve customers 0.81 
better 
TR04, At my hotel, the training is useful 0.81 
TRI3, At my hotel, employees are trained on how not to lose sight of 0.80 
common sense at work 
TR14, At my hotel, training programmes focus on how to improve service 0.80 
recovery performance 
TR09, At my hotel, employees receive training on how to speak with 0.80 
customers 
TR08, At my hotel, employees are trained to deal with customer 0.79 
complaints 
TR06, At my hotel, employees receive extensive customer service training 0.78 
before they come into contact with customers 
TROI, At my hotel, employees receive training on how to make the 
0.75 
customer happy 
= 
OKUTIM 
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As shown in table 8.16, the Cronbach's alpha coefficient of the training scale is 0.96. 
This value is not only exceeds the recommended value of 0.70, but also it shows that 
the reliability of the scale is excellent. Items to total correlation coefficients for the 
scale ranged from 0.75 to 0.85. As a result, the training scale with only one dimension 
and 14 items is valid and reliable. 
8.3.8: Validity and Reliability of the Customer Behaviour Scale 
The 4 items of the customer behaviour scale were derived from the preliminary study 
discussed in chapter six and therefore were subjected to PCA with varimax rotation. 
The final result of PCA shows that only one dimension with an Eigenvalue exceeding 
one can be extracted. A look at the Scree Plot (See Appendix 6-H) shows a clear 
break after the first dimension. Table 8.17 presents the result of factor analysis. 
Table 8.17: Results of Factor Analysis for Customer behaviour 
Rotated 
Factor loading 
1 Communality 
CB02NEG, At my hotel, some customer will not listen either to me or 0.86 
0.74 
the duty manager 
CB03NEG, At my hotel, some customers will not listen to any solution 0.85 
0.73 
CB04NEG, The status of the customer hinders me in dealing with the 0.75 
0.56 
situation effectively 
CB06NEG, At my hotel, some difficult customers make things harder 0.53 
0.28 
Eigenvalue 2.3 
Percentage of Variance explained % 58.2% 
Total of Variance explained % 58.2% 
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As shown in table 8.17, the result of the factor analysis reveals only one dimension 
with an Eigenvalue exceeding one. The customer behaviour scale with one dimension 
solution is a new scale and it has not been mentioned or supported in the literature 
review. This is why this study conducted the preliminary study and therefore had 
added it to the conceptual model of the current study. 
Items loadings on this dimension ranged from 0.53 to 0.86. The one component 
solution explained a total of 58.2% of variance. These results provide evidence for the 
construct validity of the scale. In order to assess the reliability of the customer 
behaviour scale, Cronbach's alpha assesses the internal consistency of the scale. Table 
8.18 shows the reliability of one component solution of the customer behaviour. 
Chapter VIII 
Table 8.18: Reliability of the Customer Behaviour Scale 
ýý 
ý := 
OWMITITIM 
Customer behaviour 
CB02NEG, At my hotel, some customer will not listen either to me or the 
duty manager 
CB03NEG, At my hotel, some customers will not listen to any solution 
CB04NEG, The status of the customer hinders me in dealing with the 
situation effectively 
CB06NEG, At my hotel, some difficult customers make things harder 
0.68 
0.67 0.76 
0.54 
0.34 
As appeared in table 8.18, Crobach's alpha Coefficients of the customer behaviour 
scale is 0.76. This value exceeds the recommended value of internal consistency of 
0.70. Items to total correlation coefficients for the scale ranged from 0.34 to 0.68. 
Therefore, customer behaviour scale with one dimension and 4 items is valid and 
reliable. 
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8.4. Convergent and Discriminant Validity 
Beside the process of checking validity and reliability of the scales above, two types 
of validity were explained by Hair et al., (2006) as a convergent and discriminant 
validity, both can be checked empirically utilising the collected quantitative data. In 
addition, both also can be achieved and tested through the correlation between the 
items of the defined concept. The reason behind using these types of validity is to 
make sure that the results afterwards are valid. Hair et al. (2006) pointed out that if the 
items within the concept are correlated (for examples 7 items of structural 
empowerment), then convergent validity is achieved, whereas, when the same items 
correlate with other concepts (for example service recovery performance or 
Psychological empowerment) lower than their correlation with the summated scale of 
the concept they intended to measure (structural empowerment) then discriminant 
validity is achieved. Table 8.19 presents an example of these types of validity by 
displaying the correlation coefficients among the 7 items of structural empowerment 
as well as the correlation between these items and Summated scale of Structural 
empowerment on hand and Psychological empowerment and service recovery 
performance (as an example of other concepts) on the other hand (See Appendix 8 for 
the other correlation tables). 
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Table 8.19: Example of Correlation of Convergent and Discriminant Validity 
7 
579`* 1 
. 368** . 413. 
* 1 
. 418** . 502** . 586** 1 
. 301" . 481.. . 433`. . 397** 1 
. 383** . 464** . 653** . 559** . 454** 
1 
. 
311 ** 
. 421 
** 
. 
480** 
. 
391 ** 
. 
406** 
. 
421 
. 663 . 758 . 774 . 741 . 710 . 770 . 
669 1 
. 521 . 516 . 583 . 628 . 359 . 
564 . 488 . 711 1 
. 
377" 
. 424 . 509 . 436 . 292 . 
495 . 
391 . 570 . 565 1 
**. Correlation is significant at the 0.01 level (2-tailed). *SE: Structural Empowerment *PE: 
Psychological Empowerment *SRP: Service Recovery Performance 
As can be seen from the table above, all the items of structural empowerment are 
significantly correlated to each other and all the values among these items were above 
the acceptable level of 0.30. It shows also that the correlation between the 7 items and 
their summated scale `structural empowerment' is higher than the correlation with 
other concepts such as psychological empowerment and service recovery 
performance, which illustrates both convergent and discriminant validity. 
8.5: Descriptive Statistics of the Study's Constructs 
Having established the validity and the reliability of the scales, descriptive analysis is 
another statistical test that was performed for extracted dimensions and overall scales. 
Seven-point scale was used to measure all items in the current study, I means strongly 
disagree, 4 mean either agree or disagree and 7 mean strongly agree. In this study, 
Page 242 
Samer AI-Sabi Chapter VIII 
median, mean and standard deviation are included in the analyses. Table 8.20 shows 
the descriptive output of all the variables. 
Table 8.20: Output of the Descriptive Statistics (N= 298) 
Scale Extracted Dimensions Median Mean Std. 
Deviation 
Structural Overall for Structural Empowerment 5 71 5.59 1.001 Empowerment . 
Psychological Attitude 6.20 6.06 . 919 Empowerment Influence 6.00 5.69 1.083 
Overall 6.13 5.92 . 858 
Service Recovery Tangible Service Recovery 5.60 5.26 1.257 
Performance Intangible Service Recovery 6.11 5.99 . 800 
Overall 5.86 5.73 . 825 
Customer Overall for Customer Satisfaction 5.88 5.79 . 847 Satisfaction 
Managerial Overall for Managerial Support 6.00 5.80 1.231 
Support 
Experience Overall for Experience 6.38 6.18 . 838 
Training Overall for Training 6.00 5.80 1.168 
Customer Overall for Customer Behaviour 5.00 4.71 1.299 Behaviour 
From table 8.20, it is necessary to note that all the scales of this study were computed 
by summing up its sub-scales. Therefore, structural empowerment scale as one- 
dimensional scale was computed by summing up its only 7 items. The mean score 
is 
5.59 with standard deviation (S. D) at 1.001. This means frontline employees 
believe 
highly that they were given the autonomy and the authority to act independently 
which illustrates in other words that the front line employees were 
highly structurally 
empowered. 
With regards to psychological empowerment, an overall empowerment score was 
computed by summing up the two sub-scales. The mean score is 5.92 with S. D at 
. 
858. This shows that the front line employees were hold all the cognitions of 
psychological empowerment, on one hand, meaning and competence and on the other 
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hand, self-determination and impact. This means that the front line employees were 
highly psychologically empowered. At the dimensional level, the highest score was 
reported by the employees for the `attitude dimension' (meaning and competence) 
with a mean score 6.06, and S. D at . 919. This explains that most of the employees 
have high levels of confidence in their values, believes, and on how well they will 
perform their goals and tasks. This followed by the employees perception of the 
`influence dimension' (self-determination and impact) with a mean score 5.69, and 
S. D at 1.083. This also explains that the employees at front office department had also 
high level of trust in their abilities and choices in influencing, initiating and regulating 
their own work, although it was the lowest not only in the mean score but also in the 
employees' perceptions of all the dimensions of psychological empowerment in the 
present study. 
Regarding service recovery performance scale, the results revealed that the mean 
score for an overall is 5.73 with S. D at . 825. This 
illustrates that the employees, 
specifically those, who are working at front office department, were able to perform 
the process of service recovery effectively, to identify the problems, to resolve 
customer problems and to change customer dissatisfaction to a state of satisfaction 
and to retain these customers. More specifically, the highest score reported by the 
employees was for the intangible service recovery with a mean score 5.99 and S. D at 
. 800. This is followed by tangible service recovery with a mean score 5.26 and S. D at 
1.257, which illustrates the logic in performing the process of service recovery and 
what is first and what is next. In other words, when a customer faces a problem, it is 
appropriate to start with intangible service recovery actions and if all these methods 
were not working with the customer then it is necessary and appropriate to think about 
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tangible service recovery actions. To end this, this study has confirmed so far that 
intangible service recovery is preferred from the employees' perception to start with 
and tangible service recovery is to be next. 
Regarding employees' perception of customer satisfaction, as can be seen from the 
table above, the mean score for an overall is 5.79 with S. D at . 847. This result showed 
that employees perceive themselves as being able to create a state of satisfaction for 
those customers who had a problem in the service encounter after service recovery. 
Regarding managerial support, as noticed from table 8.20, the mean score is 5.80 with 
S. D at 1.231. This result describes the positive effect of the managers in supporting 
the process of service recovery performance and in achieving high level of customer 
satisfaction. In other words, the results revealed that the employees' perception 
toward the managerial line was indeed positive, and they agreed that when their 
efforts fail in correcting the problems and satisfying customers, their managers were 
available for support and help. 
Experience scale is intended to be a supportive factor in providing high service 
recovery performance and high level of customer satisfaction. The mean score of this 
scale is 6.18 with S. D at . 
838. This means that the employees do believe that the more 
experienced people are the more effective in performing their work. To simplify this, 
the employees' perception of experience is positive and logic in terms of performing 
service recovery and achieving high levels of customer satisfaction. 
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Training scale is intended to be a supportive factor in delivering high level of service 
recovery performance and in achieving high levels of customer satisfaction. The mean 
score of training scale is 5.80 with S. D at 1.168. This result implies out that 
employees perceived themselves to be well trained and found training to be important 
in dealing with customer problems, resolving them and satisfying the customers. 
Concerning customer behaviour scale, as mentioned in section 8.3.5 of this chapter, 
customer behaviour has found to be one of the most hindering factors in delivering 
high service recovery performance and achieving high level of customer satisfaction. 
Therefore, the results from table 8.20 indicated that the mean score for an overall is 
4.71 with S. D at 1.299. This means that the employees' perception of customer 
behaviour discussed in chapter 6 is consistent with the results presented in table 8.20. 
And this again confirms the idea that says either the employees are empowered or not, 
customer behaviour works as hindering factor in providing sufficient service recovery 
performance and achieving high level of customer satisfaction. 
8.6: ANOVA Results 
A series of one-way ANOVA test were undertaken. The aim of this test 
is check 
whether or not significant differences among different independent variables with 
regard to other dependent variables are existed. In other words, this study 
is intended 
to investigate whether the categorical variables such as (age, education 
levels, and 
experience in the front office and experience in the hotel industry) could make any 
differences with regard to the other continues variables of this study or not. 
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To evaluate one-way ANOVA test, this study has looked at two important things. 
These include: F ratio and Sig of P value. First, a large F ratio indicates that there is 
more variability between the groups than there is within each group. This means, a 
significant F test indicates that there is a rejection for the null hypothesis, which says 
that the population means are equal. Second, if the Sig value is greater than 0.05, there 
is no significant difference among the mean scores on the dependent variable for the 
chosen independent variable (Pallant, 2010). The following section will present the 
results of ANOVA test reported by front office employees according to their age, 
years of experience in the front office and years of experience in the hotel industry. 
8.6.1: Differences among Age Groups 
Table 8.21 shows the result of the ANOVA test according to age group. 
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Table 8.21: Results of ANOVA Test According to Age Group 
Chapter VIII 
Variable Age 'N 
Mean Std. Deviation F. Ratio Sig 
Structural 29 and less 194 5.55 . 953 1.096 . 335 30-39 72 5.61 1.171 Empowerment 
40 and above 32 5.83 . 865 
Psychological 29 and less 194 5.90 . 818 . 450 . 638 30-39 72 5.93 . 969 Empowerment 40 and above 32 6.05 . 847 
29 and less 194 6.03 . 904 . 450 . 
638 
Attitude 30-39 72 6.10 1.008 
40 and above 32 6.18 . 805 
29 and less 194 5.68 1.031 . 409 . 664 Influence 30-39 72 5.64 1.206 
40 and above 32 5.84 1.120 
Service 29 and less 194 5.69 . 792 . 819 . 442 Recovery 30-39 72 5.77 . 938 
Performance 40 and above 32 5.88 . 749 
Tangible 29 and less 194 5.20 1.260 1.057 . 349 Service 30-39 72 5.28 1.340 
Recovery 40 and above 32 5.55 1.015 
Intangible 29 and less 194 5.96 . 769 . 440 . 645 Service 30-39 72 6.05 . 919 
Recovery 40 and above 32 6.06 . 703 
29 and less 194 5.80 1.257 898 . 409 Managerial 30-39 72 5.70 1.326 
. 
Support 
40 and above 32 6.05 . 743 
29 and less 194 6.18 . 825 010 . 990 Experience 
30-39 72 6.17 . 876 
. 
40 and above 32 6.20 . 858 
29 and less 194 5.73 1.216 1.340 . 263 Training 30-39 72 5.87 1.164 
40 and above 32 6.07 . 794 - -- 
29 and less 194 4.82 1.266 3.734 . 025 Customer 
30-39 72 4.35 1.286 Behaviour 40 and above 32 4.84 1.412 
29 and less 194 5.79 . 794 . 133 . 876 Customer 
30-39 72 5.75 . 921 Satisfaction 40 and above 32 5.84 1.001 
As shown in table 8.21, significant differences appear among group 
2 (30 and 39) and 
group 3 (40 and above) with p-value of 0.025. In other words, group 
2 and group 3 
differ significantly in terms of their perception of customer behaviour. 
The customer 
behaviour shows the highest F-ratio 3.734 and indicates to more variability 
between 
the age groups. Among the three age groups, group three has relatively 
higher 
perception of customer behaviour with a mean score of 4.84 compared to group 
two 
Page 248 
Samer AI-Sabi Chapter VIII 
which shows relatively lowest perception of customer behaviour with a mean score of 
4.35. 
8.6.2: Differences among Years of Experience in the Front Office 
Table 8.22 and 8.23 show the results of the ANOVA test according to years of 
experience in the front office. 
Table 8.22: Results of ANOVA Test According to Years of Experience in Front 
Office 
Variable Years of N Mean Std. Deviat ion F. Ratio Sig 
Experience in 
Front Office 
1-2 years 111 5.40 1.075 3.422 . 
018 
Structural 3-4 years 81 5.63 . 988 Empowerment 
5-7 years 59 5.64 . 897 
8 years and more 47 5.94 . 882 
1-2 years III 5.83 . 888 
2.930 . 034 
Psychological 3-4 years 81 5.87 . 892 
Empowerment 5-7 years 59 5.90 . 808 
8 years and more 47 6.26 . 726 
1-2 years HI 5.97 . 955 
2.758 . 043 
Attitude 3-4 years 81 6.01 1.003 
5-7 years 59 6.03 . 838 
8 years and more 47 6.41 . 699 
1-2 years 1I1 5.61 1.089 1.616 . 
186 
3-4 years 81 5.62 1.119 Influence 
5-7 years 59 5.68 1.054 
8 ears and more 47 6.00 1.017 
1-2 years 111 5.67 . 809 . 
802 . 494 
Service 3-4 years 81 5.71 . 876 Recovery 5-7 years 59 5.76 . 780 Performance 8 years and more 47 5.88 . 831 
Tangible 1-2 years 111 5.21 1.226 . 
297 . 827 
Service 3-4 years 81 5.28 1.299 
Recovery 5-7 years 59 5.38 1.037 
8 years and more 47 5.19 1.510 
1-2 years 111 5.92 . 
796 2.340 . 
074 
Intangible 3-4 years 81 5.94 . 832 Service 5-7 years 59 5.97 . 800 Recovery 8 years and more 47 6.27 . 711 
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As shown in table 8.22, significant differences appear among, years of experience in 
front office, group 1 (1-2 years) and group 4 (8 years and above) with p-value of 
0.018. Group 4 has perceived themselves to be more structurally empowered with a 
mean score of 5.94 than employees in group 1 with a mean score of 5.40. The F-ratio 
here is 3.422, which confirms that there is more variability between the employees 
who has enough experience in front office (i. e. 8 years and above) than those who has 
less experience in front office (i. e. 1-2years). Likewise with psychological 
empowerment, the employees in group 4 have perceived themselves to be more 
psychologically empowered with a mean score of 6.26 than employees in group one 
with a mean score of 5.83. The F-ratio is 2.930, which confirms that there is more 
variability between the employees who has enough experience in front office (i. e. 8 
years and above) than those who has less experience in front office (i. e. 1-2years). 
The p-value indicates that there is a significant difference between experience groups, 
which is here 0.034. In addition, employees with experience 8 years and more with a 
mean score of 6.41 have higher values and beliefs on how well they will perform their 
goals or tasks more than employees with experience of I to 2 years with a mean score 
of 5.79. 
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Table 8.23: Results of ANOVA Test According to Years of Experience in Front 
Office 
Variable Years of Experience IN Mean Std. Deviation 
in Front Office 
1-2 years 111 5.75 1.380 . 
214 . 887 
Managerial 3-4 years 81 5.79 1.165 
support 5-7 years 59 5.81 1.130 
8 years and more 47 5.92 1.110 
1-2 years 111 6.12 . 893 2.209 . 
087 
Experience 3-4 years 81 6.10 . 790 
5-7 years 59 6.18 . 899 
8 . ears and more 47 6.46 . 652 
1-2 years 111 5.57 1.311 3.241 . 022 
Training 3-4 years 81 5.81 1.083 
5-7 years 59 5.92 1.102 
8 years and more 47 6.17 . 916 
1-2 years 1I1 4.66 1.315 2.259 
_ 
. 
082 
Customer 3-4 years 81 4.83 1.320 
Behaviour 5-7 years 59 4.94 1,137 
8 'ears and more 47 4.33 1.362 
1-2 years 111 5.75 . 924 . 
715 . 
544 
Customer 3-4 years 81 5.81 . 712 
Satisfaction 5-7 years 59 5.71 . 863 
8 years and more 47 5.93 . 861 
According to table 8.23, significant differences appear among, years of experience 
in 
front office groups, group 1 (1-2 years) and group 4 (8 years and above) with p-value 
of 0.022. Employees in Group 4 have perceived themselves to be more trained with a 
mean score 6.17 than employees in group I with a mean score 5.57. 
The F-ratio is 
3.241, which confirms that there is more variability between the employees who 
has 
enough experience in front office (i. e. 8 years and above) than those who 
has less 
experience in front office (i. e. I -2years). 
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8.6.3: Differences among Years of Experience in the Hotel Industry 
Table 8.24 and 8.25 show the results of the ANOVA test according to years of 
experience in the hotel industry. 
Table 8.24: Results of ANOVA Test According to Years of Experience in the 
Hotel Industry 
Structural 
Empowerment 
Variable Years of Experience 
in Hotel Industry 
structural 
1-3 years 
powerment 
4-6 years 
7-9 years 
10 years and more 
Psychological 
Empowerment 
1-3 years 
4-6 years 
7-9 years 
10 years and more 
1-3 years 
Attitude 4-6 years 
Influence 
Service Reco%cry 
Performance 
Tangible Service 
Recovery 
7-9 years 
10 years and more 
1-3 years 
4-6 years 
7-9 years 
10 years and more 
1-3 ý ears 
4-6 years 
7-9 years 
10 years and more 
1-3 years 
4-6 years 
7-9 years 
10 wars and more 
1-3 years 
Intangible 4-6 years 
Service Recovery 7-9 years 
10 years and more 
Mean Std. Deviation Ratio 
103 
88 
46 
61 
103 
88 
46 
61 
103 
88 
5.30 
5.73 
5.74 
. 958 
. 
893 
1.200 
4.662 . 003 
5.78 . 
971 
5.66 . 
910 
5.98 . 826 
6.01 . 
853 
6.21 . 
701 
5.80 1.019 
6.12 . 889 
46 6.11 
61 6.39 
103 5.44 
88 5.74 
46 5.85 
61 5.91 
10; 5.58 
88 5.73 
46 5.89 
61 5.87 
. 896 
. 652 
1.092 
1.023 
1.119 
1.068 
. 
818 
. 838 
. 
833 
. 
781 
103 5.12 1.265 
88 5.33 1.133 
46 5.49 1.248 
61 5.21 1.409 
103 5.83 
88 5.95 
46 6.11 
61 
_ 
6.24 
. 824 
. 825 
. 757 
. 686 
6.040 . 001 
5.985 . 001 
3.163 . 025 
2.380 . 070 
1.044 . 373 
3.939 . 009 
According to table 8.24, significant differences appear among different years of 
experience in hotel industry. for example, `structural empowerment' with p-value of 
0.003, `psychological empowerment' with p-value of 0.001, `attitude' with p-value of 
0.001, 'influence' with p-value of 0.025 and `intangible service recovery' with p- 
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value of 0.009. The `psychological empowerment' reveals the first highest F-ratio 
6.040, which indicates the highest level of variability among different years of 
experience in hotel industry groups with regard to this variable. Among the four 
groups of years of experience in hotel industry, employees in group 4 have felt as 
being more psychologically empowered with a mean score of 6.21 than employees in 
group I and group 3 with a mean score of 5.66 and 5.98 respectively. 
The `attitude' shows the second highest F-ratio 5.985, which indicates also a high 
level of variability among different years of experience in hotel industry groups with 
regard to this variable. Employees with experience of ten years and more with a mean 
score of 6.39 have higher values and beliefs on how well they will perform their goals 
or tasks more than employees with experience of one to three years with a mean score 
of 5.80. 
The `structural empowerment' also shows a high F-ratio 4.662, which indicates a 
significant difference among different years of experience in hotel industry groups 
with regard to this variable. Among the four groups of years of experience in hotel 
industry, the employees in group 4 have felt as being more structurally empowered 
with a mean score of 5.78 than those in group I and group 2 with a mean score of 5.30 
and 5.73 respectively. 
In the case of `influence' the F-ratio is 3.163, which also means a significant 
difference among different years of experience in hotel industry groups with regard to 
this variable. Among the four groups of years of experience in hotel industry, the 
employees with experience of ten years and more with a mean score of 5.91 have felt 
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1.245 
1.201 
1.240 
1.264 
that they had a greater effect in influencing, initiating and regulating their own work 
than those with experience of one to three years with a mean score of 5.44. 
Finally, the `intangible service recovery' shows a high F-ratio 3.939, which indicates 
also a high level of variability among different years of experience in hotel industry 
groups with regard to this variable. The employees with experience of ten years and 
more with a mean score of 6.24 have higher perception of intangible service recovery 
than the employees with experience of one to three years with a mean score of 5.83. 
Table 8.25: Results of ANOVA Test According to Years of Experience in the 
Hotel Industry 
Variable 1 Experience 
in Hotel Industry 
Managerial 
Support 
Sig N Mean Std. Deviation Ratio 
1-3 years 103 
4-6 years 88 
7-9 y ears 46 
10 years and more 61 
Experience 1-3 years 103 
4-6 years 88 
7-9 years 46 
10 years and more 61 
Training 1-3 years 103 
4-6 years 88 
7-9 years 46 
10 years and more 61 
Customer 1-3 years 103 
Behaviour 4-6 years 88 
7-9 years 46 
5.73 
5.82 
5.92 
5.79 
6.02 
6.18 
6.24 
6.42 
5.38 
6.01 
5.91 
6.11 
4.64 
4.89 
4.97 
10 years and more 61 4.36 
Customer 1-3 years 103 5.66 
Satisfaction 4-6 years 88 5.88 
7-9 years 46 5.82 
10 years and more 61 5.84 
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. 859 
. 888 
3.087 . 028 
. 856 
. 823 
. 678 
1.288 7.377 . 000 
. 960 
1.184 
1.033 
1.241 2.859 . 037 
1.312 
1.280 
1.331 
. 
879 1.248 . 
293 
. 757 
. 872 
. 
892 
According to table 8.25, significant differences appear among different years of 
experience in hotel industry. For example, `training' with p-value of 0.000, 
`experience' with p-value of 0.028 and `customer behaviour' with p-value of 0.037. 
The `training' reveals the first highest F-ratio 7.377, which indicates the highest level 
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of variability among different years of experience in hotel industry groups with regard 
to this variable. Among the four groups, the employees in group 2 and 4 have seen 
training to be the most important as well as they perceived themselves as being well 
trained with a mean score of 6.11 and 6.01 respectively, while the employees in group 
1 and 3 have reported training to be least important and they perceived themselves to 
be less trained with a mean score of 5.91 and 5.38 respectively. 
The `experience' shows the third highest F-ratio 3.087, which indicates also a high 
level of variability among different years of experience in hotel industry groups with 
regard to this variable. Employees with experience of ten years and more with a mean 
score of 6.42 have felt to be more experienced in dealing with service recovery than 
the employees with experience of one to three years with a mean score of 6.02. 
Finally, the `customer behaviour' shows a high F-ratio 2.859, which indicates also a 
high level of variability among different years of experience in hotel industry groups 
with regard to this variable. Among the four groups, the employees with experience of 
seven to nine years with a mean score of 4.97 have higher perception of customer 
behaviour than the employees with experience of ten years and more with a mean 
score of 4.36. 
8.7: T-test Results 
A set of independent sample t-tests were performed to compare the mean score, on all 
continuous variable, for two different groups of the sampled employees. To evaluate 
t-test, this study has looked at two important things including T ratio and Sig of P 
value (2-tailed). First, a large T ratio indicates that there is more variability between 
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the two groups than there is within each group. This means, a significant T test 
indicates that there is a rejection for the null hypothesis, which says that the 
population means are equal. Second, if the Sig value is greater than 0.05, there is no 
significant difference among the mean scores on the dependent variable for the chosen 
independent variable (Pallant, 2010). The following section will present the results of 
t-test reported by front office employees according their gender, nationality, front 
office positions, employment mode, and education levels. 
8.7.1: Differences between Genders 
Table 8.26 shows the result of T-test according to gender. 
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Table 8.26: Results of T-test according to Gender 
Chapter VIII 
Dependent 
Variables 
Structural 
Independent 
Variables 
Males 
N* 
236 
Mean 
5.62 
Sid. 
Deý iation 
1.018 827 
Sig. 
. 409 Empowerment Females 62 5.50 . 939 
Psychological Males 236 5.95 . 850 . 
979 . 329 
Empowerment Females 62 5.83 . 890 
Attitude Males 236 6.08 . 895 . 481 . 631 
Females 62 6.01 1.009 
Influence Males 236 5.73 1.076 1.424 . 156 
Females 62 5.51 1.101 
Service Recovery Males 236 5.72 . 859 -. 588 . 
577 
Performance Females 62 5.79 . 680 
Tangible Service Males 236 5.24 1.307 -. 399 . 690 
Recovery Females 62 5.32 1.049 
Intangible Service Males 236 5.98 . 829 -610 . 
542 
Recovery Females 62 6.05 . 678 
Managerial Support Males 236 5.74 1.271 -1.598 . 111 
Females 62 6.02 1.042 
Experience Males 236 6.17 . 849 -. 
412 . 680 
Females 62 6.22 . 801 
Training Males 236 5.80 1.185 -. 072 . 943 
Females 62 5.81 1.107 
Customer Males 236 4.72 1.293 . 
236 . 814 
Behaviour Females 62 4.67 1.333 
Customer Males 236 5.76 . 857 -1.122 . 
263 
Satisfaction Females 62 5.89 . 809 
As shown in table 8.26, all the variables of this study show that statistically there 
is no 
significant difference between males and females at the 5% significance 
level. 
8.7.2: Differences between Front Office Positions 
Table 8.27 shows the result of T-test according to front office positions. 
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Table 8.27: Results of T-test according to Front Office Position 
Dependent 
i bl V 
Independent Variables N* Mean Std. T Sig. 
ar a es 
Structural 
E 
Front of the House 238 5.60 
Deviation 
1.034 . 271 . 786 mpowerment Back of the House 60 5.56 . 866 Psychological 
E 
Front of the House 238 5.94 . 859 . 
818 . 414 
mpowerment Back of the House 60 5.84 . 859 Attitude Front of the House 238 6.07 . 923 . 
373 . 710 
Back of the House 60 6.02 . 908 Influence Front of the House 238 5.72 1.086 1.189 . 235 
Back of the House 60 5.54 1.067 
Service Recovery 
P f 
Front of the House 238 5.75 . 826 . 
731 . 465 
er ormance Back of the House 60 5.66 . 821 
Tangible Service 
R 
Front of the House 238 5.27 1.253 . 426 . 670 
ecovery Back of the House 60 5.20 1.278 
Intangible Service Front of the House 238 6.01 . 794 . 
787 . 432 
Recovery 
Back of the House 60 5.92 . 826 Managerial Support Front of the House 238 5.86 1.211 
1.523 . 129 
Back of the I louse 60 5.59 1.293 
Experience Front of the House 238 6.24 . 796 
2.100 . 039 
Back of the House 60 5.95 . 964 
Training Front of the House 238 5.87 1.100 2.088 . 038 
Back of the House 60 5.52 1.379 
Customer Front of the House 238 4.73 1.316 . 
609 . 543 
Behaviour 
Back of the house 60 4.62 1.237 
Customer Front of the House 238 5.83 . 840 
1.905 . 058 
Satisfaction 
Back of the House 60 5.60 . 858 
As shown in table 8.27, two variables of this study show that statistically there is 
significant difference between front of the house and back of the house employees at 
the 5% significance level. These variables include: training with p-value of 0.038 and 
experience with p-value of 0.039. Both `training' and' experience' reveal a high t- 
ratio 2.088 and 2.100, which indicate for a high level of variance among front of the 
house and back of the house employees with regard to this variable. Among the two 
groups, the employees who are working in the front of the house perceived 
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themselves as being well trained with a mean score of 5.87 and well experienced with 
a mean score 6.24 in dealing with service recovery more than those in the back of the 
house with a mean score of 5.52 and 5.95 respectively. On the other hand, the 
employees, who are working in the front of the house, seen that training and 
experience to be the most important factors in dealing with service recovery, while the 
employees in the back of the house reported training and experience to be the least 
important. 
8.7.3: Differences between Nationalities, Education levels, And 
Employment Modes 
Although this is intended to perform t-test and to check whether or not there is a 
significance difference between nationalities, education levels and employment 
modes. However, the results are considered to be not reliable for these groups because 
the sample size in each two groups is less than the required number of performing t- 
test (See Appendix 9-A, 9-B, and 9-C) which show the results of t-test according 
nationalities, education levels and employment modes separately. 
8.8: Correlation Analysis among Variables 
For further analysis of the relationships among the variables of the study, correlation 
analysis is performed. All the variables and its dimensions were subjected for this 
analysis. A correlation at this stage of the research gives an initial indicator of the 
relationships among the variables of the study. Table 8.28 shows the correlation 
among the variables of the study. 
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As shown in table 8.28, a high correlation appears between an `overall structural 
empowerment' and an `overall psychological empowerment' (r = 0.71). An overall 
structural empowerment variable shows a high correlation with an `overall service 
recovery performance' (0.57). At the dimensional level, it can be noticed from the 
table above that an `overall structural empowerment' is highly correlated with the two 
extracted dimensions of psychological empowerment, (i. e. r=0.63 for `influence' and 
r=0.61 for `attitude'). Further, an `overall structural empowerment' shows also high 
correlations with tangible (0.50) and intangible service recovery (0.48). Table 8.29 
shows correlations of structural empowerment. 
Table 8.29: Correlations with Structural Empowerment 
I Variables 
Structural Empowerment 
*SE 
I 
Psychological Empowerment . 711 
Influence . 633" 
Attitude . 616- 
Service Recovery Performance . 570" 
Tangible Service Recovery . 502*' 
Intangible Service Recovery . 481" 
SE: Structural Empowerment 
Correlations among an `overall psychological empowerment' variable and its 
extracted dimensions are very high (r= 0.81 for influence dimension and r= 91 for 
attitude dimension). The result also shows that an `overall psychological 
empowerment' is highly correlated with service recovery performance (0.56). More 
interestingly, the `overall psychological empowerment' is highly correlated with 
intangible service recovery (. 0.59) on one hand, and on the other hand it's also 
relatively highly correlated with tangible service recovery (0.36), but it is not strong 
as it with intangible service recovery. At the dimensional level for both psychological 
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empowerment and service recovery performance, it can be seen that correlations 
among the extracted dimensions of both variables are existed and ranging from high 
correlations (0.60,0.40) to medium correlations (0.34) as well as to low correlations 
(0.29). 
To summaries, the correlation between structural empowerment and tangible service 
recovery performance is high and on the other hand, psychological empowerment is 
highly correlated with intangible service recovery. Furthermore, the employees, who 
structurally empowered, are more willing to provide tangible service recovery 
performance than intangible service recovery, and the employees, who have felt 
empowered, are also more willing to provide intangible service recovery than tangible 
service recovery performance. Therefore, the more structurally empowered 
employees' the more tangible service recovery is provided and the more 
psychologically empowered employees' the more intangible service recovery is 
provided. Table 8.30 presents correlations of psychological empowerment. 
Table 8.30: Correlations with Psychological Empowerment and its Sub- 
Dimensions 
Other Variables 
Structural Empowerment 
*PE 
. 711 
*IN *AT 
. 616"" 
Psychological Empowerment 1 
Influence . 819"" 1 
Attitude . 914"" . 517" 1 
Service Recovery Performance . 565"" . 
436"" . 
536"" 
Tangible Service Recovery . 362"" . 346*' . 
296'* 
Intangible Service Recovery 595"' . 401"" . 
606** 
PE: Psychological Empowerment, 
IN: Influence, 
AT: Attitude, 
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Regarding service recovery performance, as can be seen from table 8.28, correlations 
among service recovery performance variable and its dimensions are indeed high 
ranging from 0.83 to 0.87. Table 8.28 shows that the correlation between an `overall 
service recovery performance' and `overall customer satisfaction' is high (0.59). This 
means that service recovery performance efforts could lead and achieve high levels of 
customer satisfaction but it is interesting to note that tangible service recovery 
correlates positively with customer satisfaction (0.40) on one hand and on the other 
hand intangible service recovery correlates also positively with customer satisfaction 
at ranges (0.42). The difference between these correlations is that intangible service 
recovery could lead to a higher level of customer satisfaction than it is with tangible 
service recovery. Table 8.31 shows correlations of service recovery performance. 
Table 8.31 Correlations with Service Recovery Performance and its Sub- 
dimensions 
Other Variables 
Service Recovery Performance 
Tangible Service Recovery . 835** 1 
Intangible Service Recovery . 879"" . 
472"" 1 
Customer Satisfaction 
. 590"" . 
400"* . 429"" 1 
SRP: Service Recovery Performance 
TSR: Tangible Service Recovery 
ISR: Intangible Service Recovery 
'CS: Customer Satisfaction 
With regards to managerial support, training, experience, and customer behaviour, all 
these variables are playing important roles in the conceptual model as mediating 
variables between; structural empowerment and service recovery performance as well 
as between psychological empowerment and service recovery performance. From the 
table above, as can be seen, the overall `managerial support' variable shows relatively 
a high correlation with 'structural empowerment' (0.49), 'psychological 
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empowerment' (0.49), and 'service recovery performance' (0.44). Likewise with the 
overall 'training' and the overall 'experience' variables that show also a high 
correlation with 'structural empowerment' (0.56,0.50), 'psychological empowerment' 
(0.57,0.72) and finally with 'service recovery performance' (0.47,0.50), whereas, 
confounding results have been found in terms of customer behaviour, the results show 
that the overall 'customer behaviour' has a low correlation with 'structural 
empowerment' (0.22) and 'service recovery performance' (0.17), but it does not 
correlate with psychological empowerment (0.09). These results explain that customer 
behaviour can work in this study as a mediating variable between structural 
empowerment and service recovery but it cannot be as a mediating between 
psychological empowerment and service recovery performance. Table 8.32 shows 
correlations of other variables in the study. These relationships also will be further 
investigated and explained. 
Table 8.32: Correlations between SE, PE, SRP and MS, TR, EX and CB 
Other Variables 
Customer Behaviour (CB) 
*SE 
. 220 
*PE 
. 095 
*SRP 
. 170 
Training (TR) . 561- . 574"" . 
473"" 
Managerial Support (MS) . 496"" . 
492"" . 443"" 
Experience (EX) . 507"" . 
727"" . 505"" 
SE: Structural Empowerment 
PE: Psychological Empowerment 
SRP: Service Recovery Performance 
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8.9: Conclusion 
Chapter VIII 
This chapter has presented the results of the first part in this study. In the second 
section, the profile of the respondents' statistics revealed that the employees, 
specifically those working in the front office department in five-star hotels in Jordan, 
are mainly males. The majority are aged between 20 to 39 years old and this 
comprised the group of young people. Most of the sampled employees were 
Jordanian, full-time and hold a university bachelor degree with limited experience 
either in the front office department or in the hotel industry. 
In section three, the results of factor analysis and reliability tests indicated that all 
constructs are valid and reliable. All the scales used in this study have a new structural 
form and do not match with the original scales. For example, the psychological 
empowerment scale had four dimensions, but in the present study only two 
dimensions were confirmed. These are attitude and influence. Convergent and 
discriminant validity tests are discussed in section four. These tests indicated that all 
the results afterwards are valid and this supports the external validity of the defined 
concepts. In section five, descriptive analyses, including number of the items, median, 
mean, and standard deviation, were performed on all the variables in this study. 
A t-test was used to identify differences between two groups in terms of front office 
position (front of house and back of house), while a one-way ANOVA test was used 
to identify differences between three age groups, years of experience in front office 
and years of experience in the hotel industry. Finally, correlation analyses were used 
for the purpose of identifying and discovering an initial indicator of the relationships 
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among the variables of the study. The next chapter will discuss in detail the results of 
multiple regressions that were used to test the developed hypotheses and the study's 
model. 
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Chapter IX: Hypotheses Testing 
9.1: Introduction 
Chapter IX 
This chapter presents the second part of the data analysis. It contains six sections. Section two 
starts with an overview of multiple regression. The results of the regression analysis that were 
used to test the developed hypotheses and the study's model are presented in sections three, 
four and five respectively. The conclusion of the chapter will be discussed in section six. 
9.2: Multiple Regression analysis 
Multiple regression analysis is a statistical technique that can be used to analyse the 
relationship between a single dependent variable and several independent variables (Hair, et 
al., 2010). The purpose of using the multiple regression analysis is to test the capability of the 
independent variables whose values are known in predicting a single dependent value 
selected by the researcher (Hair, et al., 2010; and Pallant, 2010). Each independent variable is 
measured by the regression analysis procedures and the main objective of doing so is to 
ensure the maximum level of prediction from the set of independent variables (Hair, et al., 
2010). In other words, these measures provide an idea about how well the independent 
variable will contribute to the overall prediction. 
It is worth noting that the multiple regression analysis is a dependence technique, which 
requires from the researcher to divide the variables into dependent and independent variables 
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(Hair, et ah, 2010). It is also a statistical tool that should be used only when both the 
dependent and independent variables are metric. Therefore, to conduct multiple regression 
analysis; first, the data must be metric or appropriately transformed, and second before 
deriving the regression model, the researcher must decide which variable is to be dependent 
and which remaining variables will be independent (Hair, et al., 2010). 
In this study, all the variables are metric and therefore divided into dependent and 
independent. On the one hand, empowerment (structural empowerment and psychological 
empowerment) worked as the independent variable and the service recovery performance as 
the dependent variable. On the other hand, the service recovery performance (tangible service 
recovery and intangible service recovery) worked as independent variable and customer 
satisfaction as dependent variable. Also of note is that the four mediating variables 
(managerial support, training, experience and customer behaviour) were hypothesised to 
mediate the relationship between empowerment and service recovery performance. 
Therefore, these three variables worked as the dependent variables affected once by structural 
empowerment and once again by psychological empowerment. Besides, these variables with 
empowerment (either structural empowerment or psychological empowerment) are assumed 
to be positive on service recovery performance. 
Multiple regression is one of the statistical techniques that requires a number of assumptions 
about the data. Several assumptions should be checked for the regression model and the 
developed hypotheses. These assumptions include the sample size, outliers, multicollinearity, 
and normality of residuals for dependent variables (Hair et al., 2010; and Tabachnik and 
Fidel, 2007). The purpose of checking these assumptions is to ensure from the capability of 
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the independent variables in predicting the dependent variable on one hand and on the other 
hand is to minimise the estimation error. 
9.2.1: Sample Size 
The sample size used for the multiple regression is probably one of the most influential 
assumptions under the control of the researcher in conducting the analysis of multiple 
regression (Hair et al., 2010). Deciding how many cases required is different from study to 
study and also is based on a number of issues, including the number of independent 
variables, the desired power, the significance level (a) chosen and expected effect sizes 
(Tabchnick and fidel, 2007). The matter at stake here is about general izabi I ity. Therefore, 
the result with a small sample does not generalise or cannot be repeated with other samples. 
This means that the results have not added a significant value to the scientific research 
(Pallant, 2010). Indeed, the literature has provided several options about the number of the 
cases should the researcher use to perform the multiple regression. for example, Hair et al., ( 
2010) suggested that ratio of cases or observations to independent variables should never go 
below the minimum level of 5 to 1, (i. e. five cases for one independent), and 
for the desired 
level they recommended that 10 or 20 cases for each independent variables. 
Pallant (2010) 
has provided a general rule of thumb for testing multiple regression. This rule of thumb 
is 
N> 50+8M. Tabachnick and fidell (2007) has also provided a general rule of thumb, which 
is N> 104 +M (where M is the number of the independent variables). In order to resolve 
this matter, run effectively multiple regression and make sure that the results will be 
generalised, this study has been checked with all these rules and had found that the required 
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number of cases to be used for this study is 106. However, the sample size used for this 
study is in total 298 cases. Hence, the sample size seems to be acceptable to perform such 
analysis. 
9.2.2: Outliers 
Tabchnick and Fidell (2007, p. 159) define outliers as "cases that have a standardised 
residual of more than 3.3 or less than - 3.3". It is common to find a number of outlying 
residuals with a large samples and it has been suggested for such a case by Pallant (2010) to 
don't take any action if there are only a few cases. One of the ways that this assumption can 
be checked is either by inspecting the scatter plot or by looking at the Mahalanobis distance 
and Cook's distance that are created through the SPSS programme. These do not appear 
in 
the result of multiple regression tables, but it does in data file as an extra variables at the end 
of the data file (Mah_l and C00_1). The mahalanobis distance is dependent on the number 
of the independent variables that will be included in the multiple regression analysis. In this 
study for example, two independent variables will be included in the multiple regression, 
therefore, cases with values larger than 13.82 indicate an outlier problem (Tabchnick and 
Fidell, 2007). Regarding Cook's distance value, Pallant (2010) suggested that cases with 
values larger than I are potential problem. 
9.2.3: Multicollinearity 
The relationship among two independent variables and more refers to multicollinearity 
(Hair et at., 2010; and Pallant, 2010). Multicollinearity occurs when there are high 
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correlations among the independent variables, and singularity happens when the prediction 
among the independent variables is perfect (i. e. correlation of 1.0). The existence of such a 
problem can affect the predictions and the estimations among the independent variables. In 
order to avoid such a problem, three ways have been suggested in the literature to assess the 
multicollinearity among independent variables. First, the correlation matrix can be used to 
check multicollinearity among independent variables. As a rule of thumb, coefficient 
correlation value of 0.90 and more means that multicollinearity existed. Second, the 
tolerance test is another way to discover the multicollinearity. Tolerance is an indicator of 
how much of the variability of a selected independent variable is not explained by the other 
independent variable. A value of less than 0.10 indicates that the correlation is high among 
the variables and suggests a potential problem of multicollinearity. Third, Variance inflation 
factor (VIF) is just the inverse of tolerance value (1 divided by tolerance), as a rule of 
thumb, a value of above 10 would be a problem here suggesting multicollinearity (Pallant, 
2010). 
9.2.4: Normality and Homoscedasticity Residuals 
One of the ways that this assumption can be checked is by looking at the normal probability 
plot of the regression standardised residual and the scatter plot that are required as a part of 
the analysis (Tabchnick and Fidell, 2007). In the normal probability plot, when the scores 
lie in a reasonably straight diagonal line from the bottom left to top right, this indicates no 
major problems of normality. On the other hand, in the scatter plot, when the distribution of 
the residuals is roughly rectangular and most of the scores centre along with the 0 point, this 
would suggest no major deviations of this assumption. 
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9.3: Hypotheses Testing 
Chapter IX 
Hair et al. (2010); and Pallant (2010) suggested the following criteria for evaluating the 
results of a multiple regression analysis: 
1. Assess the statistical significance of the overall regression model using the F statistic. As a 
rule P values < 0.05 are considered as significant. 
2. Evaluate the strength of the relationships between the dependent variable and the 
independent variables using the multiple R2 statistics. The R2 figure indicates to how much of 
the amount of variation in the dependent variable associated with all of the independent 
variables considered together. Multiple R2 ranges from 0 to 1.0 and the larger R2 is the 
stronger relationship between the independent variables and the dependent variable of 
interest. 
3. The estimated beta coefficients represent the size of the influence and the direction 
(positive/negative) of that independent variable upon the dependent variable. The higher the 
value of beta indicates that the independent variable has a greater influence on the dependent 
variable. In addition, beta coefficient(s) must be significant. As a rule, P values < 0.05 are- 
considered as significant. 
HI: Structural empowerment will have a positive influence on employees' psychological 
empowerment. 
Structural empowerment was proposed to have a positive influence on employees' 
psychological empowerment. This hypothesis was tested by using regression analysis, but 
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before performing the test, this study had checked the regression assumption of the dependent 
variable (psychological empowerment). Table 9.1 shows regression analysis assumptions 
checked for the dependent variable. 
Table 9.1: Regression Assumptions Checked Dependent Variable: Psychological 
Empowerment 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 294 
N>50 + 8M* 
Normality of Scores Histogram Bell shape 
Bell shaped (See 
appendix 1 0-IA 
Normality of Residuals P-P Plot Reasonably straight 
Accepted (See 
diagonal line appendix 10-I B) 
Scores concentrated 
Homoscedasticity of Residuals Scatter Plot in the centre (along 
Accepted(See 
appendix 10-1C) 
with 0 point) 
Mulitcollin it Structural VIF > 10 1.000 ear y Empowerment Tolerance <. 10 1.000 
Mahalanobis 
> 10.83 
1 
10.62 (0 cases 
Outliers Distance 
; 
deleted) 
Cook's Distance >I . 17 
: number of independent variables 
As shown in Table 9.1, the results indicate that there is no violation of the regression 
assumptions and all the assumptions have met the criteria mentioned in the Table above. 
Table 9.2 shows the statistical results of the regression analysis. 
Table 9.2: Regression Model Statistics Dependent Variable: Psychological 
empowerment 
Dependent 
Independent 
Ps cholo ical Em owerment 
t PR F Structural 
Value Ratio 
Empowerment 
0.71 17.50 . 000 
0.51 306.36 
As shown in Table 9.2, the result of the regression analysis reveals that structural 
empowerment is a significant predictor of employees' psychological empowerment. At the 
dimensional level, it can be seen from the Table 9.3 below that structural empowerment is 
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highly significant to the two dimensions of psychological empowerment. However, the 
strongest among them is appeared between structural empowerment and influence (P = 0.65 
and P value <0.01). Finally, the overall model statistic in Table 9.1 (R2 = 0.51, P=0.000) is 
strongly support that structural empowerment positively influenced on employees' 
psychological empowerment. Hence, hypothesis one is accepted. 
Table 9.3: Regression Model Statistics Dependent Variable: Psychological 
empowerment 
De Indent 
I d Attitude 
Influence 
n ependent 2 F t P R t P R 
lRatio 
Ratio 
S tructural 
0 60 13 13 000 37 0 14.90 000 0.43 222.01 Empowerment . . . 
H2: Psychological empowerment will influence positively on employees' service 
recovery performance. 
This study was proposed that psychological empowerment will influence positively on 
employees' service recovery performance. Table 9.4 below shows regression analysis 
assumptions checked for the dependent variable. 
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Table 9.4: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 294 N>50 + 8M 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 
10-2A) 
Reasonably Accepted (See 
Normality of Residuals P-P Plot straight diagonal appendix 10- 
line 2B) 
Scores Accepted (See 
Homoscedasticity of Residuals Scatter Plot concentrated 
in the 
appendix 10- centre (along with 2C) 0 po 
Psychological VIF >10 1.000 
Empowerment Tolerance <. 10 1.000 
Mahalanobis > 10.83 
9.81 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 . 06 
As can be seen from Table 9.4, the results indicate that there is no violation of the regression 
assumptions and all the assumptions have met the criteria mentioned in the Table above. 
Table 9.5 shows the statistical results of the regression analysis. 
Table 9.5: Regression Model Statistics Dependent Variable: Service Recovery 
Performance 
Dependent 
Service Recove Performance Independent P F 
ß T Value 
2 R Ratio 
Psychological 0.53 10.76 . 000 
0.28 115.92 
Empowerment 
As Table 9.5 shows, the result of the regression analysis reveals that psychological 
empowerment is a significant predictor of employees' service recovery performance. The 
interesting bit of this relationship is shown in Table 9.6 which presents the results of the 
regression analysis between psychological empowerment and the dimensions of service 
recovery performance. 
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Table 9.6: Regression Model Statistics Dependent Variable: Service Recovery 
Performance 
De endent 
I d Tangible Service Recovery Intangible Service Recovery n ependent 
ß t P 2 R 
F 
Ratio ß t P 
2 R 
F 
Ratio 
Psychological 
empowerment 0.33 6.15 . 000 0.11 37.91 0.56 11.56 . 000 0.31 133.65 
The results in the Table 9.6 show that psychological empowerment is more significant in 
predicting intangible service performance than tangible service recovery performance. 
Statistically, it can be noticed from the table above that the highest value was between 
psychological empowerment and intangible service recovery (p = 0.56, P <0.01). Finally, 
with referring to Table 9.5, the overall model statistic (R2 = 0.28, P=0.000) confirms that 
psychological empowerment positively influenced on employees' service recovery 
performance. Thus, hypothesis two is accepted. 
H3: Structural empowerment will have a positive influence on employees' service 
recovery performance. 
This study was proposed that structural empowerment will influence positively on 
employees' service recovery performance. Table 9.7 below shows regression analysis 
assumptions checked for the dependent variable. 
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Table 9.7: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 294 
N>50 + 8M* 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 
10-3A) 
P-P Plot Reasonably straight Accepted (See 
Normality of Residuals diagonal line appendix 10- 
3B) 
Scatter Plot Scores concentrated Accepted (See 
Homoscedasticity of Residuals in the centre (along appendix 10- 
with 0 point) 3C) 
M ulitcolli i Structural VIF > 10 1.000 near ty Empowerment Tolerance < . 10 1.000 
Mahalanobis > 10.83 10.62 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 . 06 
As can be noticed in Table 9.7, none of the regression assumptions has been violated in this 
study. Table 9.8 below shows the results of the regression analysis. 
Table 9.8: Regression Model Statistics Dependent Variable: Service Recovery 
Performance 
D eendent 
Service Recover Performance 
Independent P 2 R 
F 
ß t Value Ratio 
Structural 
0.55 11.30 . 000 0.30 
127.70 
Empowerment 
The result of the regression analysis in Table 9.8 showed that structural empowerment is a 
significant predictor of employees' service recovery performance. More specifically, the 
results presented below in Table 9.9 reflect the relationship between structural empowerment 
and the dimensions of employees' service recovery performance. 
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Table 9.9: Regression Model Statistics Dependent Variable: Service Recovery 
Performance 
Dep dent 
Tangible Service Recovery Intangible Service Recovery 
Independent 2 F P 2 R F t R ß t Value Ratio Value Ratio 
Structural 
Em 0.47 9.11 . 000 0.22 83.05 0.47 9.23 . 000 0.22 85.31 powerment 
From Table 9.9, the results show that structural empowerment is highly significant with both 
tangible and intangible service recovery. This means that structural empowerment is a 
significant predictor for the both dimensions of employees' service recovery performance. 
Statistically, it can be noticed from the Table above that the value between structural 
empowerment and the both dimensions of service recovery was almost same (ß = 0.47, P 
<0.01). Finally, with referring to Table 9.8, the overall model statistic (R2 = 0.30, P=0.000) 
confirms that structural empowerment positively influenced on employees' service recovery 
performance. Thus, hypothesis three is accepted. 
H4: Employees' service recovery performance will positively affect customer 
satisfaction. 
In this study, employees' service recovery performance was proposed to have a positive 
influence on customer satisfaction. This hypothesis was tested by using regression analysis, 
but before performing the test, this study had checked the regression assumption of the 
dependent variable (customer satisfaction). Table 9.10 shows regression analysis assumptions 
checked for the dependent variable. 
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Table 9.10: Regression Assumptions Checked Dependent Variable: Customer 
Satisfaction 
Assumption Test Criteria Current Study 
Sample Size N> 
104 + M* 295 N>50 + 8M* 
Bell shaped (See Normality of Scores Histogram Bell shape appendix 10-4A) 
Reasonably Accepted (See Normality of Residuals P-P Plot straight diagonal appendix 10-4B) line 
Scores 
concentrated in the Accepted (See Homoscedasticity of Residuals Scatter Plot 
centre (along with appendix 10-4C) 
0 oint) 
Service VIF > 10 1.000 
Mulitcollinearity Recovery 
Performance Tolerance <. 10 1.000 
Mahalanobis > 10.83 
10.58 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 . 06 
The results in Table 9.10 showed that all the basic assumptions have been met in this study. 
Table 9.1 1 shows the results of the regression analysis. 
Table 9.11: Regression Model Statistics Dependent Variable: Customer Satisfaction 
Dependent 
Customer satisfaction 
Independent R2 
F 
P t ue 
LVa 
Ratio 
Service 
recovery 0.56 11.83 . 000 
0.32 140.13 
Performance 
As shown in Table 9.11, the result of the regression analysis reveals that service recovery 
performance is a significant predictor of customer satisfaction (ß = 0.56 and P value <0.01). 
More deeply, it can be seen from the Table 9.12 below that intangible service recovery 
performance is more significant with customer satisfaction (P = 0.56 and P value <0.01) than 
the relationship between tangible service recovery performance and customer satisfaction (P 
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= 0.39 and P value <0.01). Finally, the overall model statistic in Table 9.11 (R2 = 0.32, P= 
0.000) is strongly support that service recovery performance positively influenced on 
customer satisfaction. Hence, hypothesis four is accepted. 
Table 9.12: Regression Model Statistics Dependent Variable: Customer Satisfaction 
Dependent 
Customer satisfaction 
Independent P 2 R 
F 
ß t Value Ratio 
Tangible service 0.39 7.23 . 000 0.15 52.28 recovery 
Intangible service 0.56 11.75 . 000 0.32 138.16 recovery 
9.4: Testing Mediation Hypotheses (1) 
In this study, three important mediation hypotheses between empowerment and service 
recovery performance are existed in the research model of the study. First, psychological 
empowerment mediates the relationship between structural empowerment and service 
recovery. Second, the impact of structural empowerment on employees' service recovery 
performance would be partially mediated by the four variables including; managerial support, 
customer behaviour, training and experience. Third, the impact of psychological 
empowerment on employees' service recovery performance would be partially mediated by 
the four variables mentioned above. To test these mediation hypotheses, this study has 
adopted the Baron and Kenny's (1986) criteria in verifying whether the conditions of 
mediations existed or not (For more details see p. 219). 
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H5: Psychological empowerment partially mediates the positive relationship between 
structural empowerment and employees' service recovery performance (SE&ESRP)*. 
This study proposed that the impact of structural empowerment on employees' service 
recovery performance would be partially mediated by psychological empowerment. This 
hypothesis tested by using regression analysis. The results of Baron and Kenny's (1986) 
conditions revealed that the first, second, and third conditions are met. Before testing this 
hypothesis, this study had checked the regression assumption of the dependent variable 
(service recovery performance). Table 9.13 shows regression analysis assumptions checked 
for the dependent variable. 
Table 9.13: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size 
N> 104 + M* 
* 
293 
N>S0 + SM 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 10-SA) 
Accepted (See 
Normality of Residuals P-P Plot 
Reasonably straight 
diagonalline appendix 
10- 
56 
Scores concentrated Accepted (See 
Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 
10- 
with 0 oint) SC) 
*SE VIF > 10 2.102 
Mulitcollinearity 
*PE Tolerance <. 10 0.476 
Mahalanobis > 13 82 
13.39 (0 cases 
Outliers Distance . deleted) 
Cook's Distance . 10 
SE: Structural Empowerment 
PE: Psychological Empowerment 
Between Structural Empowerment and Employees' Service Recovery Performance 
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The results in Table 9.13 showed that all the regression assumptions have been met in this 
study. After checking that there is no violation of the regression assumptions, this study has 
performed the test. Table 9.14 shows the results of the regression model statistics. 
Table 9.14: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recover Performance 
Independent tP R2 F 
Value Ratio 
Structural 
Empowerment . 296 4.26 . 000 
334 83 72 
Psychological . . 
Empowerment . 
327 4.70 . 000 
As Table 9.14 shows, the mediating variable (psychological empowerment) have a significant 
effect on the dependent variable (service recovery performance) when the independent 
variable (structural empowerment) is added in the equation. In other words, the relationship 
between structural empowerment and service recovery performance is partially mediated by 
psychological empowerment. This is because the significant relationship between structural 
empowerment and service recovery performance is reduced from ß=0.55, P value = . 
000, to 
ß=0.29, P value = . 000 (partially mediated) when the mediator variable 
(psychological 
empowerment) is included in the model. Thus, hypothesis five is accepted. 
HSa: Managerial support partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance (SE&ESRP). 
This study proposed that the impact of structural empowerment on employees' service 
recovery performance would be partially mediated by managerial support. The results of 
Baron and Kenny's (1986) conditions revealed that the first, second, and third conditions are 
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met. Before testing this hypothesis, this study had checked the regression assumption of the 
dependent variable (service recovery performance). Table 9.15 shows regression analysis 
assumptions checked for the dependent variable. 
Table 9.15: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Stud 
Sample Size N> 104 + M* 285 
N>50 + 8M 
Normality of Scores Histogram Bell shape Bell shaped 
(See appendix 
10-6. A 
Normality of Residuals P-P Plot Reasonably straight Accepted (See 
diagonal line appendix 10- 
66 
Homoscedasticity of Residuals Scatter Plot Scores concentrated Accepted (See 
in the centre (along appendix 10- 
with 0 oint) 6C) 
Mulitcollinearity *SE VIF > 10 1.422 
*MS Tolerance <. 10 0.703 
Outliers Mahalanobis > 13.82 13.48 (0 cases 
Distance deleted) 
Cook's Distance >1 . 09 
*SE: Structural Empowerment 
*MS: Managerial Support 
As shown in Table 9.15, all the regression assumptions have been met in this study. After 
checking that there is no violation of the regression assumptions, this study has performed the 
test. Table 9.16 shows the results of the regression model statistics. 
Table 9.16: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recove Performance 
Independent P R2 F ß t Value Ratio 
Structural 
0.38 6.60 . 000 Empowerment 0 33 70.56 
Managerial 
0.27 4.69 . 000 
. 
Su ort 
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As Table 9.16 shows, the relationship between structural empowerment and service recovery 
performance is partially mediated by managerial support. This is simply because the 
significant relationship between structural empowerment and service recovery performance is 
reduced from ß=0.55, P value = . 000, to ß=0.38, P value = . 
000 (partially mediated) when 
the mediator variable (managerial support) is included in the model. Thus, hypothesis five (a) 
is accepted. 
H5b: Training partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance (SE&ESRP). 
This study proposed that the impact of structural empowerment on employees' service 
recovery performance would be partially mediated by training. The results of Baron and 
Kenny's (1986) conditions first, second, and third conditions are met. Before testing this 
hypothesis, this study had checked the regression assumption of the dependent variable 
(service recovery performance). Table 9.17 shows regression analysis assumptions checked 
for the dependent variable. 
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Table 9.17: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 293 N>50 + 8M* 
Normality of Scores Histogram Bell shape 
Bell shaped (See 
appendix 10-7A) 
Normality of Residuals P-P Plot 
Reasonably straight Accepted (See 
diagonal line appendix 10-7B) 
Scores concentrated 
Homoscedasticity of Residuals Scatter Plot in the centre (along 
Accepted (See 
appendix 10-7C) with 0 point) 
Mulitcollin it *SE VIF >10 1.519 ear y *TR Tolerance <. 10 0.658 
Mahalanobis 
> 13.82 
12.84 (0 deleted 
Outliers Distance cases) 
Cook's Distance >1 0.10 
SE: Structural Empowerment 
*TR: Training 
As shown in Table 9.17, all the regression assumptions have been met in this study. After 
assuring that there is no violation of the regression assumptions, this study has conducted the 
test. Table 9.18 shows the results of the regression model statistics. 
Table 9.18: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recover Performance 
Independent P 2 F ß t Value 
R 
Ratio 
Structural 
Empowerment 
0.39 6.56 . 000 
32 0 48 70 . . 
Training 0.24 4.18 . 000 
As Table 9.18 shows, the relationship between structural empowerment and service recovery 
performance is partially mediated by training. This refers to the fact that the significant 
relationship between structural empowerment and service recovery performance is reduced 
from ß=0.55, P value = . 
000, to ß=0.39, P value = . 
000 (partially mediated) when the 
mediator variable (training) is included in the model. Thus, hypothesis five (b) is accepted. 
Page 285 
Samer AI-Sabi Chapter IX 
H5c: Experience partially mediates the positive relationship between structural 
empowerment and employees' service recovery performance (SE&ESRP) 
This study proposed that the impact of structural empowerment on employees' service 
recovery performance would be partially mediated by experience. The results of Baron and 
Kenny's conditions revealed that the first, second, and third conditions are met. Before 
testing this hypothesis, this study had checked the regression assumption of the dependent 
variable (service recovery performance). Table 9.19 shows regression analysis assumptions 
checked for the dependent variable. 
Table 9.19: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + 
M* 
* 293 N>50 + 8M 
Bell shaped (See Normality of Scores Histogram Bell shape appendix 10-8A) 
Reasonably straight Accepted (See Normality of Residuals P-P Plot diagonal line appendix 10-8B) 
Scores concentrated Accepted (See 
Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 10-8C) 
with 0 point) 
M li *SE VIF > 10 1.361 u tcollinearity 735 0 * Ea Tolerance <. 10 . 
Mahalanobis > 13.82 
13.40 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 0.08 
* SE: Structural Empowerment 
* EX: Experience 
As shown in Table 9.19, all the regression assumptions have been met in this study. After 
confirming that there is no violation of the regression assumptions, this study has conducted 
the test. Table 9.20 shows the results of the regression model statistics. 
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Table 9.20: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recovery Performance 
Independent P 2 R F ß t Value Ratio 
Structural 
Empowerment 0.36 6.76 . 000 
0 36 83 91 . . 
Experience 0.32 5.98 . 000 
As Table 9.20 shows, the relationship between structural empowerment and service recovery 
performance is partially mediated by experience. This is because the significant relationship 
between structural empowerment and service recovery performance is reduced from ß=0.55, 
P value = . 000, to ß=0.36, P value = . 
000 (partially mediated) when the mediator variable 
(experience) is included in the model. Thus, hypothesis five (c) is accepted. 
HSd: Customer behaviour partially mediates the positive relationship between 
structural empowerment and employees' service recovery performance (SE&ESRP). 
This study proposed that the impact of structural empowerment on employees' service 
recovery performance would be partially mediated by customer behaviour. To verify this 
hypothesis regression analysis was used. The results of Baron and Kenny's conditions 
revealed that the first, second, and third conditions are met. Before testing this hypothesis, 
this study had checked the regression assumption of the dependent variable (service recovery 
performance). Table 9.21 shows regression analysis assumptions checked 
for the dependent 
variable. 
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Table 9.21: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 294 
N>50 + 8M* 
Normality of Scores Histogram Bell shape 
Bell shaped (See 
appendix 10-9A) 
Normality of Residuals P-P Plot 
Reasonably straight Accepted (See 
dia onal line appendix 10-9B) 
Scores concentrated Accepted (See Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 10-9C) with 0 oint) 
M lit lli i *SE VIF > 10 1.067 u co near ty *CB Tolerance < . 10 0.937 
Mahalanobis 
> 13.82 
13.32 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 0.07 
* SE: Structural Empowerment 
* CB: Customer Behaviour 
As shown in Table 9.21, all the regression assumptions have been met in this study. After 
confirming that there is no violation of the regression assumptions, this study has conducted 
the test. Table 9.22 shows the results of the regression model statistics. 
Table 9.22: Regression Model Statistics Independent, Mediators and Dependent 
Ser * 
Independent 
ß 
V 
Structural 
Em owerment 
O. S4 
Customer 
Behaviour 
0.03 
As Table 9.22 shows, the relationship between structural empowerment and service recovery 
performance is not mediated by customer behaviour. This is because the significant 
relationship between structural empowerment and service recovery performance has almost 
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not been changed when the mediator variable (customer behaviour) is included in the model, 
(ß = 0.03, P value = 0.493). Thus, hypothesis five (d) is rejected. 
9,5: Testing Mediation Hypotheses (2) 
This section presents the relationships between psychological empowerment and service 
recovery partially mediated by four variables including; managerial support, training, 
experience, customer behaviour. These relationships will be examined and each hypothesis 
will be presented separately in the following sections. 
H6a: Managerial support partially mediates the positive relationship between 
psychological empowerment and employees' service recovery performance (PE & 
ESRP)' 
This study proposed that the impact of psychological empowerment on employees' service 
recovery performance would be partially mediated by managerial support. This hypothesis 
tested by using regression analysis. The results of Baron and Kenny's conditions revealed 
that the first, second, and third conditions are met. Before testing this hypothesis, this study 
had checked the regression assumption of the dependent variable (service recovery 
performance). Table 9.23 shows regression analysis assumptions checked for the dependent 
variable 
Between Psychological Empowerment and Employees' Service Recovery Performance 
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Table 9.23: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 284 
N>50 + 8M 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 
10-10A) 
Reasonably straight 
Accepted (See 
Normality of Residuals P-P Plot appendix 10- diagonalline 106) 
Scores concentrated Accepted (See 
Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 10- 
with 0 point) IOC) 
Mulit lli * PE VIF > 10 
1.685 
co nearity 593 0 * n 1S Tolerance < <. 10 . 
Mahalanobis > 13.82 
13.23 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 0.10 
* PE: Psychological Empowerment 
*MS: Managerial Support 
As shown in Table 9.23, all the regression assumptions have been met in this study. After 
checking that there is no violation of the regression assumptions, this study has performed the 
test. Table 9.24 shows the results of the regression model statistics. 
Table 9.24: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recover Performance 
Independent R2 ß 
Ii7 iue 
Psychological 
j 
Empowerment 0.41 6.59 . 
000 
35 0 77 45 
Managerial . . 
Support 
0.24 3.92 . 000 
As Table 9.24 shows, the relationship between psychological empowerment and service 
recovery performance is partially mediated by managerial support. This is because the 
significant relationship between psychological empowerment and service recovery 
performance is reduced from p=0.53, P value = . 000, top = 
0.41, P value = . 
000 (partially 
Page 290 
Samer AI-Sabi Chapter IX 
mediated) when the mediator variable (managerial support) is included in the model. Hence, 
hypothesis six (a) is accepted. 
H6b: Training partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance (PE & ESRP). 
This study proposed that the impact of psychological empowerment on employees' service 
recovery performance would be partially mediated by training. This hypothesis tested by 
using regression analysis. The results of Baron and Kenny's conditions revealed that the first, 
second, and third conditions are met. Before testing this hypothesis, this study had checked 
the regression assumption of the dependent variable (service recovery performance). Table 
9.25 shows regression analysis assumptions checked for the dependent variable 
Table 9.25: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size 
N> 104 + M* 
* 289 N>50 + 8M 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 
10-11A) 
Accepted (See 
Normality of Residuals P-P Plot 
Reasonably straight appendix 10- diagonal line 1IB) 
Scores concentrated Accepted (See 
Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 10- 
with 0 point) I IC) 
M li *PE VIF > 
10 1.753 
u tcollinearity 0 570 *TR Tolerance ý . 10 . 
Mahalanobis > 13.82 
13.40 (0 cases 
Outliers Distance deleted) 
Cook's Distance 0.07 
* PE: Psychological Empowerment 
* TR: Training 
As shown in Table 9.25, all the regression assumptions have been met in this study. After 
checking that there is no violation of the regression assumptions, this study has performed the 
test. Table 9.26 shows the results of the regression model statistics. 
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Table 9.26: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recovery Performance 
Independent P R2 F ß t 
Value Ratio 
Psychological 
Empowerment 0.42 6.77 . 000 
0 34 75 66 . . 
Training 0.21 3.32 . 001 
As Table 9.26 shows, the relationship between psychological empowerment and service 
recovery performance is partially mediated by training. This is because the significant 
relationship between psychological empowerment and service recovery performance is 
reduced from ß=0.53, P value =. 000, to ß=0.42, P value =. 000 (partially mediated) when 
the mediator variable (training) is included in the model. Hence, hypothesis six (b) is 
accepted. 
H6c: Experience partially mediates the positive relationship between psychological 
empowerment and employees' service recovery performance (PE & ESRP). 
This study proposed that the impact of psychological empowerment on employees' service 
recovery performance would be partially mediated by experience. This hypothesis tested 
by 
using regression analysis. The results of Baron and Kenny's conditions revealed that the first, 
second, and third conditions are met. The next step is to see whether or not the mediator 
variable (experience) would affect the dependent variable (service recovery performance) 
when the independent variable (psychological empowerment) is added in the same equation. 
Before testing this hypothesis, this study had checked the regression assumption of the 
dependent variable (service recovery performance). Table 9.27 shows regression analysis 
assumptions checked for the dependent variable. 
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Table 9.27: Regression Assumptions Checked Dependent Variable: Service Recovery 
Performance 
Assumption Test Criteria Current Study 
Sample Size N> 104 + M* 294 
N>50 + 8M* 
Bell shaped 
Normality of Scores Histogram Bell shape (See appendix 
10-12A) 
Normality of Residuals P-P Plot 
Reasonably straight 
Accepted (See 
appendix 10- diagonallinc 
12B) 
Scores concentrated Accepted (See 
Homoscedasticity of Residuals Scatter Plot in the centre (along appendix 10- 
with 0 point) 12C) 
Mulitcolli i *PE VIF > 
10 2.193 
near ty 
*EX Tolerance <. 10 0.456 
Mahalanobis > 13.82 
12.83 (0 cases 
Outliers Distance deleted) 
Cook's Distance >1 0.10 
PE: Psychological Empowerment 
* EX: Experience 
As shown in Table 9.27, all the regression assumptions have been met in this study. After 
checking that there is no violation of the regression assumptions, this study has performed the 
test. Table 9.28 shows the results of the regression model statistics. 
Table 9.28: Regression Model Statistics Independent, Mediators and Dependent 
Dependent 
Service Recover Performance 
Independent ß t P R F 
Value Ratio 
Psychological 
Em owerment 
0.36 5.22 . 000 p 34 0 91 75 . . EExperience T 
0.25 3.68 . 000 
As Table 9.28 shows, the relationship between psychological empowerment and service 
recovery performance is partially mediated by experience. This is because the significant 
relationship between psychological empowerment and service recovery performance is 
reduced from ß=0.53, P value = . 
000, to ß=0.36, P value = . 000 
(partially mediated) when 
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the mediator variable (experience) is included in the model. Hence, hypothesis six (c) is 
accepted. 
H6d: Customer behaviour partially mediates the positive relationship between 
psychological empowerment and employees' service recovery performance (PE & 
ESRP). 
This study proposed that the impact of psychological empowerment on employees' service 
recovery performance would be partially mediated by customer behaviour. This hypothesis 
tested by using regression analysis. The results of Baron and Kenny's conditions revealed 
that the independent variable (psychological empowerment) does not have a significant effect 
on the mediator variable (customer behaviour). This means, Baron and Kenny's (1986) first 
condition is not met. Hence, hypothesis six (d) is rejected in this research. As a summary, 
figure 9.1 presents overall results of the research's model 
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Figure 9.1: Overall Results of the Research Model 
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9.6: Conclusion 
Chapter IX 
This chapter has presented the second part of the data analysis. Section two explained the 
multiple regression and several assumptions about the data. In section three, the results 
confirm that structural empowerment has a positive influence on employees' psychological 
empowerment and this in turn has also a positive influence on employees' service recovery 
performance. The results also confirm that employees' service recovery performance has a 
positive influence on customer satisfaction. Mediation hypotheses testing were presented in 
sections four and five, which revealed three important mediation hypotheses. First, the results 
confirm that the relationship between structural empowerment and service recovery 
performance is partially mediated by psychological empowerment. Second, the relationship 
between structural empowerment and service recovery performance is partially mediated by 
managerial support, training and experience. On the other hand, this relationship was rejected 
when customer behaviour was included in the model. Third, the relationship between 
psychological empowerment and service recovery performance is partially mediated 
by 
managerial support, training and experience. Table 9.29 summarises the 
hypotheses testing 
results as explained above. The next chapter will discuss in detail the findings of this study. 
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Table 9.29: Summary of Hypothesis Testing 
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H6a: Managerial support partially mediates the positive 
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employees' service recovery performance. 
H6b: Training partially mediates the positive relationship 
between psychological empowerment and employees' 
service recovery perfon-nance. 
H6c: Experience partially mediates the positive 
relationship between psychological empowerment and 
employees' service recovery performance. 
H6d: Customer behaviour partially mediates the positive 
relationship between psychological empowerment and 
employees' service recovery performance. 
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Chapter X: Discussion of Findings 
10.1: Introduction 
The aim of this chapter is to discuss the main results reported in chapters eight and nine. The 
discussion is centred on the key findings which were investigated in this study. After this 
short introduction another five sections will be presented. The first section presents a 
summary of the study's findings. The second section discusses the study's findings separately 
in light of the previous studies. The mediating effects of the study's variables will be 
discussed in section four. The whole model testing will be discussed in section five. Finally a 
conclusion will be drawn in section six. 
10.2: Review of the Study's Findings 
In this study, several significant results have emerged. Table 10.1, shows a summary of the 
study findings reported in chapters eight and nine. 
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10.3: Discussion of the Study's Findings 
Chapter X 
Several significant results have emerged in this study. These results are discussed in the 
following sections. 
10.3.1: Structural Empowerment 
The 14-item scale developed by Hayes (1994) was adopted and used to measure structural 
empowerment. This scale (Hayes, 1994) has broad acceptance and employment among many 
previous studies in various different contexts (e. g., Ashill, et al., 2008; Sood, 2007 Ashill et 
al., 2005; Babakus et al., 2003; Melhem, 2004; Boshoff and Allen, 2000; Goodman, 
Zammuto, and Gifford, 2001; and Lin, 2002) and has shown good reliability and validity 
results. 
This 14-item scale was used in this study for measuring the structural empowerment of a 
sample of front office employees in all five-star hotels in Jordan. The scale, as it was 
originally developed, was one-dimensional. To validate the scale and its one dimension 
solution in Jordanian hotels, a principle components factor analysis test was undertaken. Only 
one-dimensional factor was extracted as a result of the analysis (see section 8.3.1), which is 
consistent with previous studies but with a slightly different presentation (Hartline and 
Ferrell, 1996; Chebat and Kollias, 2000; and Savery and Luks, 2001). 
The convergent and discriminant validity of the structural empowerment scale was also 
undertaken. The results illustrated and achieved both the convergent and discriminant validity 
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(see Table 8.19). One extracted component resultant from the current study had an alpha 
coefficient of 0.84 which exceeded the minimum level of 0.70. Hence, the results of this 
study supported that structural empowerment is a valid and reliable construct. 
After checking the validity and reliability of the structural empowerment scale, this study has 
looked also at the mean score of overall structural empowerment, which is 5.59. This 
illustrates that front office employees in five-star hotels in Jordan believe that they are highly 
structurally empowered. Surprisingly, this result is consistent with many previous studies in 
different contexts (Yagil, 2006; Patrick and Laschinger, 2006; Hartline and Ferrell 1996; and 
Seibert et at., 2004) who indicated in their results that front line employees perceived 
themselves to be highly structurally empowered. These results were also confirmed by Sood 
(2007), who indicated that structural empowerment is somewhat similar across contexts, but 
the way in which it is implemented is not. Thus, different interpretations and results from 
context to context in terms of how employees perceive structural empowerment have not 
been found in this study. This also confirmed that the Jordanian context is not different from 
other western contexts with regard to structural empowerment. 
10.3.2: Psychological Empowerment 
This study has been tested psychological empowerment in the context of the hotel industry in 
Jordan. The 12-item scale originally developed by Spreitzer (1995) has been used by many 
previous studies in different western and non-western contexts (e. g. Spreitzer, 1996; Hui, Au, 
and Fock, 2004; Siebert et al., 2004; Sood, 2007; Amenumey, 2007; Odeh, 2008; and 
Amenumey and Lockwood, 2008) and has shown good reliability and validity results. 
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This 12-item scale was used in this study for measuring the psychological empowerment of a 
sample of front office employees in all five-star hotels in Jordan. The scale, as it was 
originally developed, is composed of four dimensions. These are meaning, competence, self- 
determination and impact. Based on the data collected in the hotel context, an exploratory 
factor analysis summarised the twelve statements into two factors (attitude and influence), 
generating similar results to Kim and George (2005). The loading of the statements onto the 
dimensions were slightly different (See Table 10.2). In the current study, the results of the 
exploratory factor analysis show that only eight items out of the twelve load onto two factors 
(attitude and influence), which together reflect psychological empowerment. 
With regard to the convergent and discriminant validity of psychological empowerment, the 
results revealed and achieved both convergent and discriminant validity (See Appendix 8-A). 
The two newly extracted components resultant from the current study had an alpha 
coefficient of 0.87 for attitude and 0.76 for influence, which compare with Kim and George's 
of 0.89 for attitude and 0.91 for influence, and exceed the minimum level of 0.70. 
As can be seen from the table below, many previous studies have used Spreitzer's scale and 
produced significantly different presentations of the psychological empowerment construct. 
This study also follows this path and it would seem that other issues, such as location, work 
environment, and the size of the industry under study, have a crucial role in conceptualising 
psychological empowerment. 
Amenumey (2007) contended in his study that the social behaviourism philosophy, which 
assumes that the type of interaction between group and organisational members influences 
their interpretations of specific matters in question, can be one of the issues that explains 
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different conceptualisations of a concept in different organisations and studies. In different 
studies that have resulted in either a two-factor or a three-factor solution, there has been some 
combination between self-determination and impact on the one hand and between meaning 
and competence on the other. Fulford and Enz (1995) noted that "self-determination and 
impact may indeed combine when the organisation under study is small, the levels of 
management are fewer (less bureaucratic), and the nature of the work brings employees 
directly into contact with the customer (service firm versus manufacturing organisation)" (p. 
165). 
Boudrias, Gaudreau, and Laschinger (2004) also found that the self-determination and impact 
dimensions of psychological empowerment had something in common and that they could be 
reflected in one single dimension, while Stander and Rothmann (2009) pointed out in their 
study that the relationship between meaning and competence is strong and it seems that, 
although these are separate dimensions, they are strongly related. Therefore, it is important to 
consider that implementing structural empowerment and different types of organisational 
structures may influence employees' perception of their value and their belief about how well 
they will perform their goals or tasks, and their ability and choice in influencing, initiating 
and regulating their own work in the hotel industry. 
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The results also confirm that psychological empowerment is not a stable measure as it 
supports the two-factor conceptualisation of the construct, but with eight items instead of 
twelve as found by Kim and George (2005), who achieved two-factor solutions. However, 
there is a question over which one of these two instruments covers psychological 
empowerment effectively. 
In this study, the overall mean of psychological empowerment is 5.92, which illustrates that 
front office employees working in five-star hotels in Jordan were highly psychologically 
empowered and were practising all the cognitions of psychological empowerment together, 
on one hand, meaning and competence and on the other hand, self-determination and impact. 
This was supported by Lashley and McGoldrick (1994) who indicated that the state of 
psychological empowerment is most likely to be relevant to organisations that deliver 
outstanding services and products and use non-routine complex technology in an 
unpredictable environment. The results of this study, in this case the environment being five- 
star hotel in Jordan, support this indication, though some dimension of psychological 
empowerment were perceived more positively than others. 
In this study, employees perceived themselves as being meaningful and competent together 
(attitude) in their work and also being able to use some influence in their work tasks, and in 
their units, departments and organisations. Their perception in terms of their attitude towards 
their work was more positive than their influence of some issues and situations in their work 
(See Table 8.20). This result was consistent with Odeh (2008) and Amenumey (2007) but it 
was not consistent with Kim and George (2005), who found that employees perceived their 
influence more positively than their attitudes in their work tasks, units, departments and 
organisations. Investigating a study like this in five-star hotels in Jordan, and looking for high 
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levels of expectations with regard to services and guests, it would be expected that the hotels 
would employ relatively well experienced, trained and qualified employees. It is, therefore, 
not surprising that the employees would find their attitudes toward their work to be positive 
(having confidence in their values and beliefs on how well they will perform their goals and 
tasks while they are interacting with their guests) as well as have high level of trust in their 
abilities and choices in influencing, initiating and regulating their own work. 
T-test results revealed that employment mode was the only variable that shows a significant 
difference between employees with regard to psychological empowerment. Part-time 
employees working in front office departments in five-star hotels in Jordan reported a higher 
level of psychological empowerment (M = 6.43) than full-time employees (M = 5.88). 
Indeed, Kim and George (2005) indicated in their study that full-time employees showed 
higher scores of psychological empowerment than part-time employees and, they mentioned 
that, in this respect, their results are consistent with Hancer and Goerge (2003), and Fulford 
and Enz (1995), but the results in their study as given in Table 1, p. 475, suggest that part-time 
employees showed higher scores of psychological empowerment than full-time. Therefore, 
the result of this study is consistent with Kim and George (2005), but inconsistent with Odeh 
(2008), Hancer and George (2003), and Fulford and Enz (1995) who found that full-time 
employees more psychologically empowered than part-time employees. 
However, although the t-test results indicated that there is a significant difference between 
full-time and part-time employees with regard to psychological empowerment, they are 
considered to be unreliable results. This is due to the fact that the sample size of one of the 
two groups is 22 cases, which is less than the minimum number of 30 cases, and this violated 
the assumptions for performing a t-test (See Appendix 9-C). 
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10.3.3: Service Recovery Performance 
Chapter X 
Service recovery performance has been investigated in the context of the hospitality industry 
in Jordan. Many studies have used Boshoff and Allen's scale (2000) for measuring service 
recovery performance and used five-point scales rating from 5 strongly agree and I strongly 
disagree (Ashill et al., 2009; Ashill et al., 2008; Rod et al., 2007; Karatepe, 2006; and Ashill 
et al., 2005). However, this study has found that the five items are not enough to measure 
service recovery performance, because this study considered service recovery performance to 
be a multi-dimensional construct and its essence cannot be covered by only five items. 
The 5-item scale developed by Boshoff and Allen (2000) and the 20-item scale self- 
developed for this research were used to measure service recovery performance of a sample 
of front office employees in all five-star hotels in Jordan. Based on the data collected in this 
hotel context, an exploratory factor analysis condensed the twenty five statements into two 
factors, generating similar results to Miller et al. (2000), who categorised the process of 
service recovery performance into two dimensions, tangible and intangible service recovery 
performance. The two newly extracted factors resultant from this study had an alpha 
coefficient of 0.83 for tangible service recovery and 0.82 for intangible service recovery, 
which all exceed the acceptable level of 0.70. 
The convergent and discriminant validity test of service recovery performance was also 
undertaken. The results revealed that all the values among the items of service recovery 
performance were above the acceptable level of 0.30. It revealed also that the correlation 
between the same items and `their summated `service recovery performance' scale' 
is higher 
than the correlation with other concepts, such as psychological empowerment and structural 
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empowerment, which illustrated the both convergent and discriminant validity (See Appendix 
8-B). 
Indeed, the results of this study confirmed that service recovery performance was in variance 
as it has a new structure compared with previous studies (Maxham, 2001; Lewis and 
McCann, 2004; Zemke and Bill, 1990; and Tax and Brown, 1990). Also of note is that many 
of the previous studies included different dimensions and produced significantly different 
presentations of the service recovery performance construct. This study has followed the 
same route and it would seem again that the other issues, such as size, location, work 
environment, and how the behavioural side of empowerment is reflected psychologically on 
employees within the industry under study, have a crucial role in measuring service recovery 
performance. In addition, service recovery performance varies from one employee to another, 
varies from one situation to another and it may also vary from one organisation to another for 
each employee. 
After testing the validity and reliability of the service recovery performance scale, this study 
has also looked at the mean score of overall service recovery performance which was 5.73. 
This illustrates that the employees, specifically those working in the front office department, 
were able to perform the process of service recovery effectively, to identify the problems, to 
resolve customer problems and to change customer dissatisfaction to a state of satisfaction, 
and to retain these customers. In other words front office employees in five-star hotels in 
Jordan believed strongly that they are able to go through the process of service recovery 
performance and implement it effectively. This supports the literature indicating that service 
recovery performance is most likely associated with an organisation that institutes an 
awareness of service recovery as an integral part of a quality strategy in the service operation 
(Bidin, 1995). In this respect, service recovery performance can be considered as the 
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corrective mechanism of service quality that allows employees to do whatever is necessary 
and appropriate to restore order at the point of interaction with the customer. Bidin (1995) 
also indicated that encouragement and initiatives in the form of power and authority and the 
flexibility of work rules and procedures, ensures that they can perform better (and probably 
beyond customer expectations). 
Employees perceived themselves to be able to use intangible service recovery performance 
with the customer in the case of service failure more than tangible service recovery 
performance. Their perception regarding performing intangible service recovery was more 
positive than for tangible service recovery. This was supported by (Bitner, 1990; Goodwin 
and Ross, 1990; Hoffman et al., 1995; Sparks and Callan, 1996; Blogett et al., 1997; Sparks, 
2001; Lewis and McCann 2004; Dutta et al., 2007; and Johnston and Michel, 2008) who 
indicated the importance of the role of intangible service recovery in rectifying customer 
problems and maintaining these customers. 
In order to know the effect of the demographic factors on employees' service recovery 
performance, a one-way ANOVA and a t-test were performed. The results of the one-way 
ANOVA test indicated that there is no significant difference between age groups, years of 
experience in front office and in the hotel industry with regard to the overall service recovery 
performance. This result is partially consistent with Duffy et al. (2006) who showed that there 
is no significant difference between service recovery and age groups. 
At the dimensional level, this study has found that years of experience in the hotel industry 
was the only variable that shows a significant difference between the employees with regard 
to service recovery performance. For example, employees with experience of 10 years and 
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more in the hotel industry have a higher perception of intangible service recovery than those 
with experience of one to three years. 
On the other hand, the t-test results showed that, with the exception of employment mode, 
none of the demographic factors demonstrated a statistically significant impact on service 
recovery performance. This result is partially consistent with Duffy et al. (2006), who found 
that there is no significant difference between service recovery and gender, but inconsistent 
with Ashill et al. (2008), who indicated that higher educated front line employees reported 
higher levels of performance in dealing with service failures than employees with secondary 
education. However, the t-test results are considered to be unreliable, because the sample size 
of one of the two groups is 22 cases which violated the assumptions for performing a t-test 
(See Appendix 9-C). 
10.3.4: Employee Perception of Customer Satisfaction 
Customer satisfaction has been conceptualised in the context of the hospitality industry in 
Jordan. The variable `customer satisfaction' was measured with a self-developed instrument 
based on the interviews held with front office employees during the exploratory phase of the 
study. The thirteen items enquire about whether the customer was satisfied with what has 
been given to them with regard to solve their problems or not, Therefore, the thirteen items 
were used to measure employee perception of customer satisfaction, using a sample of front 
office employees in all five-star hotels in Jordan. Based on the data collected in this hotel 
context, an exploratory factor analysis summarised the thirteen statements into one factor 
with 8 statements, due to cross-loading with other statements. 
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This scale as mentioned before is a new scale and to the best of the researcher's knowledge 
was not measured before. This refers to the fact that most previous studies have measured 
customer satisfaction directly from the customers. However, this study measures customer 
satisfaction in an indirect way by asking the employees to put themselves in the position of 
the customers and see whether they are satisfied or not. The main reason for choosing this 
approach is that front line employees in the front office department perform a crucial role in 
the delivery of front line services, which is fundamental to the management of customer 
relationships. Besides, front line employees in the front office department perform the 
process of service recovery in the case of customers who have problems in the service 
encounter. Therefore, it was interesting to know employees' perceptions of customer 
satisfaction and which one of the service recovery efforts they consider to be more effective 
than the others. 
The overall mean score of customer satisfaction was (M= 5.79), and this means that the 
employees' perception of customer satisfaction is high and they perceived themselves to be 
satisfied after service recovery. This to some extent was supported by; Bitner et al., (1990); 
Michel, (2001); Seawright et al., (2008); and Johnston and Michel (2008), who strongly 
agreed with the theory that service recovery (tangible and intangible service recovery) 
enhances customer satisfaction to a higher level than before the failure and 
Goodwin and 
Ross (1992), who indicated that a proper recovery can restore levels of satisfaction and 
promote referrals for future purchases. 
The interesting point in terms of customer satisfaction is that intangible service recovery was 
more positive and effective in satisfying the customers than tangible service recovery. With 
regard to this point in particular, there are two groups of researchers who agreed and 
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disagreed with the result above. On one hand, this result was consistent with previous studies 
such as: Zemke (1994) (apology); Boshoff (1999) (empathy); Lewis and Spyrakopolos 
(2001) (managerial intervention); Sparks (2001) (apology); Lewis and McCann (2004) (an 
apology and correcting the problems); and Caranage and Mattila (2005) (informed choice) 
which are all supported intangible service recovery. In addition, Blodgett, Wakefield, and 
Barnes (1995) and Sparks and Callan (1996) found that compensation (tangible service 
recovery) only made a positive difference in satisfaction when accompanied by high levels of 
courtesy and respect. 
On the other hand, the result above was not consistent with Goodwin and Ross (1990); Bitner 
(1990); Boshoff (1997); and Smith et al. (1999), who indicated that compensation in its 
different forms (tangible service recovery) has a significant effect on customer satisfaction 
and on customers' willingness to return to the firm for future service. 
In order to see if perception of customer satisfaction significantly differed with respect to the 
demographic factors, a one-way ANOVA and a t-test were performed. The results of the one- 
way ANOVA show that there is no significant difference between age groups, years of 
experience in front office and years of experience in the hotel industry with regards to this 
factor. This means that all the employees working in five-star hotels in Jordan have positive 
perceptions of customer satisfaction after service recovery. A possible explanation of this 
result is that the employees working in five-star hotels in Jordan were able to accommodate 
and perform all the process of service recovery effectively, and ultimately achieve high levels 
of customer satisfaction. 
Page 312 
Samer AI-Sabi Chapter X 
The t-test results show that nationality and employment mode were the only variables that 
make a significant difference to their perception of customer satisfaction. Employees with 
non-Jordanian nationality perceive customer satisfaction after service recovery more 
positively than Jordanian employees. This result is surprising and contrary to the expectations 
of this study. The probable explanation of this result goes back to the fact that the t-test with 
regard to the nationality variable was not reliable and this was because of the sample size (4 
cases) which does not meet the minimum number of cases needed to perform a t-test (See 
Appendix 9-A) 
The same with employment mode; the results show that part-time employees are more 
positive in their perception of customer satisfaction than full-time employees. Once again, 
this result is contrary to the expectation of this study and this is also possibly due to sample 
size (22 cases) which was under the acceptable level for performing a t-test (See Appendix 9- 
C). 
10.4: Mediating Effects of the Study's Variables 
In this study, three important mediation hypotheses between empowerment and service 
recovery performance were tested. These are, first, that psychological empowerment 
mediates the relationship between structural empowerment and service recovery. The second 
hypothesis was that the impact of structural empowerment on employees' service recovery 
performance would be mediated by the four variables managerial support, customer 
behaviour, training and experience and the third, that the impact of psychological 
empowerment on employees' service recovery performance would also be mediated by these 
four variables. 
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This study adopted Baron and Kenny's (1986) way of verifying whether or not the conditions 
exist for mediations of psychological empowerment, managerial support, training, and 
experience and customer behaviour. 
10.4.1: Mediating Effects of Psychological Empowerment 
In the hypothesis where psychological empowerment mediates the relationship between 
structural empowerment and service recovery performance, this study has found that all the 
conditions for mediation of psychological empowerment were met. Although many studies 
have shown that psychological empowerment mediates the relationship between structural 
empowerment and organisation commitment (Knol and Van Linge, 2009), and between work 
redesign and organisational commitment (Chen and Chen, 2008), very few have looked at the 
role of psychological empowerment between structural empowerment and service recovery 
performance. This goes back to the fact that most previous studies have tended to adopt only 
one of the two main perspectives on empowerment, either structural empowerment or 
psychological empowerment (Greasley et al., 2008; and Eylon and Bamberger, 2000). Most 
have seen empowerment as a method of service recovery performance process rather than 
seeing it as having its own strategic role in supporting the whole of process of service 
recovery performance. 
To bridge these gaps, this study adopted the two main perspectives on empowerment and it is 
one of the first studies to measure the effect of psychological empowerment as a mediator 
between structural empowerment and service recovery performance. The results explain that 
the relationship between structural empowerment and service recovery performance 
is 
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partially mediated by psychological empowerment. This means that the behaviours and 
actions that managers and supervisors use to empower their employees will prepare their 
employees to be able to feel empowered and this in turn will lead them to be able to recover 
service failure effectively and, ultimately, to achieve high levels of customer satisfaction. 
This supports Odeh (2008) who found that employees will have their own individual 
perceptions or feelings of psychological empowerment which will in some way influence 
their behaviour and performance at work. These feelings of empowerment will in part be 
formed by the actions and behaviours of their managers and supervisors who are attempting 
to develop an employment environment (structural empowerment) that supports employees in 
taking control of their own work (Amenumey and Lockwood, 2008). 
Bear in mind, although the effect of psychological empowerment is not complete (i. e., does 
not fully mediate), it is indeed important because the effect of structural empowerment on 
service recovery performance without it will be less effective. 
10.4.2: Mediating Effects of Managerial Support, Training, Experience, 
and Customer Behaviour 
In the early stages of this study, a preliminary study was conducted for the purpose of 
discovering whether the conceptual model that outlines the relationship between 
empowerment and service recovery performance is complete, or whether there are missing 
variables with regard to empowerment, service recovery performance and customer 
satisfaction (see Figure 5.1). This study has identified four factors that enable/hinder 
employees, specifically those working in the front office department, in delivering 
high levels 
of service recovery performance and in achieving high levels of customer satisfaction. 
These 
are: experience, managerial support, training and customer behaviour. 
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" Managerial support 
Managerial support has been investigated in the context of the hospitality industry in 
Jordan. The scale developed by Bell, Menguc and Stefani (2004) has been used 
recently to measure managerial support (Ashill et al., 2008), but in order to make sure 
that the managerial support scale is robust, this study has added four items to the 
overall scale. These four statements were a self-developed instrument based on the 
interviews held with front office employees during the exploratory phase of the study. 
The 3-item scale developed by Bell, Menguc and Stefani (2004) and the 4-item scale 
self-developed by the researcher were used to measure managerial support of a sample 
of front office employees in all five-star hotels in Jordan. Based on the data collected 
in this hotel context, an exploratory factor analysis condensed the seven statements 
into one factor, producing similar results to Bell et al., (2004), but with a slightly 
different presentation. 
The Cronbach's alpha coefficient of the managerial support scale is 0.94. This value 
exceeds the recommended value of 0.70 and shows that the reliability of the scale is 
excellent. In addition, managerial support from the employees' view can be enhanced 
by managers being responsive to employees' requests for help and guidance and 
recognising and appreciating employees' efforts to provide 
high quality service 
(Amenumey, 2007). Singh (2000) found also that a managerially supportive 
environment leads to the achievement of high levels of employee performance. The 
literature on service recovery performance offers evidence from previous research that 
managerial support has a significant effect on service recovery performance (Yavas et 
al., 2003; Babakus et al., 2003; Ashill et al., 2005; Ashill et al., 2008). 
These results 
were supported by this study, which found that as front line employees perceive 
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greater support from management, their effort in terms of achieving high levels of 
service recovery performance will increase, as will their sense of responsibility 
towards their customer. 
Furthermore, the overall mean of managerial support is 5.80, which illustrates also 
that front office employees working in five-star hotels in Jordan were positive with 
regards to managerial support and were well supported by their managers/ supervisors 
when they need them. 
A series of tests were performed to see if perceptions of managerial support 
significantly differed with respect to the demographic factors. The one-way ANOVA 
results implied that there is no significant difference between age groups, years of 
experience in front office and years of experience in the hotel industry. This means 
that perception of how they have perceived managerial support is not differ with age 
or years of experience, and all agreed to the effective role of managerial support in 
enhancing and delivering high levels of service recovery and high levels of customer 
satisfaction. On the other hand, the t-test results showed that out of the eight 
demographic factors used in this study, only employment mode significantly 
influenced employees' perception of managerial support. Part-time employees 
perceived managerial support to be more important than full-time employees. 
Many studies have shown that managerial support has different relationships with 
different variables, although under different names or titles (Siegall and Grander, 
2000; Robbins et al., 2002; Amenumey, 2007; and Ashill, et al., 2008), The 
relationship where managerial support mediates the relationship between structural 
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empowerment and service recovery performance on one hand, and between 
psychological empowerment and service recovery performance on the other, is a 
relatively new addition to the literature. This is the thinking of different authors on 
how they see managerial support. 
For example, Ashill, et at., (2008) found that managerial support exerts a stronger 
influence on service recovery performance when mediated by job satisfaction and 
organisational commitment. In addition, Amenumey (2007) found that managerial 
support is a critical factor in how employees perceive their work environment 
(structural empowerment). Quinn and Spreitzer (1997) asserted that managerial 
support is one of the organisational characteristics which enhance psychological 
empowerment. Spreitzer (1996) indicated that managerial support is one of the 
factors which also support psychological empowerment. 
The results of this study explain that the relationship between structural 
empowerment /psychological empowerment and service recovery performance is 
partially mediated by managerial support. This means that without involving 
managerial support in the relationships between structural empowerment and service 
recovery performance and between psychological empowerment and service 
recovery performance, the effectiveness of dealing with customer problems, 
resolving their problem and achieving high levels of customer satisfaction will be 
less strong than the relationship between (structural empowerment and service 
recovery performance) and less strong than the relationship between (psychological 
empowerment and service recovery performance) separately without managerial 
support. Giving the employees the autonomy and authority to act independently will 
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lead them to be willing to recover service failure, but this will be more effective and 
stronger when managerial support is included in this relationship. 
It is likewise with psychological empowerment and service recovery performance. 
When employees believe in their value and believe in how well they will perform 
their goals or tasks and their ability and choice in influencing, initiating and 
regulating their own work in the hotel industry, this will also lead them to be willing 
to recover service failure, but again this relationship will become stronger when 
managerial support is included to the equation. 
Training 
Training has been conceptualised in the context of the hospitality industry in Jordan. 
Many studies have used scales developed by Rogg et al., (2001) and Boshoff and 
Allen (2000) in measuring training (Ashill et al., 2005; Yavas et al., 2003; Babakus 
et al., 2003; and Ashill et al., 2008). These two scales contain ten items and these ten 
items enquire about the existence of training, the timing of training and the 
continuity of training (Rogg et al., 2001; and Boshoff and Allen, 2000). However, in 
order to cover more aspects of the training scale and make sure that all the aspects of 
training with regard to service recovery performance are covered, this study has 
added four items to the overall scale that examine training for communication 
between employees and customers. 
The 4-item scale developed by Rogg et al., (2001); and the 6-item scale by Boshoff 
and Allen (2000); and the self-developed 4-item scale, based on the interviews 
conducted during the exploratory phase of this study, were used to measure training 
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of a sample of front office employees in all five-star hotels in Jordan. Based on the 
data collected in this hotel context, an exploratory factor analysis grouped the 
fourteen statements into one factor, producing similar results to Rogg et al., 2001; 
and Boshoff and Allen, (2000), but with a slightly different presentation. The 
Cronbach's alpha coefficient of the training scale is 0.96. This value exceeds the 
recommended value of 0.70 and shows that the reliability of the scale is excellent. 
Many studies have found that customer service training leads employees to be 
satisfied in their work and this is because of its role in developing skills to handle 
service failures effectively (Babakus et al., 2003; Schneider and Bowen, 1995; Tax 
and Brown, 1998). Other studies have also found that front line employees are more 
committed to an organisation that assists more in training programmes (Babakus et 
al., 2003; Sweetman, 2001; and Tsui, Pearce, Porter, and Tripoli, 1997). Some 
studies have also demonstrated that employees should have proper training 
programmes and interpersonal skills in order to provide high levels of service and 
deal with customer complaints effectively (Boshoff & Allen, 2000; Hart, Heskett, & 
Sasser, 1990; Liao & Chuang, 2004; Lytle & Timmerman, 2006; Yavas et al., 2003). 
The literature on service recovery performance offers evidence from previous 
research that training also has a significant effect on service recovery performance 
(Yavas et al., 2003; Babakus et al., 2003 Ashill et al., 2005; Ashill et al., 2008). These 
indications were supported by this study, as the overall mean of training is 5.80, 
which implies that front office employees working in five-star hotels in Jordan 
considered training to be one of the most important factors in delivering high levels 
of service recovery performance and achieving high levels of customer satisfaction. 
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In addition, they considered themselves to be well trained in overcoming customer 
complaints effectively. 
A one-way ANOVA and a t-test were performed to see if perceptions of training 
significantly differed with respect to the demographic factors. The results from the 
one-way ANOVA implied that years of experience in front office and in the hotel 
industry were the only variables to make a significant difference to their perception 
of training. Employees working in the front office with experience of 8 years and 
more perceived training to be more important than employees with experience of 
one to two years. Another explanation is that employees with experience of 8 years 
and more perceived themselves to be highly trained more than employees with 
experience of one to two years did. The same with employees working in the hotel 
industry; employees with experience of 10 years and more perceived themselves to 
be highly trained and perceived training to be more important than employees with 
experience of one to three years. 
The t-test results show that front office positions, education levels and employment 
modes were the only variables to make significant differences to their perception of 
training. Front of house employees perceived themselves to be more trained than 
employees working in the back of the house. Front of house employees also 
perceived that training is more important in performing service recovery than 
employees working in the back of the house. Bear in mind, both positions either 
front of house or back of house are important in terms of dealing with customer 
problems and solving their problems and satisfying and maintaining them. However, 
it would seem that employees at front of house are more critical because it is known 
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that the first and the last potential contact with their customers will be through them 
and also because they are considered to be the mirror that reflects the importance of 
the services provided. It is therefore not surprising that front of house employees 
would find their training to be important in their work and to consider themselves 
better trained than employees working in the back of the house. 
Regarding education levels, the results show that highly educated employees also 
perceive training to be important more than employees educated to a lower level. 
This implies that the management should create a specific training programme for 
this kind of employee, directed to them and should increase their awareness of the 
importance of these programmes. 
Regarding employment modes, the results show that part-time employees also find 
training to be more important than full-time employees. A possible explanation of 
this result is that full-time employees receive frequent training programmes which 
may become routine work for them, rather than seeing it as an important part of their 
work that enables them to deal with a situation of service recovery effectively. 
Another possible explanation of this result is that part-time employees could find 
themselves to be less stressed than full-time employees. 
As can be seen from the discussion above, there are several relationships that explain 
the role of training towards organisational commitment, job satisfaction and service 
recovery performance. However, in the hypothesis where training mediates the 
relationship between structural empowerment and service recovery performance on 
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one hand, and between psychological empowerment and service recovery 
performance on the other, is relatively new territory. 
The results of this study explain that the relationship between structural 
empowerment /psychological empowerment and service recovery performance is 
partially mediated by training. This means that it is important to include training in 
the relationships between structural empowerment and service recovery performance 
and between psychological empowerment and service recovery performance, 
because this will make the effectiveness of dealing with customer problems, 
resolving their problem and achieving high levels of customer satisfaction more 
strong than the relationship between (structural empowerment and service recovery 
performance) and more strong than the relationship between (psychological 
empowerment and service recovery performance) separately without the support of 
training 
In other words, building an environment where the employees are structurally 
empowered and have a high level of training will lead them to provide high levels of 
service recovery performance and high levels of customer satisfaction. In the same 
work environment where employees feel psychologically empowered, high level of 
training will also lead them to be able to provide higher levels of service recovery 
performance and customer satisfaction. 
" Experience 
Experience has been conceptualised in the context of the hospitality industry in 
Jordan. The variable `experience' was measured with a self-developed instrument 
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based on the interviews held with front office employees during the exploratory 
phase of the study. The thirteen items of this instrument enquire about experience in 
communication with customers, experience in dealing with managers, departments 
and the organisation, experience in making the customer happy. The thirteen items 
were used to measure the experience of a sample of front office employees in all 
five-star hotels in Jordan. Based on the data collected in this hotel context, an 
exploratory factor analysis summarised the thirteen statements into one factor with 8 
statements, due to cross loading with other statements. 
This scale, as mentioned before, is a new scale and was not measured before. This is 
because most previous studies have used experience within the context of the 
demographic factors and have not focused on the other aspects mentioned above. 
This study has found experience to be the most effective factor in terms of 
employees' perception of empowerment and service recovery performance, and 
customer satisfaction, as most employees believe that the more experience they 
have, the more effective they are in performing their work. In other words, 
employees' perception of experience (M= 6.18) is more positive than any other 
factor, like managerial support (M= 5.80), training (M= 5.80) and customer 
behaviour (M= 4.71), in performing service recovery and achieving high levels of 
customer satisfaction. 
In order to see if perception of experience significantly differed with respect to 
demographic factors, a one-way ANOVA and a t-test were performed. The results of 
the one-way ANOVA show that years of experience in the hotel industry was the 
only variable that shows a significant difference with regards to this factor. 
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Employees with experience of 10 years and more in the hotel industry find 
experience to be a more effective and important factor in performing service 
recovery and achieving high levels of customer satisfaction than employees with 
experience of one to three years. A possible explanation of this result is that the 
more experienced employees are, the more wise and knowledgeable they are in their 
judgement of performing service recovery and achieving high levels of customer 
satisfaction. It is therefore not surprising that experienced employees would find 
their experience to be more important in their work than employees with experience 
of one to three years. 
The t-test results show that front office positions, education levels and employment 
modes were the only variables that make a significant difference to their perception 
of experience. Front of house employees perceived themselves to be more 
experienced than employees working in the back of the house. Front of house 
employees also perceive that experience is the most important factor in performing 
service recovery, while employees working in the back of the house do not. It is 
worth noting that because of their critical position at the front of the house and 
because of their location in the hotel, it is not uncommon that front of house 
employees find experience to be more positive and important than employees in the 
back of the house. 
Regarding education levels, the results show that highly educated employees also 
perceive experience to be more important than less educated employees. This 
confirms that the perception of highly educated employees is indeed different from 
employees with a low level of education. As result of this, highly educated 
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employees were found in this study to be more experienced employees and more 
effective in performing service recovery and achieving high levels of customer 
satisfaction. 
With regard to employment mode, the results show that part-time employees also 
find experience to be more important than full-time employees. This result is 
contrary to the expectation of this study which was that full-time employees are 
more experienced than part-time employees. A possible explanation of this result is 
that part-time employees may find that it is not easy to resolve some customer 
problems and make customers happy and that this therefore requires them to have 
enough experience. In general, facing difficulties in the work environment 
sometimes sends a signal to employees regarding to what they need to acquire, in 
terms of either more experience or more training, in order to be effective in their 
work. 
As can be noticed from above, no previous studies have measured the effect of 
experience on empowerment, either structural or psychological empowerment, or on 
service recovery performance. Therefore, for the hypothesis that experience 
mediates the relationships between structural empowerment and service recovery 
performance, and the between psychological empowerment and service recovery 
performance, this study has found that all the conditions for mediation of experience 
have been met. 
The results of this study explain that the relationship between structural 
empowerment /psychological empowerment and service recovery performance is 
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partially mediated by experience. This means that it is very important to include 
experience in the relationships between structural empowerment and service 
recovery performance and between psychological empowerment and service 
recovery performance, because this study has found that experience is the most 
mediation factor for these relationships and make the effectiveness of dealing with 
customer problems, resolving their problem and achieving high levels of customer 
satisfaction the strongest, compared with the effect of managerial support and 
training on the relationships between structural empowerment and service recovery 
performance and between psychological empowerment and service recovery 
performance. 
" Customer behaviour 
Customer behaviour has been conceptualised in the context of the hospitality industry 
in Jordan. The variable `customer behaviour' was measured with a self-developed 
instrument based on the interviews held with front office employees during the 
exploratory phase of the study. Customer behaviour was found in the preliminary 
study to be one of the factors that most hinders employees in delivering high levels of 
service recovery and high levels of customer satisfaction. The six items of the self- 
developed instrument enquire about the way that customers behave when they 
encounter a service failure. Two statements were reflecting the positivity of customer 
behaviour and four statements were reflecting the negativity of customer behaviour. 
The six items were used to measure customer behaviour of a sample of front office 
employees in all five-star hotels in Jordan. 
Page 327 
Samer AI-Sabi Chapter X 
Based on the data collected in this hotel context, an exploratory factor analysis 
summarised the six statements into one factor with four statements that have the 
negative side of customer behaviour. This study has found customer behaviour to be 
a hindering factor in terms of employees' perception of empowerment and service 
recovery performance, and customer satisfaction, as most employees believe that 
customer behaviour hinders them in performing their work. In addition, the 
employees' perception of customer behaviour (M= 4.71) is less positive than any 
other factors, like experience (M= 6.18), managerial support (M= 5.80), and Training 
(M= 5.80), in performing service recovery and achieving high levels of customer 
satisfaction. 
In order to see if perception of customer behaviour significantly differed with 
respect to the demographic factors, a one-way ANOVA and a t-test were performed. 
The results of the one-way ANOVA show that age group and years of experience in 
hotel industry were the only variables that show a significant difference with regards 
to this factor. Employees who are 40 years old or more find customer behaviour to 
have less effect on performing service recovery and achieving high levels of 
customer satisfaction than employees aged thirty to thirty-nine. The probable 
explanation of this result goes back to the idea that the older employees are more 
experienced, knowledgeable, and willing to know whether customer behaviour will 
affect their work or not, than the younger employees. Bearing in mind that as this 
study was conducted in five-star hotel in Jordan, with the expectation of high levels 
of professional and well trained employees, it would be expected that the employees 
would see customer behaviour as a less effective factor than any other factors 
mentioned above. 
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Regarding years of experience in the hotel industry, the results show that employees 
with experience of 7 to 9 years perceive customer behaviour to have the least effect 
with regards to service recovery and customer satisfaction than employees with 
experience of ten years and more. This confirms that an employee with enough 
experience is one of the criteria that might be used to evaluate the process of service 
recovery performance and to achieve high levels of customer satisfaction. 
The t-test results show that education levels and employment modes were the only 
variables that make a significant difference in employees' perception of customer 
behaviour. Regarding education level, the results show that highly educated 
employees perceive customer behaviour to be less important than less educated 
employees. This confirms that their perception of customer behaviour is more 
negative than employees with a low level of education. 
With regard to employment mode, full-time employees find customer behaviour to 
be less negative than part-time employees. It would seem from this result that full- 
time employees would deal with a situation where customer behaviour was involved 
more than part-time employees. In addition, it would seem that the availability at 
work for part-time employee has a role to play in evaluating the customer behaviour 
construct. 
The customer behaviour scale is a new scale and therefore no previous studies have 
measured the effect of customer behaviour on empowerment, either structural or 
psychological empowerment, or on service recovery performance. In the hypothesis 
where customer behaviour mediates the relationship between structural 
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empowerment and service recovery performance, this study has found that all the 
conditions for mediation of customer behaviour have met. The results show that 
customer behaviour does not mediate the relationship between structural 
empowerment and service recovery performance. This confirms that customer 
behaviour hinders empowered employees ability to recover service failure 
effectively and, therefore, there was no effect from empowered employees on 
customer behaviour. On the other hand, where customer behaviour mediates the 
relationship between psychological empowerment and service recovery 
performance, this study has found that there is no significant relationship between 
psychological empowerment and customer behaviour. This means that one of the 
conditions for mediation of customer behaviour has been violated and therefore the 
relationship between psychological empowerment and service recovery performance 
mediated by customer behaviour is rejected. 
In summary, the results discussed in this section of the study confirmed and are consistent 
with the results of the preliminary study conducted in the early stages of this study. In the 
preliminary study, the results showed that experience, training and managerial support play a 
crucial role in enabling and reinforcing the abilities of employees in dealing with customer 
problems, solving customer problems and achieving high level of customer satisfaction after 
service recovery. Experience, training and managerial support emerged 9,8, and 5 times 
respectively in the positive incidents and were found to be the most frequent enabler factors 
in delivering high levels of service recovery performance and achieving high levels of 
customer satisfaction after service recovery. 
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Based on the data collected from the main study, these results were confirmed by the 
employees sampled in this study, who were front office employees in all five-star hotels in 
Jordan, and who reported that they perceived experience with a mean score of 6.18 to be the 
most effective factor in performing service recovery performance, followed by training with 
mean score of 5.80 and, finally, managerial support with a mean score of 5.80. Their 
perception of being well experienced in dealing with customer problems and delivering high 
level of service recovery is more positive than their perception of training and managerial 
support. On other hand, customer behaviour was found in the preliminary study to be the 
most frequent factor that hinders employees, specifically those working in the front office, in 
delivering high service recovery performance and achieving high levels of customer 
satisfaction after service recovery. The reason for including customer behaviour in this study 
is to know whether or not this factor does indeed hinder empowered employees' attempts to 
resolve customer problem and make them happy. The results of the main study found that 
customer behaviour hinders empowered employees in performing their job properly in 
respect of disappointed customers. 
10.5: Model Testing (Empowerment and Service Recovery Performance) 
The discussion of the results in the preceding sections indicated that the study's findings 
largely concur with the existing literature. This section will present the results of the 
developed model testing as a whole model rather than presenting it as separate variables. The 
main aim of this study, as mentioned before, is to examine the effect of 
structural/psychological empowerment on service recovery performance and customer 
satisfaction in the hotel industry, as the research model shows below. 
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Figure 10.1: The Research Model 
Structural 
Empowerment 
Psychological 
Empowerment 
Managerial 
Support 
Training 
Experience 
Service Recovery 
Performance ý30 
Customer 
satisfaction 
The findings of previous empirical studies show that structural empowerment has a positive 
influence on/association with employees' psychological empowerment (Sood, 2007; and 
Amenumey and Lockwood, 2008). The results of the regression analysis in this study provide 
support for the significant effect of structural empowerment on employees' psychological 
empowerment (R2 = 0.5 1, F= 306.36, p <0.000). The probable explanation of this result is 
that creating an employment environment (structural empowerment), where employees feel 
that they have the autonomy and authority to act independently and take control of their 
work, will lead them to feel psychologically empowered. 
The path between empowerment (structural empowerment and psychological empowerment) 
and service recovery performance was supported by previous research (Enz and Siguaw, 
2000; Carson et at., 1998; Hocutt and Stone, 1998; Bowen and Lawler, 1995,1992; Hart et 
al., 1990; and Conger and Kanungo, 1988). The results of this study show that psychological 
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empowerment has a positive influence on employees' service recovery performance (R2 = 
0.28, F= 115.92, p <0.000). The explanation of this result is that when employees are more 
positive in their attitudes towards their work, then they are more able to deal with customer 
problems, resolve customer problems and change the negative state of the customer from 
being dissatisfied to being satisfied. The same with structural empowerment and service 
recovery performance; the results of this study show that structural empowerment has a 
positive influence on employees' service recovery performance (R2 = 0.30, F= 127.70, p 
<0.000). The explanation of this result is that if employees accept structural empowerment 
positively, and viewed it as a supportive and helpful strategy, then they would be able to deal 
effectively with customer problems, resolve customer problems and change the negative state 
of the customer from being dissatisfied to being satisfied. it worth noting here that structural 
empowerment was a more significant predictor of employees' service recovery performance 
than psychological empowerment. 
This implies that structural empowerment is a necessary dimension for empowerment within 
service organisations, and will in turn lead automatically to the other elements of 
empowerment (psychological empowerment) and consequently lead to the achievement of 
the desired outcomes. 
The findings of previous empirical studies provide support for the significant effect of 
employees' service recovery performance on customer satisfaction (Bitner, et al., 1990; Hart 
et at., 1990; Goodwin and Ross, 1990; Goodwin and Ross, 1992; Boshoff, 1996; Michel, 
2001; Seawright et at., 2008). The results of this study show that employees' service recovery 
performance has a positive influence on customer satisfaction (R2 = 0.32, 
F= 140.13, p 
<0.000). The probable explanation of this result is that employees working 
in five-star hotels 
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in Jordan are able to perform all the processes of service recovery, with either intangible 
and/or tangible service recovery performance, and this in turn leads to changing the negative 
attitude of the customer from being dissatisfied to being satisfied. 
One of the main major contributions of this study is to have tested the mediating 
relationships. These are: the relationship between structural empowerment and service 
recovery performance mediated by psychological empowerment, experience, managerial 
support and training; and the relationship between psychological empowerment and service 
recovery performance mediated by experience, managerial support and training. 
To the best of the researcher's knowledge, none of the previous studies have measured or 
examined the interrelationships between these constructs in a single study. The results of this 
study show that psychological empowerment, experience, managerial support and training 
partially mediated the relationship between structural empowerment and service recovery 
performance. The results also show that experience, managerial support and training partially 
mediate the relationship between psychological empowerment and service recovery 
performance. From these results it is worth noting the following points: 
" Psychological empowerment is found to be the most significant mediating variable 
with regards to the relationship between structural empowerment and service 
recovery performance. 
" Although structural empowerment has a positive influence on employees' service 
recovery performance, it is less effective when psychological empowerment is not 
included in the equation. 
" Experience is found to be the most mediating variable when compared with 
managerial support and training with regards to the relationship between (structural 
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empowerment -- service recovery performance) and (psychological empowerment - 
service recovery performance). 
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10.6: Conclusion 
This chapter has discussed the main results reported in Chapters Eight and Nine in the light of 
previous studies. After the summary of the study's findings, this chapter has presented and 
discussed the study's variables separately in the light of previous studies, followed by a 
discussion about the mediating effects of the study variables. Finally, the whole model testing 
was also discussed in the light of previous studies. The next chapter will provide a summary, 
and implications and recommendations for the whole study. 
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Chapter XI: Conclusion 
11.1: Introduction 
Chapter XI 
This study is structured in four sections displayed over eleven chapters. The background of 
the study is provided in section one. Section two presents the literature review over four 
chapters, and this is followed by section three which presents the two parts of the 
methodology: the preliminary study and the main methodology that guided this study. The 
analysis of the data collected, the discussion of the study's findings and the conclusion are 
presented in section four. The aim of this chapter is to present a conclusion of the whole 
thesis and its implications which centres around empowerment and its effect on service 
recovery performance for front office departments in five-star hotels in Jordan. It starts with a 
discussion of the study's objectives and how they were accomplished. This is followed by 
theoretical contributions and managerial implications. Finally, it ends with limitations and 
recommendations for future research areas. 
11.2: Achieving the Study's Objectives 
One of the main objectives of this study was to develop a conceptual framework of the 
possible link between service employee empowerment, service recovery performance and 
customer satisfaction. To achieve this objective, a comprehensive literature review was 
conducted, looking at all the main concepts of the study (service failure, service recovery 
performance, empowerment and customer satisfaction), breaking each one down into its 
component parts. A literature search was done using different books, journals, and statistics, 
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and, as a result of this, this study identified several gaps that previous studies had not 
investigated (see section 5.2). Based on these gaps, this study developed a conceptual 
framework that outlines the relationship between structural and psychological empowerment 
on one hand and service recovery performance and customer satisfaction on the other (See 
Figure 5.1). 
The second objective was to identify variables that may play a role in the relationship 
between structural and psychological empowerment on one side and service recovery 
performance and customer satisfaction on the other. For this objective, a preliminary study, 
conducted using face-to-face interviews and critical incident technique (CIT), identified four 
variables that either enable or hinder employees, specifically those working in the front 
office, in delivering high service recovery performance, achieving high levels of customer 
satisfaction after service recovery and gave an understanding of how employees formed their 
perception of empowerment, service recovery performance and customer satisfaction. Three 
of these variables work as enabler factors between employees' empowerment and employees' 
service recovery performance and one variable works as a hindering factor between 
employees' empowerment and employees' service recovery performance. Most of the 
variables gathered have been supported in the literature review either as facilitator factors or 
inhibitor factors and have positive effects on service recovery performance. Other factors that 
had not been mentioned in the literature have been included and added to the conceptual 
framework, resulting in a revised conceptual framework. Thus, managerial support, training 
experience and customer behaviour were added to the conceptual framework as mediator 
factors between empowerment (structural empowerment and psychological empowerment) 
and service recovery performance. 
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Examining how customer-contact employees form their perception of their service recovery 
performance and identify the indicators they use to assess customer satisfaction following the 
service recovery was the third objective. This objective was achieved through the preliminary 
study conducted in the early stages of the study. It is noticed from the respondents that some 
of the variables have emerged as enablers and some as hindering variables for employees, 
specifically those working in the front office, in delivering a successful service recovery 
performance. For example managerial support, experience and training are considered as the 
most important enabler factors for delivering high service recovery performance and as 
indicators that employees have done their work effectively, while customer behaviour was a 
hindering variable for employees that had not fulfilled their job effectively and had failed in 
delivering high service recovery performance. 
Concerning the indicators of dis/satisfied customers following service recovery, it has been 
found that there are two types of cues that show whether a customer is satisfied or not: verbal 
and nonverbal cues. It is indicated that customers who are satisfied, prefer to express their 
appreciations to the service provider either by saying thank you very much, sending a gift 
and/or writing an email, while customers who are not satisfied, prefer to some extent to keep 
silent or leave the problem without informing or expressing to the service provider that there 
are problems. 
The fourth objective was to test a model that depicts the relationship between empowerment, 
service recovery performance and customer satisfaction in the Jordanian hotel industry. The 
research model of this study suggested the following relationships: 
"A relationship between structural empowerment and psychological empowerment 
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"A relationship between psychological empowerment and service recovery 
performance 
"A relationship between structural empowerment and service recovery performance 
"A relationship between service recovery performance and customer satisfaction 
"A relationship between structural empowerment and service recovery performance 
partially mediated by psychological empowerment 
"A relationship between empowerment (structural and psychological empowerment) 
and service recovery performance partially mediated by experience, training, 
managerial support and customer behaviour. 
To test this model that represents all these relationships, it was necessary to collect empirical 
data. To achieve this, a questionnaire was developed and back-translated into Arabic. The 
data were collected from a sample of employees working in front office departments in five- 
star hotels in Jordan. Based on the collected data and statistical results, most the hypotheses 
that represent the relationships mentioned above were supported in this study (See Table 
9.43). In general, the findings of the study reveal three important points: 
(1) A high association between employees' empowerment and service recovery performance. 
This means that developing an employment environment where employees have autonomy 
and authority to act independently (structural empowerment) will lead them to feel 
psychologically empowered and this in turn will affect positively on employees' service 
recovery performance and ultimately customer satisfaction. 
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(11) An association between empowerment (structural empowerment and psychological 
empowerment) and service recovery performance mediated by experience, training and 
managerial support. There are two important points about this. First, a high perception of 
structural empowerment will lead to a high level of service recovery performance but this 
will be less effective without a high perception of experience, training and managerial 
support. Second, a high perception of psychological empowerment will lead employees to 
deliver high levels of service recovery performance, but this will be less effective without a 
high perception of experience, training and managerial support. 
(III) A high association between structural empowerment and service recovery performance 
mediated by psychological empowerment. This means that a high perception of structural 
empowerment will lead to a high level of service recovery performance, but this will be less 
effective without a high perception of psychological empowerment. Thus, the developed and 
tested study model was supported empirically. 
11.3: Contribution of the Research 
This research investigated the effect of empowerment on service recovery performance for 
front office departments in five-star hotels in Jordan. The results of this research provide 
several conceptual contributions and practical contributions for managers in the hotel 
industry. 
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11.3.1: Theoretical Contributions of the Research 
Chapter XI 
This section will identify the study's theoretical contributions to knowledge and reveal 
several important implications for theory and research on empowerment and service recovery 
performance. The main contribution of this research is the comprehensive research model 
that outlines the relationship between empowerment (structural empowerment and 
psychological empowerment) and service recovery performance, including the underlying 
variables (experience, managerial support and training) which mediate the relationship 
between empowerment and service recovery performance (See figure 10.1). 
The contributions of this research to empowerment and service recovery performance are as 
follows: First, this research, through empirical studies, supports the validity and reliability for 
empowerment scales for both structural empowerment and psychological empowerment. 
Although previous studies have tended to adopt and measure one of the two main 
perspectives of empowerment, either structural empowerment or psychological 
empowerment in a western context, this study is one of the first studies that attempt to adopt 
and measure the two main perspectives of empowerment (structural empowerment and 
psychological empowerment) in a non-western context. The results, with regard to the two 
main perspectives of empowerment, have several important theoretical implications; firstly, 
the results indicated that the structural empowerment scale with one dimension and 7 items, 
and the psychological empowerment scale with two dimensions and 8 items, are valid and 
reliable among employees working in front office departments in five-star hotels in Jordan. It 
also indicated that there is a significant relationship between employees' structural 
empowerment and employees' psychological empowerment in front office departments 
in 
five-star hotels in Jordan. In addition, the consistency of this result with previous empirical 
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studies (such as Sood, 2007 and Amenumey, 2007) gives more support for the validity of the 
translated scales, which can be used in future as valid measures in a non-western context. 
Finally, the translated scales give good opportunity for other researchers in developing 
countries to do more investigation into the areas of structural empowerment and 
psychological empowerment from both managerial and employees perspectives together, and 
to validate the new results in different contexts rather than focusing on one context (e. g., the 
hotel industry). 
The second contribution is concerning the relationships between structural empowerment and 
service recovery performance and between psychological empowerment and service recovery 
performance. Most previous studies have measured empowerment and its effect on service 
recovery performance from a management and a customer point of view, and very few have 
measured it from the employees' perspective. This study is one of the first research efforts 
that measure empowerment and its effect on service recovery performance from the 
employees' perspective in five-star hotels in Jordan. The results provide support for a 
significant relationship between structural empowerment and service recovery performance, 
as well as the relationship between psychological empowerment and service recovery 
performance for employees working in front office departments in five-star hotels in Jordan. 
The results also contribute to development of the theory on the subject of empowerment and 
service recovery performance by indicating that structural empowerment is more associated 
with tangible service recovery than intangible service recovery performance, while 
psychological empowerment is more associated with intangible service recovery than 
tangible service recovery. These results have two important implications for empowerment 
and service recovery theory. The first point is that empowerment and service recovery 
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performance are concepts that need to be well emphasised. The significant role of 
empowerment, either structural empowerment or psychological empowerment, on service 
recovery performance supports the theoretical arguments concerning the benefits of 
employees' empowerment on service recovery performance, as suggested by many previous 
studies (e. g., Babakus et al., 2003; and Yavas et al., 2003; Enz and Siguaw, 2000; Carson et 
al., 1998; Hocutt and Stone, 1998; Bowen and Lawler, 1995,1992; Hart et al., 1990; and 
Conger and Kanungo, 1988). 
This is in addition to new potential outcomes that have not been supported previously, in 
particular, the benefits of structural empowerment on tangible service recovery and the 
benefits of psychological empowerment on intangible service recovery. The second related 
point is that the results might question the empowerment and service recovery performance 
literature that saw empowerment as a dimension, element and method of service recovery 
performance (Boshoff, and Leong, 1998; Eccles and Durand, 1998; Sparks, Bradly, and 
Callan, 1997; Bowen and Johnston, 1998; and Johnston and Michel, 2008) rather as a 
comprehensive strategy in supporting the whole process of service recovery. Therefore, the 
results of this study not only supported the role of empowerment in supporting the whole 
process of service recovery performance (e. g., Duffy, Miller, and Bexley, 2006; Magnini and 
Ford, 2004; Babakus et al., 2003; and Yavas et al., 2003; Enz and Siguaw, 2000; Carson et 
al., 1998; Hocutt and Stone, 1998; Bowen and Lawler, 1995,1992; Hart et al., 1990; and 
Conger and Kanungo, 1988), but also validated and confirmed the new measurement scales 
of structural empowerment, psychological empowerment and service recovery performance 
in the hospitality literature. 
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The third contribution is regarding the relationship between service recovery performance 
and customer satisfaction. Previous studies have tended to measure service recovery 
performance and its effect on customer satisfaction from a customer point of view. Therefore, 
this study is one of the first studies that measure service recovery performance and its effect 
on customer satisfaction from the employees' perspective in five-star hotels in Jordan. More 
specifically, the difference between this study and previous studies is that previous studies 
have measured customer satisfaction from customers directly in order to know whether they 
are satisfied or not. This research in particular found that measuring employees' perception of 
customer satisfaction is more beneficial for the development of theory of service recovery 
performance and customer satisfaction, because the people who are going to perform the 
process of service recovery are employees, the people who are going to know, see and hear 
whether their customers are satisfied or not are employees, and the people who are going to 
identify which service recovery methods are appropriate are employees. Therefore, in this 
study the sampled employees were asked to put themselves in the position of the customers 
and to see whether they would be satisfied after the service recovery efforts or not. 
The results of this study, with regard to the relationship between service recovery 
performance and customer satisfaction, have several important theoretical implications; first, 
the results indicated that the service recovery performance scale with four dimensions and 14 
items, and the customer satisfaction scale with one dimension and 8 items are valid and 
reliable among employees working in front office departments in five-star hotels in Jordan. 
Second, the results indicated that there is a significant relationship between employees' 
service recovery performance and customer satisfaction in front office departments in five- 
star hotels in Jordan. Third, the results also contributed to the development of the theory on 
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service recovery performance and customer satisfaction by indicating that intangible service 
recovery is more positive and associated with customer satisfaction than tangible service 
recovery. Fourth, the consistency of this result with previous empirical studies (such as 
Bitner et al., 1990; Michel, 2001; Seawright et al., 2008; and Johnston and Michel, 2008) 
gives more opportunities for other researchers in developing countries to validate and expand 
the theory of service recovery performance and customer satisfaction from both managerial 
and customer perspectives together, and to compare the new results in different contexts with 
different samples rather than focusing on one context (e. g., the hotel industry, front office 
employees). In addition, opportunities for further research are given by new potential 
outcomes that have not been supported previously, in particular, the possible effects of 
intangible service recovery and tangible service recovery on customer satisfaction. 
Finally, this research offers insight into the theoretical relationships among structural 
empowerment, psychological empowerment, service recovery performance, experience, 
managerial support, training and customer behaviour in the Jordanian hotel industry. The 
research model of this study suggested three mediation relationships between empowerment 
(structural empowerment and psychological empowerment) and service recovery 
performance. 
First is the relationship between structural empowerment and service recovery performance 
mediated by psychological empowerment. There has not been evidence that the previous 
studies have measured the mediation role of psychological empowerment on the relationship 
between structural empowerment and service recovery performance. Therefore, this study is 
one of the first studies that tried to test the mediation effect of psychological empowerment 
on the relationship between structural empowerment and service recovery performance. The 
Page 346 
Samer AI-Sabi Chapter XI 
results of this study reveal that there is a significant relationship between structural 
empowerment and psychological empowerment as well as service recovery performance on 
one hand and, on the other, there is a significant relationship between psychological 
empowerment and service recovery performance, implying that the conditions to prove the 
mediation of psychological empowerment do exist. The results also revealed that the 
relationship between structural empowerment and service recovery performance is partially 
mediated by psychological empowerment. 
These results provide an improved understanding of the theoretical implication of 
psychological empowerment in the hotel industry in Jordan. It also indicated the important 
role of psychological empowerment on the relationship between structural empowerment and 
service recovery. Finally, this research is the first empirical effort that examined and found 
the associative links among structural empowerment, psychological empowerment as a 
mediating variable and service recovery performance, and provided an important contribution 
in understanding interrelationships among these three variables for employees working in 
front office departments in five-star hotels in Jordan. 
The second related point concerns the relationship between structural empowerment and 
service recovery performance mediated by experience, managerial support, training, and 
customer behaviour, as well as the relationship between psychological empowerment and 
service recovery performance mediated by these same variables. Three of these variables 
were identified as enabler variables on the relationship between empowerment and service 
recovery performance (experience, managerial support, and training), and one of them was as 
a hindering variable (customer behaviour). Although some of the enabler variables 
(experience, training and managerial support) have been found to affect structural 
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empowerment, psychological empowerment and service recovery performance separately, no 
known empirical study, to date, has considered the interaction effect of both the enabler and 
the hindering factors mentioned above on the relationship between empowerment and service 
recovery performance. Hence, in this study, experience, managerial support, training and 
customer behaviour were set as mediating variables, which may influence the relationship 
between empowerment (structural empowerment and psychological empowerment) and 
service recovery performance in five-star hotels in Jordan. The results, concerning the 
relationship between empowerment (structural empowerment and psychological 
empowerment) and service recovery performance mediated by experience, managerial 
support and training, revealed that there is a significant relationship between empowerment 
(structural empowerment and psychological empowerment) and the mediated variables 
experience, managerial support and training. On the other hand, the results also revealed that 
there is a significant relationship between the mediated variables experience, managerial 
support and training and service recovery performance. These results imply that the 
conditions to prove the mediation of experience, managerial support and training do exist. 
The results also revealed that the relationship between empowerment (structural 
empowerment and psychological empowerment) and service recovery performance is 
partially mediated by experience, managerial support and training. Although `experience', 
`managerial support', and `training' have all mediated the relationship between 
empowerment and service recovery performance, experience has been found, among these 
mediating variables, to be the most mediating variable. This result reflects the importance of 
the role of experience in the relationship between empowerment and service recovery 
performance. It may also suggest that the more experienced employees in front office 
departments in five-star hotels in Jordan are, the stronger the effect on the relationship 
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between empowerment and service recovery performance. This research is the first empirical 
effort that examined and found the associative links among empowerment (structural 
empowerment and psychological empowerment), experience, managerial support and training 
as mediating variables and service recovery performance, and provided an important 
contribution in understanding the interrelationships among these variables for employees 
working in front office departments in five-star hotels in Jordan. 
Finally, the results, concerning the relationship between empowerment (structural 
empowerment and psychological empowerment) and service recovery performance mediated 
by customer behaviour, revealed that there is a significant relationship between structural 
empowerment and customer behaviour. The results also revealed that there is a significant 
relationship between customer behaviour and service recovery performance. These results 
imply that the conditions to prove the mediation of customer behaviour do exist. Despite this, 
the results revealed that customer behaviour does not mediate the relationship between 
structural empowerment and service recovery performance. This result confirmed that the 
interaction of customer behaviour on the relationship between structural empowerment and 
service recovery performance does not operate separately and this demonstrates the need for 
more research and more aspects to be covered in terms of customer behaviour. 
Concerning the relationship between psychological empowerment and service recovery 
mediated by customer behaviour, the results revealed that there is no significant relationship 
between psychological empowerment and customer behaviour, implying that one of the 
conditions to prove the mediation of customer behaviour does not exist. Therefore, it is not 
possible to test the mediating effect of customer behaviour on the relationship between 
psychological empowerment and service recovery performance. This result not only 
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illustrated the role of the negative side of customer behaviour on psychological 
empowerment, but also supported that it is a hindering factor between empowerment and 
service recovery performance. Therefore, if further studies confirm these results, the 
consistency will imply this is an important addition to the exploring and understanding of the 
interrelationships among structural empowerment, psychological empowerment, and 
customer behaviour and service recovery performance in the hotel industry in Jordan. 
11.3.2: Managerial Implications 
In the light of the findings and conclusions of this study, a number of managerial implications 
can be highlighted and practical recommendations made for managers in the hospitality 
industry. 
" The results of this study show that empowering employees structurally will influence 
positively employees' feeling of psychological empowerment. This was supported by 
(Amenumey and Lockwood, 2008) who argued that the actions and behaviours of 
managers and supervisors who are attempting to develop an employment environment 
(structural empowerment) will support employees in taking control of their own work 
and in forming the feeling of psychological empowerment. Thus, it is important that 
managers understand the need to find different ways to implement structural 
empowerment that leads to higher levels of employee' psychological empowerment. This 
can be done by creating an environment where employees feel that they have the 
autonomy and authority to act independently, so they can create psychological reactions 
to these conditions on one hand, and through management being able to rely on 
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employees, through delegating and giving discretion regarding decision making over 
tasks, on the other. 
" The results of this study provide strong support for the significant relationships of 
empowerment (SE &PE) on service recovery performance. This was supported by 
(Duffy et al., 2006; Magnini and Ford, 2004; Babakus et al., 2003; Yavas et al., 2003; 
Enz and Siguaw, 2000; Carson et al., 1998; Hocutt and Stone, 1998; Bowen and Lawler, 
1995,1992; Hart et al., 1990; and Conger and Kanungo, 1988) who all argued that 
empowerment is an effective strategy in supporting service recovery performance. In this 
respect, it is necessary that managers at all levels in hotels recognise the significant 
benefits of employee empowerment on service recovery performance. Furthermore, it is 
essential to design different training, reward and development programmes, which lead 
to improving employees' knowledge and skills to perform the process of service 
recovery. It is also important for managers to recognise the complementary role of 
structural empowerment on psychological empowerment, as both of them have provided 
significant results in terms of service recovery performance. 
" The results of this study show that employees' service recovery performance influenced 
customer satisfaction positively. More specifically, the results show that intangible 
service recovery was more associated with customer satisfaction than tangible service 
recovery. These results were supported by several studies (i. e. Bitner et al., 1990; 
Goodwin and Ross, 1992; Michel, 2001; Seawright et al., 2008; and Johnston and 
Michel, 2008). Thus, it is important that managers understand the need to create a 
database about both positive and negative incidents that happened with customers during 
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their stay and ended with happy customers. This database should include data about 
customers, employees and service recovery efforts. For customers, managers should also 
do a comprehensive analysis for existing and potential customers including, name, 
nationality, length of stay, type of customers, background, type of problems etc. to 
understand customers' preferences. This would enable the managers to design service 
recovery methods in a way traditionally reserved for the design of products. This can be 
achieved by bundling attributes and exploring various combinations to find the best 
solutions for customers. For employees, managers should also examine information 
about the employees who had handled the situation of service failure, to identify 
strengths and weaknesses in solving customer problems and, accordingly, instigate a 
proper training programme that builds on and improves employees' skills and knowledge 
in dealing with customer problem. In addition, should empower them to use whatever 
they need to rectify a customer problem effectively. For service recovery efforts, 
managers should classify service recovery methods into two groups, intangible and 
tangible service recovery, and then they should identify which one of these groups were 
effective in dealing with customer problems and, accordingly, implement more 
appropriate recovery methods in order to improve the delivery of the service recovery 
process and achieve customer satisfaction. 
" The results of this study have also a general implication for human resources managers in 
the hotel industry. They should recruit and select employees who have the desire to 
embrace empowerment and to adapt several methods of service recovery for a particular 
customer on unpredictable situations. This can be accomplished by: 
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1. Checking if employees have the right skills and knowledge for the job. Having the 
right skills is very important because without it, it is very difficult for employees to be 
involved effectively in the job and influence its direction. 
2. Making sure that employees have all the resources they need to fulfil customer needs, 
so that the benefit of making the right decisions can be gained (Donovan et al., 2004). 
3. Understanding that it is not enough to just hire the right people and empower them, 
but also employees need to be trained so that they know the nature of their job and 
they are informed of appropriate actions needed to rectify the inevitable problems that 
arise, i. e. they need to know how to use their new responsibility (Gandz and Bird, 
1996). This in turn will help employees to manage the various conditions that make 
up the service encounter (Chebat et al., 2000). 
4. Ensuring that desired employee behaviours are actively encouraged and appropriately 
rewarded, in either monetary or non-monetary ways. 
5. Understanding that implementing empowerment in a service organisation is not an 
easy option. Thus, it must have the full support of managers at all levels (Lashley, 
2001). For example, managers need to help their employees to identify with the 
company because, if employees feel that they belong to their hotel, they inevitably 
want it to progress and gain profit and so they are more capable of sharing 
responsibility with managers, and this can create trust between managers and 
employees and also lead to higher levels of service recovery performance and 
customer satisfaction. 
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11.4: Limitations and Direction for Future Research 
Chapter XI 
Although this study has identified theoretical contributions to knowledge and revealed 
several important implications for research on empowerment and service recovery 
performance, some limitations have arisen which may require more attention when 
understanding the study's findings. Dealing with them can draw and provide a clear direction 
for future research. Limitations and direction for future research areas are presented below as 
follows: 
Five star-hotels in Jordan, concentrating on front office department employees, were chosen 
for this study and for better generalisations of the study's findings, this study suggests that 
testing and validating the research model of this study in other service contexts, such as 
restaurants, banks, hospitals, etc, both in Jordan and elsewhere, would be an interesting 
research area. Investigating this research model in other service contexts from both 
managerial and customer perspectives, rather than concentrating on the employee 
perspective, may expand our knowledge with regard to the relationship between 
empowerment and service recovery performance, as well as possibly requiring some 
modifications to the hypothesised model. 
Customer satisfaction was measured from employee perspective in this study. Comparing 
employees' perception of customer satisfaction with customers' perception of customer 
satisfaction would be a fruitful research area. This may either support the findings of this 
study and enhance it for future research or may show that there is a difference between the 
employees' perception and customers' perception with regard to customer satisfaction. 
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The Arabic version of the measurement scales in this study needs to be tested in different 
working environments. Examinations of these scales in other working environments that have 
similar characteristics to the context of this study (such as five-star hotels in Lebanon, Syria, 
and the United Arab Emirates, etc. ) are important to confirm the study's findings. Therefore, 
comparing the results of this study from the employees' perspective with similar contexts in 
any countries in the Middle East is highly recommended, as that may generalise the validity 
of the study's findings. 
This study has adopted structural empowerment and psychological empowerment for the 
purpose of discovering their effect on service recovery performance and ultimately on 
customer satisfaction. Therefore, including other perspectives of empowerment such as 
leadership empowerment would be an interesting research area. More specifically, future 
research could include some of the antecedents of leadership empowerment behaviours such 
as delegation of authority, accountability for outcomes, coaching, self-directed and 
participative decision making, information sharing and developing of people. As this study 
identified the mediating role of psychological empowerment between structural 
empowerment and service recovery performance, future research could also identify the 
mediating role of psychological empowerment between leadership empowerment and service 
recovery performance. 
This study has identified the role of three mediating variables (experience, managerial 
support and training) in the relationship between empowerment and service recovery 
performance. Including other variables, such as job satisfaction and organisational 
commitment, to the relationship between empowerment and service recovery performance 
would be an interesting research area and this may expand the theory of empowerment and 
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service recovery performance. Therefore, future research could also look at these variables 
and potentially identify the mediating role of these variables between both structural 
empowerment and psychological empowerment and service recovery performance. 
This study found unexpected results with regards to the customer behaviour scale. On one 
hand, it has neither partial mediation nor full mediation between structural empowerment and 
service recovery performance. On the other, customer behaviour violated one of the Baron 
and Kenney mediation conditions. Therefore, more investigations to get deeper understanding 
of why this scale has not worked effectively, between both structural empowerment and 
psychological empowerment and service recovery performance, would be a fruitful research 
area especially as this scale has not yet been subjected to rigorous investigation. 
Although the response rate and, therefore, the sample size used for the main analysis of the 
data met the minimum requirements, it was not enough to validate some of the t-test results. 
Therefore, having more resources and more time, as well as including other target 
populations such all employees working in five-star hotels in Jordan, rather than focusing on 
front office department employees, may increase the sample size and consequently enable us 
to identify whether or not there are group differences in some of the variables and then 
measure the strength of those differences. Further, the sample size of the current study has 
violated one of the assumptions required to run Structural Equation Modelling (SEM) 
analysis, and therefore it was not possible to conduct a SEM. Alternatively, multiple 
regression was used to measure the bivariate relationships between empowerment and service 
recovery performance separately. Hence, it is suggested to use SEM that serves to test 
directly and indirectly the effect of all the variables in the research model together, providing 
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rigorous measure and holistic picture to the fit of the entire model and possibly a new results, 
interpretations and explanations regarding empowerment and service recovery performance. 
A purposive sampling method was used in the current study and this might involve a degree 
of bias. Although front office department employees are sampled in the current research for 
the purpose of collecting sufficient data from rich resources, the sampling may involve a 
limitation related to the number of participated respondents. Therefore, considering other 
sampling methods for future research is recommended and this may increase the number of 
the participants and the generalizability of the study 
Finally, cross-sectional design for obtaining the data was used in this study. Thus, a 
longitudinal study would be a useful study design for future research, due to the fact that it 
gives more time to draw a strong conclusion regarding the causal relationships between 
structural empowerment, psychological empowerment and service recovery performance, as 
well as customer satisfaction. 
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11.5: Conclusion 
Chapter X1 
This thesis has provided a significant new contribution to research on employees' 
empowerment and service recovery performance. It has explored and verified outstanding 
findings that are related to the relationship between employees' empowerment and service 
recovery performance. The results of this study have supported this relationship and bridged 
the gaps between empowerment service recovery performance literature and the empirical 
findings. The current research was conducted only in five-star hotels in Jordan, and as such 
the results are not claimed to be totally representative. They do however provide insights that 
can form the direction of future research into this important topic. It is the wish of the 
researcher that this contribution will be built upon by other researchers and practitioners, to 
shed further light on important aspects related to employees' empowerment and service 
recovery performance in the hospitality industry. 
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Appendix 1: Supporting Letter from the Supervisors of the Study 
AUcvr 
16 April 2010 
Appendices 
UNIVERSITY OF 
SURREY 
Professor Andrew Lockwood 
Forte Professor of Management 
Associate Dean 
Learning and iuch"ng 
faculty of Managen. - and W. 
and "bad of Divhion of Netpitality 
& totni[m, School of Manage[noof 
T. . 44 (O)143486351 
F . 44(0)1483686306 
Dear Colleague a. Irxkwood4YSUrreyacu4 
www. furreyat. uk 
Samer AI-Sabi 
I would like to ask for your help in supporting the research being conducted 
by the above named student, as part of his research for his PhD. 
The topic of his research - the factors affecting the performance of 
employees in service recovery - is, I am sure you will agree, a very 
interesting 
one and one that has a particular importance to hotels in today's highly 
competitive marketplace. Your hotel has been specially selected as we feel it 
would make a significant contribution to this study. 
The attached letter from Samer explains in a little more detail what he would 
like to do and how you would be able to help him. 
I would like to reassure you that any information that is provided will be 
treated in the strictest confidence and only used for the purposes of 
academic research. The names of the hotels used in the research will not be 
identifiable in the final report. 
May I thank you in advance for your help with the research and in helping 
Samer to complete his studies. 
Yours faithfully 
Professor Andrew Lockwood 
Forte Professor of Hotel Management 
soiMn cdQual 71ýý, ý r, R... zýM 
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Dear, 
Appendices 
My name is Samer Al-Sabi and I am a PhD student in the school of management at the 
University of Surrey. The subject of my research is to examine the effect of employee 
empowerment on the service recovery performance, with a main focus on how this is 
evidence in front office employees in five star hotels. I would be very grateful if you would 
allow me to include your hotel as one of a small sample of hotels included in this early stage 
of the research. All I require at this stage is the opportunity to visit your hotel to conduct 
short face-to-face interviews with employees who are working in your front office 
Each interview will take only 20-30 minutes and I will simply ask your staff to tell me stories 
of situations they have been in where service recovery was needed to satisfy the customer. 
All their answers will be treated in the strictest confidence and will only be used for the 
purpose of scientific research. I wonder therefore if you could help me to contact four or five 
of your team working in reception, guest relations, concierge, reservation or similar. 
I recognise how precious your time is and, if you are happy to allow me to come and 
talk to 
your staff, I wonder if you could give me the name and contact 
details of the person with 
whom I should make detailed arrangements. 
Thank you in advance for your cooperation. I look forward to hearing 
from you on either of 
the contacts below. 
Sincerely yours, 
Samer M. Al-Sabi 
Mobile: 07531932994 
E-mail: s. al-sabi(a surrey. ac. uk 
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Appendix 2: Instruction for Inter-Judge Coding. 
Appendices 
A number of instructions given to the independent researchers for inter judge coding. These 
instructions are as following: 
1. Listed are 169 features of service recovery performance in five star hotels in the 
preliminary study which was gathered from interviewing 10 respondents. 116 features 
of service recovery performance in the positive incidents and 53 features of service 
recovery performance in the negative incidents. 
2. According to the incidents, the main researcher had developed 2 categories, 6 sub- 
categories and 30 sub sub-categories. 
3. Firstly, please read carefully the description and the definition of each category and 
sub-category to get an idea on what each category and sub-category presents. 
4. Secondly, it's very much advisable to read through the entire service incidents before 
sorting out the incidents. This will help you to have a comprehensive idea about the 
incidents' types and to decide how to categories it. 
5. Based on the description and the definition given to you, you are asked to categories 
each incidents into one f each category and sub-category. 
6. Each incident should be categorised in one category and its related sub-categories. 
7. If you see that any an incident does not match any categories, please leave it blank. 
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preliminary study 
Appendices 
Classification of incidents 
After reading and sorting the incidents of ten respondents, this study has got 24 incidents, 6 
sub-categories and 30 sub-sub-categories. An operational definition of each category and sub- 
category will be provided. 
Tangible Service Recovery Techniques 
It is difficult for a service organisation to eliminate all service failures, but that they can learn 
how to give an effective response to service failures when they do occur. This response is 
termed service recovery. In General, the attempts to rectify the service breakdown are termed 
service recovery techniques which entail both tangible service recovery and intangible 
service recovery performance. Therefore, this category includes all the incidents which relate 
to tangible service recovery techniques. This process resulted in identifying 12 service 
recovery techniques. 
Compensation 
This sub-category shows all the methods that are related to compensation recovery technique 
and were used to recovery dissatisfied customer. This sub-category is deemed to be the first 
branch of tangible service recovery performance. 
" Fee ancillary e. g. free desert, free tea or coffee etc. 
" Gratis e. g. customer is provided with free services. 
" Upgrade e. g. upgraded the customer from one category to the next category. 
" Discount e. g. customer is received an immediate discount. 
" Refund e. g. customer is refunded the price of the services either by taking it off from 
the bill or immediately in cash. 
Free ancillary: 
We are happy to upgrade you to deluxe room but because we will 
have this ready for you in 
a couple of hours, so we could offer you some tea and coffee in the meantime as soon as the 
room was ready I went back to the guest and I told him the room is ready 
". (R2-C1). "I 
offered him a welcome drink, I gave him gold towels and asked hint if 
I could do the 
orientation " (R5-C2). 
Gratis: 
"I gave the package to one of my drivers, two hour drive there and 
back. If you were to 
charge for the car you are looking at about f8-900 to charge for that car 
but obviously I was 
obligated to do it complimentary and it got there before the special 
delivery would be 
arrived "(R4-C1). 
"What we offered them; we bought them tickets to Madame Tussauds. Madame 
Tussauds it's 
the wax museum just around the corner " (R6-C1). 
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"Because we have drivers, we could offer him a complementary pass to the air Port and then 
we could ask him back for complementary stay (R9-C2). Upgrade: 
"I am a gold member, I should get an upgrade, what we try to do as well we try to tell him listen we don't have the next category available but what we can do we can give him an 
upgrade to the next category even though we don't have it and we can further upgrade you to 
the following category and you are going to pay the difference like from the category "(R3- CI). 
"Like yesterday we upgraded him to the royal suite and really appreciate it" (R7-CI). 
Discount: 
"We upgraded him two times but we informed the guest the pay little amount of money which 
is the difference between the first category and the second one " (R2-C1). 
Refund: "In the end obviously we dealt with her and told her about the policies and then we 
took £80 off because she stayed with us for long time " (R3-CI). 
"Although we offered them to pay for the laundry and he was like okay fine but you can still 
see in his face that he hasn't enjoyed his stay "(RIO-C2). 
"If we realise in the end that it was our fault then would pay for his flight and get him to the 
next flight "(R7-C2). 
Replacement: 
This sub-category is the second branch of tangible service recovery performance. This sub- 
category entails all the incidents that customer is provided similar product or services to 
replace the original. 
"It was a magazine from New York. It was like New York Times, we basically called a 
company in UK and they were like there is no way we can get this magazine it's like 
impossible. She had to actually work for this magazine so it was really bad so we had to 
replace them. So we basically called a company in New York and we found the magazines 
and it was about 6 days. We did replace then to her " (R7-CI). 
"So the hotel was fully booked so we didn't have anything else to upgrade him to. So we book him out at the X hotel which is the sister property " (R2-C2). 
Intangible Service Recovery Techniques 
This category contains all the incidents that are related to intangible service recovery 
techniques which are the attempts of the employees to resolve customer problems by 
expressing the organisational concern to the customer needs. This category has 10 sub- 
categories. 
" Apology: saying sorry. 
" Acknowledgement: acknowledging that the problem has occurred. 
" Empathy: listening and understanding the problem from the customer point of view. 
" Own the problem: taking ownership of the customer problem and the issue. 
" Provide assurance: providing assurance that the problem has been solved or will be 
sorted and should not occur again. 
" Explanation: for the reason why the failure in delivering service was vital and 
explanation for the actions that the employee is going to do. 
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" Managerial intervention: the involvement and the contribution of top level 
management in solving customer problems which couldn't be handled by the front 
line employees. 
" Fix the problem: fixing, or at least show trying to fix the problem for the customer. 
" Customer input: involving the customer in the service recovery process. 
" Following up: following the actions that have been taken up and make sure that the 
problems has been resolved. 
Apology 
"I wrote her an apology email and I suggest that maybe we can replace them" (R7-CI). 
"She said to the guest it's all fine Mr X sorry for inconvenience " (Rl -CI). "We are still trying to send a letter an apology letter but it's difficult in this position" (R6- 
C2). 
Acknowledgement 
"I admitted my mistake, it's my mistake " (R4-C1). 
Empathy 
"I called the guest, he said XI had to get this done and he said that's why I gave it to you 
yesterday and it has to be there " He said also "XI need this contract to get there " (R4-CI). "I accept this complaint" (R8-CI). 
"I listened to the customer and I got the point why he was complaining " (R5-CI). 
Own the Problem 
"It's my responsibility once you tell me to do something as a concierge and I have to do it or 
it affects very very badly on the hotel" (R4-CI). 
"I flew myself to Rome to bring him the passport on my day off and because there were no 
flights in Italy at that time the airport got closed and I had to take a bus for 14 hours it took 
me to go back to Milan. So for example this is not written in my employee book " (R9-CI). 
"I also said to him in the letter that I will take ownership and I will personally make sure that 
all this will happen" (RIO-C2). 
Provide Assurance 
"Your credit card is fine and your guest can check in tomorrow without any problem " (RI- C]). 
"So he had already told someone about the lock and they said fine we will fix it but didn't so 
I have given him that assurance that I will make it happen " (RIO-C2). 
Explanation 
"I called the guest and I explained it to hint, I said it's my mistake I will recta this, if I get 
this contract there today you will be happy. The guest said yes I am happy " (R4-CI). 
"I explain first that we are fully booked that night and as its very late and we don't have 
many rooms either but I will have a look for him and I had a look at the allocation and I saw 
that we didn't have the room facing the park physically and we didn't have one (R8-CI). 
"I go to the theatre agent I get a price I go back to the guest I tell the guest the price what 
could I do its not available within his budget " (R4-C2). 
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Managerial Intervention 
"What I did I spoke to the manager and I was like listen this is very nice gentleman he has been travelling with his wife you know he is very tired. So I checked with the manager to see 
if we could upgrade him to deluxe room, the manager approved it and he said yes its fine you 
can give him a deluxe room (R2-C1). 
"There was nothing I could I do and no matter what I said he wouldn't have listened at all. 
So I went to the duty manager, I explained the situation, the duty manager came out and the 
guest didn't listen to the duty manager either and in the end all the directors of groups had to 
come and compensate the guest somehow " (R8-C2). 
Fix the Problem 
"She was impossible but I was like can we have the details. She wrote back the details for 
the publications for two years ago. I was like okay let's try it so we basically yesterday call a 
company in the UK and they were like there is no way we can get this magazine it's like 
impossible and then we called a company in New York where these magazines have been 
published and finally we found the magazine and it was about 6 days " (R7-CI). 
I told him I will have a look for you for a room for tomorrow and if he would be fine to stay 
in that room for at least tonight" (R8-Cl) 
"So I said to him the lock will be fixed today because I am going to get the maintenance guy 
onto it" (RIO-C2). 
"I offered him someone immediately to service his room and then I offered him to send the 
evening turndown service " (R5-C2). 
Customer Input 
"You recap the information and you ask the customer how can I make it work for you " (R3- 
CI). 
Following up 
"As soon as the room was ready I went back to the guest and I told 
him the room is ready, I 
gave him the key, I escorted him up to the room and then I sent his 
luggage up to the room " 
(R2-C1). 
"I wanted to ensure that for his stays he always has a room prepared 
facing the park so I 
updated his profile notes. With notes everybody is aware that 
he has to have this type of 
room " (R8-C1). 
"I was sure we would follow up with hint somewhere because it gets recorded" 
`I would also 
take note, update the profile for the next time " (R2-C2). 
Facilitator factors of service recovery performance 
This category reveals all the factors that enable the employees to 
deal with customer problem 
effectively, adapt proper methods of service recovery and change the negative attitude of 
dissatisfied customer to the state of satisfaction. This category contains 
9 sub-categories. 
Managerial support 
This sub-category details the role of the management team in supporting and enhancing the 
employees who are dealing with customer's problems. It's related to what the management 
teams offered to the employees and how the management team supported the employees. 
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"you know we are running high occupancy we are confident that we are going to sell those 
rooms but let me do double check for you, let me check with my supervisor or my manager 
and then when I have approval I will go outside and say we are happy to upgrade to the next 
category" (R2-CI). 
"we have a great management team to ask for help so they let you deal with it, but like ifyou 
are not sure and you ask them shortly is that right and they absolutely give you full support 
as long as you are trying to make the guest happy" 
"I did make the decision by myself the management said we can't force you it's not really 
part of your duty but you want to do it feel free to do it " (R9-CI). 
Training 
This sub-category is defined as a regular process that entails teaching sessions and learning developments. It focuses on what the employees have learnt from the training programmes 
and how are they going to apply it on customer problems. 
"I am proud of the place I am working in because they gave me the right training. If I had 
this situation again I will do it straight away " (R2-C1). 
"We certainly have training every month of how to make every things right " (R7-CI). 
"We have a complaint handling training where we go through all the colleagues". "The front 
line colleagues have to do that training within 6 months ofjoining. This training basically its 
denoted by traffic lights; green light is when the guest comes in and complains and if I am 
comfortable with it, I am able to deal with the situation then that's green light. So I can go 
ahead and do the solution for the customer. So I have all the responsibility of going and 
doing it but its only if I have the knowledge ". "Amber light is when I am not sure something 
happens and I ant not sure this is a new types of complaint, what do I do know. So that's 
something that you are not sure. So you would have to go to your supervisor and check with 
him and then come back with the solution ". "Red light it's like the amber but you stop then 
you go to your duty manager and the duty manager would go and solve the situation " (R5- 
C1). 
Log Book 
This sub-category reveals the hotel policy that focuses on asking questions to the customers, 
updating their profiles and make sure in the next visit that they are going to be happy 
customers. 
"We have the history of the guest, we know if they sent an email or if they have any note in 
their profile we know from their passport if its birthday on the programme so that's help a 
lot. Plus there are like two or three questions about their needs so we can make it right " (R7- 
Cl). 
Customer Behaviour 
This sub-category is related to the way that the customers behave when they encounter a 
problem. It also focuses on what the customers do when they encounter service failure or 
problem. 
"We are lucky at Z hotel because most of our guests are not the shouting type they allow us 
to fix the problem " (R10-C1). 
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"He said ok, he took the responsibility to bring him the passport back and he paid for the 
flight and he trusted me " (R9-CI). 
Experience 
This sub-category describes the knowledge that the employees have gained either from 
particular training programmes or from general practical life. It focuses on how the 
employees speak with the guests, how the employees deal with them, how things need to be 
done and what things need to be done and how to get familiar with other customers who has 
different backgrounds, different habits and traditional. 
"In a way its satisfactory for me because I know that I have done something that made the 
guest happy. I know that I have done something that has positive effect on the guest 1 have 
learned how to make the customer happy, I made the guest happy and 1 made myself happy as 
well" (R2-CI). 
"Experience gives me that, so being here for long time I have experience of how everything 
works and what needs to be done, I know how managers think. Managers come to me and ask 
me what I think should happen in this situation. I know what guests want and what they 
expect. So I get what they want" (R4-CI). 
"I think that was the best way to deal with it but the fact that the agent was not thinking of 
other solutions ". "I think people have to think a little bit more outside of the box. Because we 
are so focused on procedure on how it was done that we forget about the common sense ". 
"So I think it's just that needs to be addressed but most of staff are actually on the board they 
do bring their own experience and their common sense " (RI-CI). 
"I think just a lot of experience of how to deal with the customer, you do learn the response 
time is the key and addressing the situation and not ignoring it is the key so a 
lot of 
experience comes into it I think ". 
Employee Behaviour 
This sub-category is related to how the employees deal with customer problems and what did 
they do when they face a customer problem. 
"I can only be proactive and tell your supervisors or the manager this is happening and this 
is how I would like to handle it, do you think I can do this " (R2-CI). 
"My motivation and my passion because when you are happy of 
doing something you are 
always going to be successful because you put more effort and you put more energy into it" 
"I have been asked for the other expenses (apart from the flight) if I wanted to 
be reimbursed 
but I didn't" (R9-CI). 
Confidence 
This sub-category focuses on the internal believe of the employees on their abilities 
in 
dealing with customer problems 
"I suppose to have a certain amount of confidence. It's confidence. You need confidence to 
be able to deal with something like this. I am a person that takes action and then tell people 
what I have done; I don 't go to people and say can I do this? If it needs to 
be done then do it " 
(R4-C1). 
The people we recruit are people that are confident to make those 
decisions" (R10-CI). 
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Knowledge 
This sub-category relates to the information that the employees have about policies, 
procedures, and products of the service organisation that it has been gained either through 
their experiences or through the training programmes. 
"We have knowledge of the products and the knowledge of how to understand their needs. 
We check the occupancy level of the hotel and see if we have suites available " (R7-Cl). 
"Product knowledge is the key because every room is so different. So it is not always as easy 
as saying from an standard room to an executive room because there are all sorts of 
possibilities" "Having a solution helped because there will be times of the year where I 
wouldn't have been able to offer him a solution because we would be fully booked so knowing 
the occupancy level of the hotel enabled me to do that well " (RIO-CI). 
Empowerment 
This sub-category is about the abilities, responsibilities and authorities of the employees in 
making decisions and solving customer problems. 
"I did not take it off, it was the manager who taking it off. So again the receptionist or the 
team leader would not be able to take it off ' (R3-Cl). 
"Going behind the rules will probably help but you have to be within reason. It had to be in a 
reasonable and rational way where nobody suffering too much ". "Yes they do empower me 
to go over but I still think that there is a floor and a ceiling so you still have to start in that 
range" (Rl -Cl). 
"I am not empowered to that so this guest obviously need to call the superior or the hotel 
manager at first and then the hotel manager will upgrade him " (R3-CI). * 
"The empowerment I am given from my boss". "I have the power to do whatever that 
takes'). "The employees at front office are allowed to make 
decisions and take actions more 
than anywhere I have ever worked" (R] 0-0). 
Inhibitor factors of service recovery performance 
This category reveals all the factors that hinder the employees to deal with customer problem 
effectively, adapt proper methods of service recovery and change the negative attitude of 
dissatisfied customer to the state of satisfaction. This category contains 
5 sub-categories. 
Miscommunication 
This sub-category is about the clash of the information either between departments or 
between individuals. 
"There was miscommunication either lack of communication in that who 
he was complaining 
to in the first instance just didn't do anything or they did do something but it got miss- 
communicated" "I think not knowing what's happened before" "I 
did not know who he had 
complained to " "So I could not follow up and why it was not 
done ". "I could don't offer hint 
a solution ". "I could not offer him any explanations ". "So not having a 
full picture did not 
help things and because it involved other people " (RIO-C2). * 
"At the beginning we went back to the private assistance and said would you 
like to make a 
booking for the transportation and PA said no but the central reservation in 
Dubai takes the 
ownership of it and emails our concierge in-house without telling us to 
book the reservation 
So I think there is miscommunication, they didn't come back to the with my request when 
I 
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ask them from where you got this information So the person who is working in the central 
reservation in Dubai took ownership of it assumed and booked it, which is wrong to assume 
in our work. Because the information come to us and it didn't come to Dubai and at least 
they should C. C. us" (Rl -C2). 
Managerial Support 
This sub-category details the role of the management team in hindering the employees who 
are dealing with customer's problems. It's related to what the management teams offered to 
the employees and how the management team does not support the employees. 
"It went to management and they had to deal with it. "I wasn't given the opportunity to put it 
right" "I think the ownership. The management take of it and the management dealt directly 
with the guest. So it went across to management and got written in the duty management 
book and then I could not explain to him and I could not make him understand that there was 
not a table for me to access " (R4-C2). 
Customer Behaviour 
This sub-category is related to the way that the customers behave when they encounter a 
problem. It also focuses on what the customers do when they encounter service failure or 
problem. 
"I know that he was a particularly difficult guest which made it more difficult. He 
did not 
want to listen to any solution" "He was not prepared to let me fix this problem or 
let me 
investigate the problem " (RIO-C2). * 
"He was freaking out in the lobby and screaming. He didn't want to listen neither to me nor 
the duty manager" (R8-C2). * 
"His wish and you can't change this ". "He won't to see anybody he won't to speak to 
anybody ". "He won't to speak about it" (R6-C2). * 
"The status of the customer hinders me to deal with the situation effectively" "he was very 
angry and he was shouting and I was not in the position to say to the guest that 
he was 
wrong. I was standing there helpless. I didn't say any word because 
he is a big person, he 
can come and hit me as well because he has done it in the past. 
So I kept my distance and 
that's probably the reason why I went down to my management team 
" (R5-C2). * 
Empowerment 
This sub-category is about the abilities, responsibilities and authorities of the employees 
in 
making decisions and solving customer problems. 
"I am not full empowered to do that so I always need to ask. "I need to refer to someone 
because I am not a manager" "I have power to do something but at the same time if 
it's 
something like moving a guest or upgrading someone I need to 
double check with my 
management team " "The manager has to give me the permission "(R2-C2). * 
"My authority in the picture of that guest I was at that time guest's service officer 
I had 
nothing to say for him ". "I was not allowed to authorise or offer 
him anything as 
receptionist " (R8-C2). * 
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Employee Behaviour 
This sub-category is related to how the employees deal with customer problems and what did 
they do when they face a customer problem. 
"My choice of words were not the right ones, the words I used maybe he wanted to hear 
something different" "I didn't react the way I should have maybe ". "I should have just right 
away passed it on to the duty manager but I tried my best and I didn't succeed so I felt disappointed". "I was Just listening but we couldn't really take the action so to be honest" 
(R8-C2). * 
Indicators of Satisfied Customer 
This category of incident includes all the indicators of satisfied customer. Indicators raised 
were commonly connected to verbal cues and nonverbal cues or Physical cues. 
Verbal Cues 
This sub-category is related to customer speech and the level tone of voice. These cues reveal 
the indicators of satisfied customer. 
"He was happy and very appreciative ". "He said thank you very much ". "He said also the 
room was great" (R2-Cl). 
"He complained to the private assistance and the private assistance complained on behalf of 
his guest at the end the customer was happy " (RI -CI). 
"He was very appreciative ". "He said its ok they don't have it but at least they are giving me 
the option to choose if I want really to be upgraded and have a small difference and have an 
even better room "(R2-C1). 
"He was like thank you, thank you, you are the best and this is five star services 
" (R9-CI). 
Nonverbal Cues 
This sub-category is related to facial expression, body language and writing which are the 
indicators of satisfied customers. 
"He was happy ". He came to the reception with a gift ". "He was smiling, 
he hugged me, he 
shook my hands before he left and he made a booking for next week" (R7-Cl). 
She was happy". "She just appreciated that we took it off and without paying 
for it". "She 
calmed down because she was quite upset that there were many things in 
her invoices ". "She 
just appreciated the time that was taken and somebody explained it to 
her " (R3-CI). 
"He was happy". " 
"He was happy you can see it on their face " (RIO-Cl). 
He was happy and he sent a very nice email to the General Manager " (R9-CI). 
Indicators of Dissatisfy Customer 
This category of incident includes all the indicators of dissatisfied customer. 
Indicators 
emerged were commonly connected to the following sub-categories; verbal cues and 
nonverbal cues or Physical cues. 
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This category of incident includes all the indicators of satisfied customer. Indicators raised 
were commonly connected to verbal cues and nonverbal cues or Physical cues. 
Verbal Cues 
This sub-category is related to customer speech and the level tone of voice. These cues may 
also be the indicators of dissatisfied customer. 
"The guest was not happy ". "He was screaming and he was complaining " (R2-C2). 
"He was shouting, I need to speak to the manager and I don't feel this X services and I don't 
get my services " (R5-C2). 
"You can see it from the face that he was shouter" (RIO-C2). 
"He was not happy, he complained about nie and he said that this person didn't treat me 
right " (R8-C2). 
Nonverbal Cues 
This sub-category is related to facial expression, body language and writing which may also 
be the indicators of dissatisfied customers. 
"He was angry and he was upset". "When you check someone out and you ask them how 
your stay was even though they say everything was fine but you can read from their face 
expression that they were not happy" (R2-C2). 
The customer was not happy ". "When he stays with us, he won't come and speak to me and 
he will walk away and he will not acknowledge me ". "He is ignoring me but in my mind it 
was impossible to help him " (R4-C2). 
"The guest was not happy; he just wouldn't accept that I couldn't get him into this 
restaurant ". 
"You can see from the expression on his face, the way he moved. He just ignored everything 
around him" (R8-C2). 
Page 393 
Samer AI-Sabi 
Appendix (4-A): Supporting Letter from the Sponsor of the Study 
Cet 25 2010 3: 43PM HP LRSERJE7 FAX 
. ii ý Jr aýa? 
l l- 
Appendices 
p. l 
ALrHUSSELti BL\ TAL. ý1I. LN7ýTRSITý' 
/r° --A 'ý'ý 
office of the President 
Ref. : 
Date : 
výr+rh ýL 
>C'\/£ 
/c-ý 
, ra ýc l" 
/ \" /Co :t 
ý__. ____YI A ýý 
-. :ýý.. . 
C, -. 
ýL. -} 
1': : "I y., 
7_ 
r_i' j-?. 
J 
- y. l_, "; _n . I) 'r, 
tl j: 1%1 ý' rJ . 
_ic 
Jý --l ýý 
týlý Üli dl 
`_ ---c-. __ 
. al)_, __. __Sý' 4S' ý 
--y l . 
iº ý. ý: . 
1ý ". LýI . ". _:! ý "Ll: ýa 
ý ýrý7 -: `as. sll `_L J :I rs 
tly_ýY1 yli , 
jj--+ü li--I °i 
ý ýý T1 
ý, -ý ,. ýý 
ifdr d. t'. h. +a: 7 aih s tb. wb "C MfC; lýtýi. ýl.!! 
Ors ewu7 &lLvn is : A. Q s. -J. 
Cr+Jri - NÖL.. ( t- ) -. v. - "r/TWv'""" : , 
-sur/Y%vi :. l: u 
Tel. %2-3-2179000, Fax.: : 962-3-2179050. P. O. Box :( 20 ) Afa'an - Jordan 
Page 394 
Samer AI-Sabi 
SURREY 
Appendices 
Appendix (4-B): The English version of the questionnaire of the Study 
Dear Participant 
I am a PhD researcher in Hospitality and Food Management in the School of Management at 
the University of Surrey. As part of my research, I am examining the effect of empowerment 
on the service recovery performance of front office employees working in five star hotels in 
Amman, Jordan. 
I would very much appreciate your kind participation in this research by filling in this 
questionnaire. This questionnaire has a few sections on how you feel about your performance 
in certain situations, how you feel about your work in this hotel and how you feel about 
customers. 
This questionnaire is anonymous. Collected data will be kept strictly confidential and 
individual answers will not released to any third part including your employer. 
Thank you in advance for your help. 
Sincerely yours, 
Samer Al-Sabi 
Hospitality and Food Management 
School of Management - University of Surrey 
Guildford, GU2 7XH 
E-mail: s. al-sabi(a, surrey. ac. uk 
Mobile number: 075 319 329 94 
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Appendices 
Part A: Handling Service Failures 
Think of the last time you were personally involved in a situation of service failure and service 
recovery at work. Think of the actions you took. Now mark on the scale the number that best 
expresses your degree of agreement or disagreement with the following statements. 
(1= strongly disagree. 2=disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO 
Al 
Statements 
I apologised for the inconvenience that the problem had 
brought to the customer 
A2 I listened to the customer and I got the point of the 
complaint 
1 2 3 4 5 6 7 
A3 I admitted responsibility for the mistake 1 2 3 4 5 6 7 
A4 I expressed regret for the mistake that the hotel had made 1 2 3 4 5 6 7 
AS I listened to the customer and I repeated what they wanted 1 2 3 4 5 6 7 
A6 Once the customer had the problem, I provided him or her 
with individual attention 
1 2 3 4 5 6 7 
A7 I took my own responsibility towards the customer problem I 2 3 4 5 6 7 
A8 I offered complimentary coffee or tea 1 2 3 4 5 6 7 
A9 I asked my managers to contribute to solving the customer 
roblem 
1 2 3 4 5 6 7 
A10 I told the customer what I had done to solve the problem 1 2 3 4 5 6 7 
All I took ownership of the customer problem 1 2 3 4 5 6 7 
A 12 I ensured by myself that the problem has been solved 1 2 3 4 5 6 7 
A3 I gave compensation for a future stay in the hotel 1 2 3 4 5 6 7 
AN I explained why the problem had happened 1 2 3 4 5 6 7 
A15 I made a note and I updated the customer profile 1 2 3 4 5 6 7 
A16 Satisfying complaining customer is a great thrill to me 1 2 3 4 5 6 7 
A17 I offered an upgrade to a higher room category 1 2 3 4 5 6 7 
A18 Complaining customers I have dealt with in the past are 
among today's most loyal customers 
1 2 3 4 5 6 7 
A19 I gave compensation for the current stay in the hotel (e. g. 
discount, upgrade, F&B, ect) 
1 2 3 4 5 6 7 
A20 I provided assurance that the problem would not occur again 1 2 3 4 5 6 7 
A21 
Considering all the things I do, I handled this dissatisfied 
customers quite well 1 2 3 
4 5 6 7 
A22 I do not mind dealing with complaining customers 1 2 3 4 5 6 7 
A23 No customer I deal with leaves with problems unresolved 1 2 3 4 5 6 7 
A24 I told the customer what I was going to do the rectify the 
problem 
1 2 3 4 5 6 7 
A25 I offered a discount for a higher room category 1 2 3 4 5 6 7 
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Appendices 
Please mark on the scale the number that best expresses your degree of agreement or 
disagreement with the following statements: 
(1= strongly disagree. 2-disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongly Strongly 
disagree agree 
B1 At my hotel, most customers allow us to fix problems for 1 2 I 3 4 5 6 7 
them 
B2 At my hotel, I some customer will not listen either to me or I 2 3 4 5 6 7 
the duty manager 
B3 At my hotel, some customers will not listen to any solution 1 2 3 4 5 6 7 
B4 The status of the customer hinders me in dealing with the 1 2 3 4 5 6 7 
situation effectively 
B5 At my hotel, most customers help employees to solve their 1 2 3 4 5 6 7 
roblems 
B6 At my hotel, some difficult customers make things harder 1 2 3 4 5 6 7 
Part C: Customer Satisfaction 
Thinking of the same situation please identify in the following statements how you knew that 
your service recovery efforts had been successful or unsuccessful. Now mark on the scale the 
number that best expresses your degree of agreement or disagreement with the following 
statements: 
(1= strongly disagree. 2=disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongly Strongly 
disagree agree 
Cl The customer was happy about the given solution 1 2 3 4 5 6 7 
C2 The customer was sweating and very angry 1 2 3 4 5 6 7 
C3 The customer tone of voice changed positively I 2 3 4 5 6 7 
C4 The customer walked away and ignored me 1 2 3 4 5 6 7 
C5 The customer said you made it right and you restored my 
feelings to the hotel" 
1 2 3 4 5 6 7 
C6 The customer was happy after solving their problem 1 2 3 4 5 6 7 
C7 The customer screamed at me 1 2 3 4 5 6 7 
C8 
C9 
The customer appreciated the time given to solving his / her 
roblem 
The customer came to see me before they left the hotel 
1 
1 
2 
2 
3 
3 
4 
4 
5 
5 
6 
6 
7 
7 
C10 The customer complained about me 1 2 3 4 5 6 7 
C11 The customer showed their gratitude to me I 2 3 4 5 6 7 
C12 The customer would not accept the solution given by me 1 2 3 4 5 6 7 
C13 The customer was very appreciative of me 1 2 
3 4 5 6 7 
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Please mark on the scale the number that best expresses your degree of agreement or 
disagreement with the following statements: 
(1= strongly disagree. 2= disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongly -0 Strongly 
disagree agree 
D1 I am allowed to do almost anything to do a high quality job 1 2 3 4 5 6 7 
D2 The work I do is very important to me 1 2 3 4 5 6 7 
D3 I have authority to correct problems when they occur 1 2 3 4 5 6 7 
D4 I am self-assured about my capability to perform my work 
activities 
1 2 3 4 5 6 7 
D5 I have mastered the skills necessary for my job 1 2 3 4 5 6 7 
D6 I have to go through many regulations to change things 1 2 3 4 5 6 7 
D7 The work I do is meaningful to me 1 2 3 4 5 6 7 
D8 
D9 
I have a great deal of control over what happens in my 
de artment 
My job activities are personally meaningful to me 
I 
1 
2 
2 
3 
3 
4 
4 
5 
5 
6 
6 
7 
7 
D10 I have significant influence over what happens in my 
department 
1 2 3 4 5 6 7 
DI I I am able to make changes in my job when I deem them 
a ro riate 
1 2 3 4 5 6 7 
D12 I have complete freedom to perform job-related tasks 1 2 3 4 5 6 7 
I 
D 13 I have to follow rules and regulations closely in my job 1 2 3 4 5 6 
7 
D14 I have significant autonomy in determining how I do my job 1 2 3 4 5 6 7 
D15 I have a lot of responsibility in my job 1 2 3 4 5 
6 7 
D16 
017 
I am encouraged to use initiative when dealing with job-related 
problems 
I have a lot of control over how I do my job 
1 
1 
2 
2 
3 
3 
4 
4 
5 
5 
6 
6 
7 
7 
D18 I do not need management approval before I handle job-related 
problems 
1 2 3 4 5 6 7 
D19 I am encouraged to handle job-related problems 1 2 3 
4 5 6 7 
D20 I wish management would give me more authority in my job 1 2 3 
4 5 6 7 
D21 I would like a job allowing me more authority 1 2 4 5 
6 7 
D22 I can decide on my own how to go about doing my work 1 2 3 
4 5 6 7 
023 1 have considerable opportunity for independence in how I do 
m 'ob 
1 2 3 4 5 6 7 
D24 My impact on what happens in my department is large 1 2 
3 4 5 6 7 
D25 I am confident about my ability to do my job 1 2 3 4 5 
6 7 
D26 I am allowed to take charge of problems requiring immediate 
attention 
1 2 3 4 5 6 7 
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Please mark on the scale the number that best expresses your degree of agreement or 
disagreement with the following statements: 
(1= strongly disagree. 2=disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongl 14 0 Strongly 
disc ree agree 
El At my hotel, employees receive training on how to make the 1 2 6 
customer happy 
3 4 5 7 
E2 At my hotel, sufficient time is allocated for training 1 2 3 4 5 6 7 
E3 At my hotel, training programmes are consistently evaluated 1 2 3 4 5 6 7 
E4 At my hotel, the training is useful 1 2 3 4 5 6 7 
E5 At my hotel, employees receive continued training to 1 2 3 4 5 6 7 
provide good service E6 At my hotel, employees receive extensive customer service 1 2 3 4 5 6 7 
trainin before the come into contact with customers 
E7 At my hotel, employees receive training on how to serve 1 2 3 4 5 6 7 
customers better 
E8 At my hotel, employees are trained to deal with customer 1 2 3 4 5 6 7 
complaints 
E9 At my hotel, employees receive training on how to speak 1 2 3 4 5 6 7 
with customers 
E lo At my hotel, employees receive training on how to deal with 1 2 3 4 5 6 7 
com lainin customers 
Ell At my hotel, employees are trained on complaint handling 1 2 3 4 5 6 7 
and problem solving 
E12 At my hotel, employees receive training on dealing with I 2 3 4 5 6 7 
customer problems 
E13 At my hotel, employees are trained on how not to lose sight 1 2 3 4 5 6 7 
of common sense at work 
E14 At my hotel, training programmes focus on how to improve 1 2 3 4 5 6 7 
service recovery performance 
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Part F: Managerial Support 
Please mark on the scale the number that best expresses your degree of agreement or 
disagreement with the following statements: 
(1= strongly disagree. 2=disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongly Strongly 
disc ree a ree 
F1 My manager is very concerned about the welfare of those 
under him or her 
1 2 3 4 5 6 7 
F2 I am proud of my manager because they have improved my 
skills 
I 2 3 4 5 6 7 
F3 My manager gets involved when things become difficult at 
work 
1 2 3 4 5 6 7 
F4 My manager is always there to support me 1 2 3 4 5 6 7 
F5 My manager is willing to listen to work-related problems 1 2 3 4 5 6 7 
F6 My manager is always available for help and support 1 2 3 4 5 6 7 
F7 
_ 
My manager does not force me to do things outside my job 
_description. 
1 2 3 4 5 6 7 
Part G: Experience 
Please mark the number on the scale the number that best expresses your degree of agreement 
or disagreement with the following statements: 
(1= strongly disagree. 2=disagree. 3= slightly disagree. 4= neither agree nor disagree. 5=slightly 
agree. 6= agree. 7= strongly agree) 
NO Statements 
Strongly Strongly 
disagree agree 
G1 I learned from experience how to make the customer happy 1 2 3 4 5 6 7 
G3 I know how managers think 1 2 3 4 5 6 7 
G4 I have learned how to speak to customers 1 2 3 4 5 6 7 
G5 I know how things need to be done 1 2 3 4 5 6 7 
G6 I have learned how to calm customers so that they speak at a 
normal level 
1 2 3 4 5 6 7 
G7 I know what things need to be done 1 2 3 4 5 
6 7 
GS I have learned how to deal with customers 1 2 3 4 5 6 7 
G9 I know well how my department works and how to direct 
customers when they ask for specific things 
1 2 3 4 5 6 7 
Glo I know what customers want and what they expect 1 2 3 4 5 6 7 
Gil I have learned how to notice the feelings in the situations 1 2 3 4 5 6 7 
G12 
G13 
G14 
I have learned how to respond quickly to customer problems 
I have learned from my previous manager that customers come 
first 
I have learned how to satisfy customers and exceed their 
expectations 
1 
1 
1 
2 
2 
2 
3 
3 
3 
4 
4 
4 
5 
5 
5 
6 
6 
6 
7 
7 
7 
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Section Two: 
Demographic Profiles 
1. Gender Male 0 Female 0 
2. Age under 20 0 20-29 Q 
30-39 0 40-49 0 50 and above 0 
3. Nationality 
..................................... 
4. Highest Education Qualification obtained 
Undergraduate Q Postgraduate 11 Other (please list) .......................... 
S. Please indicate your current position in front office ............ 
6. Your current employment mode 
Full-time Q Part-time Q 
7. Please indicate how long you have been working in front office 
Please specify ........................ 
years 
8. Please indicate how long you have been working in the hotel industry 
Please specify ........................ years 
Thank you very much for your help 
ý SÜ RSREY ' 
Appenaices 
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Dear Participant: 
ý SREY SÜR 
Appenaices 
I am a doctorate student in the School of Management at Surrey University in the UK. My 
degree is in Hospitality and Food Management. As part of my study, I will examine the effect 
of giving the employees authority according to their performance in correcting the service for 
front desk employees at Jordanian five-star hotels in Amman. 
would be grateful for your participation in this research by filling in this questionnaire. 
ft 
a number of sections about your feelings or reactions to certain situations as well as 
ings toward your work in this hotel and toward the customers. 
mmation in this questionnaire is private and confidential, so the answers will not 
be 
reported to anyone, not even the employer. 
Thank you in advance for your help 
With my respect 
Samer Alsa'bi 
Department of Hospitality and Food Management- University of Surrey 
Guildford- GU 72 XH 
E-mail: s. al-sabi@asurrev. ac. uk 
Mobile: 0788829933 
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The First Part 
A. Dealing with failure or problems in providing a service 
Think about the last time you were personally at work and a failure or problem in providing a 
service to a customer occurred in front of you, and you solved it. Now think about the 
procedures that you took. Put a tick under the number that best expresses your degree of 
agreement or disagreement to the following statements. 
(1. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. Slightly 
agree, 6. Agree, 7. Strongly agree. ) 
Statement 
21314151617 
Al. 
A2. 
I apologised about the defect that caused the customer's 
problem 
I listened to the customer and understood his complaint 
Strongly disagreef---ºStrongly agree 
I 
A3. I admitted my responsibility for the mistake 
A4. I expressed my regret because of the hotel's mistake 
AS. I listened to the customer and I repeated their request 
A6. As soon as the customer faced the problem, I gave him my 
rivate attention 
A7. I solved the customer's problem on my own responsibility 
A8. I offered the customer complimentary tea or coffee 
A9. I asked my managers to contribute in solving the customer's 
roblem 
A 10. I told the customer what I had done to solve the problem 
Al 1. I adopted problem solving by myself 
A 12. I made sure by myself (from or of) solving the problem 
A13 I offered the customer a free stay in the hotel in the future 
A14. I explained the causes of the problem 
A15. I wrote a note and updated the customer's file 
Satisfying a complaining customer is something interesting 
to me 
E 
I offered the customer a better class room 
. AI The customers who faced problems which I dealt with are 
now regular customers 
A19. I compensate the customer with (discount, better room, 
drinks and food.... etc) 
A20. I ensured the customer that the problem wouldn't happen 
a ain 
A21. Considering alI things that I do, I dealt with those customers 
ro erl 
A22. I don't mind to dealing with complaining customers 
A23. There are no customers with whom I've dealt, left the hotel 
without I solved their problems 
A24. I told the customer what I was going to do to solve his/her 
roblem 
A25. I offered the customer a discount to take a better class room 
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Part B: The customer's behaviour 
Please put a tick under the number that best expresses your degree of agreement or 
disagreement to the following statements. 
(1. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. 
Slightly agree, 6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagree---fStrongly agree 
1 2 3 4 5 6 7 
BI. In the hotel where I work most customers allow us to solve 
the problems they face 
B2. In the hotel where I work some customers don't listen to 
either the duty manager or me B3. In the hotel where I work some customers don't listen to the 
solution to any problem B4" The customer's status prevents me from dealing with the 
situation effectively B5. In the hotel where I work most customers help us to solve 
their problems 
B6" In the hotel where I work some customers are ungovernable 
so they make the solution for their problem more difficult 
Part C: Customer Satisfaction 
When you think of the same situation please identify through the following statements how you knew 
that the service correction efforts had been successful or not. Put a tick under the number that 
best 
expresses your degree of agreement or disagreement. 
(1. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. Slightly agree, 
6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagree, ºStrongly agree 
1 2 3 4 5 6 7 
Cl. The customer was pleased with the solution 
C2. The customer was sweaty and nervous 
C3. The customer's tone of voice changed positively 
C4 The customer went away and ignored me 
C5. The customer said "you did the right thing and made me feel 
good about the hotel again" 
C6. The customer was happy after solving his/her problem 
C7. The customer shouted at me 
C8. The customer appreciated the time you devoted to solving 
his / her problem 
C9. The customer came and greeted me before leaving the hotel 
C10. The customer made a complaint against me 
C I1. The customer showed his/her gratitude to me 
C12. The customer refused the solution that I offered 
C13. The customer was grateful to me 
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Part D: The Hotel Where I Work 
Please put a tick under the number that best expresses your degree of agreement or 
disagreement to the following statements. 
(1. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. 
Slightly agree, 6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagree+--o. Strongly agree 
1 2 3 4 5 6 7 
D1 I am allowed to do anything in order to do my job perfectly 
D2. My work is very important to me 
53. I have the authority to solve problems when they arise 
D4 I am self-assured in my capability to perform my duties 
D5. I'm proficient in the necessary skills for my job 
56. 1 have to follow many instructions to change matters 
57. The work I do is meaningful to me 
- 08 1 have a good capacity to control things if they occur in the 
department where I work D9. The functional activities that I do are personally significant 
to me 
D10. 1 have a great effect on what happens in the department 
where I work DI i. I'm able to make changes to my work when I see that it's 
needed 
D12. I have total freedom to carry out the tasks that are related to 
mb 
D13. I have to follow the rules and instructions accurately 
D14. I have a lot of independence in how I do my work 
D15. I have many responsibilities when I'm on duty 
DI6. I am encouraged to take the initiative in dealing with 
_problems 
related to mwork D17" I have a lot of control in howl do my job 
D18. 1 don't need prior agreement from the management t -solve 
roblems related to mwork 
D19. I am encouraged to solve any problems related to my work 
D20. I wish that the management would give me more authority 
to do my work D21. I wish to get a job with more authority 
D22. I can decide how to do my work by myself 
D23. I have adequate opportunity to do my job independently 
D24. I have a great effect on the department where I work 
D25. I am self-assured in my ability to do my work 
D26. I'm allowed to take charge of problems that demanding 
immediate attention 
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Part E: Training 
Please, put a tick under the number that best expresses your degree of agreement or 
disagreement to the following statements: 
(1. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. 
Slightly agree, 6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagree 0ºStrongly agree 
1 2 3 4 5 6 7 
El" In the hotel where I work the employees receive training on 
how to make the customer happy E2, In the hotel where I work they dedicate adequate time for 
training 
E3. In the hotel where I work there is constant evaluation of the 
trainin programmes E4. In the hotel where I work training is considered useful to the 
employee E5, In the hotel where I work the employees receive training 
constantly on how to give good service E6. In the hotel where I work the employees receive intensive 
training on how to serve customer before dealing with the 
customer are trained intensively to serve customers before 
dealing with customers 
Eý" In the hotel where I work the employees receive training on 
how to give the service in the best way 
E8. In the hotel where I work the employees are trained to deal 
with customer complaints 
E9, In the hotel where I work the employees are trained to talk 
to customers 
E 10. In the hotel where I work the employees receive training on 
how to deal with customer complaints 
Ell. In the hotel where I work the employees receive training in 
dealing with customer complaints and in how to solve them E12. In the hotel where I work the employees are trained in 
dealing with customers' problems 
E13. In the hotel where I work the employees receive training on 
how not to lose the good sense at work E14. In the hotel where I work the training programme focuses on 
how to improve service correction performance 
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Part F: Managerial Support 
Please, put a tick under the number that best expresses your degree of agreement or 
disagreement to the following statements: 
(l. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. Slightly 
agree, 6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagrec4 " Strongly agree 
I 2 3 4 5 6 7 
Fl. My manager is interested in the employees' welfare and 
happiness of those who work under his command 
F2. I am proud of my managers because they improved my 
skills 
F3. My manager interferes when only if matters get difficult 
F4 My manager is-always available to support me 
F5. My manager is willing to listen to the problems that are 
related to work 
F6. My manager is always available to offer the help and 
support 
F7 My manager doesn't force me to work anything outside of 
m duty 
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Part G Experience: 
Please, put a tick under the number that best expresses your degree of agreement or 
disagreement to the following statements. 
(l. Strongly disagree, 2. Disagree 3. Slightly disagree, 4. Neither agree nor disagree, 5. 
Slightly agree, 6. Agree, 7. Strongly agree. ) 
No. Statement Strongly disagree4 P Strongly agree 
1 2 3 4 5 6 7 
GI. 1 learnt from experience how to make the customer happy 
G2. I know how the manager thinks 
G3. I learnt how to talk to the customers 
G4. I know how to do the work 
G5. I learnt how to make the customer calm in order to talk in a 
natural tone 
G6. I learnt what things have to be done 
G7. I learnt how to deal with customers 
G8" I know well how to do the work in the department and how 
to direct the customers when they ask specific things 
G9. I know the customers' needs and expectations 
G10. I know how to notice the feelings in different situations 
GI 1. I learnt how to respond quickly to solve the customer's 
roblem 
012. 1 learnt from my former manager that the priority is for the 
customer 
G13 
. I learnt how to satisfy the customers and exceed their 
expectations 
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The second Part 
Demographic Information 
1. Sex 
Q Male Q female 
2. Age 
Q Less than 20 Q20- 29 Q 30 - 39 Q 40 - 49 Q 50 or over 
3. Nationality 
...................................................... 
4. The highest academic degree obtained 
Q Bachelor Degree Q High education Q Other (please state) ......................... 
5. Please mention your current position in the Front Office ........................................... 
6. The nature of your current job 
Q Full time Q Part time 
7. Please, state how long you have worked in the front office 
Number of years .......................................... 
8. Please state how many years you have worked in hotels 
Number of years ....................................... 
Thank you for your help! 
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Appendix (5-A): Correlation Matrix Structural Empowerment 
1.000 
0. 
. 579 1.000 
. 381 -. 406 1.00 
388 
. 410 -. 414 1.000 
362 
. 379 -. 308 . 622 1.000 SEUR -. 346 -. 338 . 317 -. 524 -. 454 1.000 
SEIS 
. 298 . 380 -. 339 . 555 . 496 -. 548 1.000 
368 
I - 
. 413 . 
271 
. 429 439 -. 388 . 
474 1.000 
S EV 
. 418 . 502 -. 285 . 459 ý . 
411 -. 422 . 
513 . 586 1.000 
301 
. 481 -. 251 . 262 . 374 -. 080 . 225 . 433 . 397 1.000 
383 
. 
464 -. 345 327 . 400 357 . 408 . 
653 
. 
559 
. 
454 1.000 
-. 287 -. 210 . 
298 -. 287 -. 273 . 312 -. 337 -. 
099 -. 268 -. 168 -. 256 1.000 
-. 186 -. 187 . 
243 -. 237 -. 200 . 240 -. 208 -. 
142 -. 251 -. 164 -. 215 . 
654 1.000 
311 
. 421 161 . 394 393 -. 227 . 377 . 
480 
. 
391 
. 
406 
. 
421 -. 137 -. 099 1.000 
4 
Appendix (5-B) Correlation Matrix Psychological Empowerment 
I1 
I 1.000 
I I' I: I 
. 634 1.000 
1' 
. 540 . 613 1.000 
I . 698 . 547 . 479 1.000 
. 548 . 
523 
. 470 . 684 1.000 
. 
509 
. 
460 
. 
474 
. 
465 
. 
475 1.000 
. 458 . 341 . 394 . 406 . 331 . 
309 1.000 
. 366 . 359 . 364 . 438 . 358 . 
377 . 337 1.000 
. 
298 
. 
294 
. 280 . 248 . 342 . 
384 . 384 . 
589 1.000 
. 
412 
. 
386 
. 422 . 378 . 
353 
. 
376 . 
334 
. 
475 
. 
328 1.000 
. 412 . 399 . 535 . 
371 . 440 . 401 . 
427 . 382 . 364 . 521 1.000 
. 
326 
. 
356 
. 424 . 329 . 406 . 
471 . 304 . 
500 
. 
462 
. 486 . 
446 1.000 
"'Irr,: meaning, *CPE: Competence, *SPE: Self-determination, *IPE: Impact 
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Samer AI-Sabi Appendices 
Appendix (5-D): Correlation Matrix for Customer Satisfaction 
1.000 
*csoi I I I I I' 
. 562 1.000 
. 463 . 347 1.000 
. 532 . 387 . 602 1.000 
I; . 360 . 312 . 
419 . 422 
1.000 
. 397 . 275 . 501 . 
460 . 518 1.000 
. 519 . 348 . 483 . 483 . 
585 . 
493 1.000 
. 402 . 391 . 395 . 
500 . 420 . 394 . 516 1.000 
*CS: Customer Satisfaction 
Appendix (5-E) Correlation Matrix for Managerial Support 
i I. 000 
i . 786 1.000 
i 658 . 719 
1.000 
i 721 . 822 . 
764 1.000 
i 716 . 707 . 707 . 
759 1.000 
i . 670 . 746 . 
758 . 831 . 
723 1.000 
i . 622 . 585 . 548 . 
601 . 633 . 559 1.000 
*MS: Managerial Support 
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Appendix (5-F) Correlation Matrix for Experience 
Appendices 
*EX01 1 
ý 1.000 
i i i i, i i: i i 
ý . 574 1.000 
. 720 . 536 1.000 
. 616 . 546 . 749 1.000 
. 571 . 389 . 635 . 621 1.000 
ý . 499 . 425 . 607 . 673 . 621 1.000 
. 538 . 357 . 667 . 616 . 659 . 659 1.000 
. 429 . 324 . 541 . 599 . 503 . 662 . 654 1.000 
. 476 . 386 . 498 . 534 . 521 . 605 . 
615 . 714 1.000 
. 464 . 424 . 524 . 617 . 499 . 585 . 
661 . 665 . 741 1.000 
. 441 . 383 . 509 . 571 . 556 . 
536 . 563 . 
639 . 732 . 707 1.000 
. 442 . 350 . 468 . 568 . 512 . 518 . 
456 . 542 . 
522 . 606 . 656 1.000 
574 1 
. 419 . 569 . 590 . 568 . 
579 . 554 . 
602 . 623 . 574 . 726 . 646 1.000 J 
X: Experience 
Appendix (5-G) Correlation Matrix for Training 
Will 
1.000 
714 1.000 
724 . 841 1.000 
. 760 . 719 . 784 1.000 
. 614 . 731 . 770 . 727 1.000 
. 651 . 659 . 723 . 641 . 773 1.000 
. 637 . 686 . 706 . 636 . 811 778 
1.000 
. 627 . 617 . 
678 . 653 . 625 . 685 . 667 
1.000 
. 627 . 643 . 657 . 639 . 
655 . 630 . 734 . 
728 1.000 
i . 616 . 693 . 703 . 750 . 672 . 
609 . 630 . 740 . 
734 1.000 
. 594 . 712 . 668 . 658 . 711 . 604 . 712 . 
660 . 740 . 774 1.000 
. 636 . 670 . 686 . 703 . 635 . 632 . 
630 . 693 . 
659 . 807 . 809 1.000 
. 590 . 713 . 651 . 604 . 669 . 668 . 678 . 
702 . 687 . 698 . 775 . 713 1.000 
. 581 . 669 . 680 . 640 . 633 . 
627 . 633 . 
715 . 682 . 
738 . 746 . 782 . 725 1.000 
:I raining 
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Appendix (5-H) Correlation Matrix for Customer Behaviour 
CI 
1.000 
CI tl il 
. 722 
1.000 
. 482 . 
505 1.000 
:i 309 . 263 . 
282 1.000 
*CB: Customer Behaviour 
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Appendix (6-A): Structural Empowerment Scree Plot 
Scree Plot 
41 
31 
d ý R 
9 
C 2y 
w 
11 
o- 
0 
41 
T 
345G7 
Component Number 
T 
1 
Appendix (6-B): Psychological Empowerment Scree Plot 
Scree Plot 
7 
1 234567 
Component Number 
Appendices 
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Appendix (6-C): Service Recovery Performance Scree Plot 
Scree Plot 
W 
Appendices 
123456785 10 11 12 13 14 
Component Number 
Appendix (6-D): Customer Satisfaction Scree Plot 
Scree Plot 
T 
1 1 2 3456 
Compon*nt Numb*r 
7 
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Appendix (6-E): Managerial Support Scree Plot 
Scree Plot 
67 
51 
d 3 
R 
ý 
41 
C 31 W z 
11 
0-1 
TI 12 
II-I 
345 
Component Number 
Appendix (6-F): Experience Scree Plot 
Scree Plot 
W 
45 
Component Number 
T 
6 
Appendices 
T 
7 
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Appendices 
Appendix (6-G): Training Scree Plot 
Scree Plot 
1 0-1 
r 
R 
ý d 
IL 
I1-, -ý 
1234 56789 10 11 12 13 14 
Component Number 
Appendix (6-H): Customer Behaviour Scree Plot 
T 
1 
Scree Plot 
Component Number 
234 
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Appendix (7-A): Inter-Item Correlation of the Psychological 
Empowerment 
1.000 
ll 
. 698 1.000 
. 638 . 547 1.000 
. 548 . 684 . 527 1.000 
. 539 . 478 . 612 . 469 
1.000 
. 367 . 438 . 359 . 361 . 364 1.000 
. 298 . 248 . 296 . 348 . 281 . 
590 1.000 
. 333 . 332 . 357 . 415 . 428 . 501 . 463 1.000 
 _. 757 754 . 743 . 741 . 718 . 720 . 632 . 675 1.000 
Appendix (7-B): Inter-Item Correlation of the Customer Satisfaction 
1.000 
i, i i9 i: i 
Customer 
Satisfaction 
i . 483 1.000 
. 519 . 543 1.000 
. 485 . 604 . 464 1.000 
. 499 . 459 . 397 . 504 1.000 
. 589 . 429 . 327 . 417 . 
521 1.000 
515 . 497 . 400 . 397 . 392 . 
420 1.000 
. 337 . 387 . 546 . 348 . 271 . 
288 . 386 1.000 
. 774 . 760 . 717 . 736 . 725 . 
712 . 698 . 605 
1.000 
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Appendix (7-C): Inter-Item Correlation of the Managerial Support 
I" 
I' 1.000 
I I6 1 I II Managerial "Support 
. 822 1.000 
. 831 . 745 1.000 
. 759 . 703 . 721 1.000 
. 721 . 783 . 667 . 713 1.000 
1 . 764 . 722 . 758 . 708 . 65 7 
P 
0 0 
. 601 585 9 633 622 1.000 
,,, . 912 . 891 . 874 . 869 . 862 85 3 . 759 1.000 
Appendix (7-D): Inter-Item Correlation of the Experience 
I 
1.000 
I 1' I I: 1 EXOI Experience 
. 617 1.000 
. 533 . 743 1.000 
. 570 . 708 . 733 1.000 
1 . 751 . 529 . 500 . 508 1.000 
ý . 603 . 666 . 718 . 639 . 
541 1.000 
ý . 617 . 499 . 520 . 557 . 
637 . 510 1.000 
. 615 . 464 . 477 . 439 . 
720 . 429 . 571 1.000 
. 826 . 819 . 823 . 813 . 805 . 798 . 772 . 732 
1.000 
Appendix (7-E): Inter-Item Correlation of Customer behaviour 
1.000 
. ý 
o 
amig 
. 724 1.000 
7 
. 482 . 498 
1.000 
. 309 . 274 . 
294 1.000 
. 851 . 847 . 
752 . 571 1.000 
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Samer AI-Sabi 
Appendix (9-A): Results of T-test according to Nationality 
Appendices 
Dependent 
Structural 
Independent 
Jordanian 
N* 
294 
Mean 
5.59 
Std. 
1.007 
T 
. 
257 
Sig. 
. 
798 
Empowerment Non-Jordanian 4 5.46 . 552 
Psychological Jordanian 294 5.93 . 
861 
. 
771 . 441 Empowerment Non-Jordanian 4 5.59 . 598 
Attitude Jordanian 294 6.06 . 924 -. 081 . 
935 
Non-Jordanian 4 6.10 . 346 
Influence Jordanian 294 5.70 1.075 1.749 . 081 
Non-Jordanian 4 4.75 1.398 
Service Recovery Jordanian 294 5.73 . 829 . 040 . 
969 
Performance Non-Jordanian 4 5.71 . 
391 
Tangible Service Jordanian 294 5.26 1.260 -"465 . 642 
Recovery Non-Jordanian 4 5.55 1.038 
Intangible Service Jordanian 294 5.99 . 804 . 
466 . 641 
Recovery Non-Jordanian 4 5.81 . 278 
Managerial Jordanian 294 5.79 1.237 -. 910 . 364 
Support Non-Jordanian 4 6.36 . 378 
Experience Jordanian 294 6.18 . 843 
-. 543 . 588 
Non-Jordanian 4 6.41 . 344 
Training Jordanian 294 5.80 1.175 -. 282 . 778 
Non-Jordanian 4 5.96 . 371 
Customer Jordanian 294 4.71 1.297 -. 258 . 796 
Behaviour Non-Jordanian 4 4.88 1.652 
Customer Jordanian 294 5 78 . 852 
3.543 . 017 
Satisfaction Non-Jordanian 4 6.16 . 188 
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Appendix (9-B): Results of T-test according to Education Level 
Dependent 
Variables 
Structural 
Independent 
Variables 
Secondary Level 
N* 
282 
Mean 
5.56 
Std *' 
Deviation 
1.005 
T 
1 -2.015 
Sig. 
. 045 Empowerment Higher Education 16 6.08 . 805 
Psychological Secondary Level 282 5.90 . 866 -1.686 . 
093 
Empowerment Higher Education 16 6.27 
. 
628 
Attitude Secondary Level 282 6.04 . 933 -3.178 . 
004 
Higher Education 16 6.46 . 483 
Influence Secondary Level 282 5.67 1.084 -1.029 . 304 
Higher Education 16 5.96 1.053 
Service Recovery Secondary Level 282 5.72 . 830 -. 
698 . 486 
Performance Higher Education 16 5.87 . 727 
Tangible Service Secondary Level 282 5.26 1.264 -. 173 . 862 
Recovery Higher Education 16 5.31 1.143 
Intangible Service Secondary Level 282 5.98 . 809 -. 
975 . 330 
Recovery Higher Education 16 6.18 . 597 
Managerial Support Secondary Level 282 5.78 1.244 -1.233 . 219 
Higher Education 16 6.17 
. 
925 
Experience Secondary Level 282 6.15 
_849 
-4.234 . 000 
Higher Education 16 6.64 . 
413 
Training Secondary Level 282 5.77 1 182 -2.490 . 
022 
Higher Education 16 6.27 . 750 
Customer Secondary Level 282 4.67 1.306 -3.292 . 004 
Behaviour Higher Education 16 5.45 . 905 
Customer Secondary Level 282 5.77 
. 
839 -1.423 . 156 
Satisfaction Higher Education 16 6.08 . 973 
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Appendix (9-C): Results of T-test according to Employment Mode 
Dependent 
Variables 
Structural 
Independent 
Variables 
Full-time 
N* 
276 
Mean 
5.53 
Std. 
Deviation 
1.005 
T Sig. 
-6,641 . 000 Empowerment part-time 22 6.37 . 521 Psychological Full-time 276 5.88 . 855 
-2.928 . 004 
Empowerment --- Part-time 22 6.43 . 736 
Attitude Full-time 276 6.03 . 923 -2.336 . 
020 
Part-time 22 6.50 . 748 
Influence Full-time 276 5.64 1.065 -2.874 . 004 
Part-time 22 6.32 1.134 
Service Recovery Full-time 276 5.70 . 820 
2.576 . 010 
Performance part-time 22 6.16 . 772 
Tangible Service Full-time 276 5.21 1.264 -2.217 . 027 
Recovery Part-time 22 5.83 1.022 
-- Psychological Full-time 276 5.96 . 801 
2.193 029 - 
Service Recovery Part-time 22 6.35 . 701 
Managerial Support Full-time 276 5.74 1.226 
3.239 . 003 
Part-time 22 6.52 1.069 
Experience Full-time 276 6.15 . 847 
-3.605 . 001 
Part-time 22 6.62 . 569 
Training Full-time 276 5.74 1.179 5.206 . 
000 
Part-time 22 6.56 . 654 
Customer Full-time 276 4.65 1.320 
4.081 . 000 
Behaviour Part-time 22 5.38 . 739 
Customer Full-time 276 5 . 75 . 
850 2397 017 
Satisfaction Part-time 22 6.20 . 710 
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Appendix (10-1A): Histogram - Psychological empowerment (PE) 
Dependent Variable: PE 
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50-1 
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rp 
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Appendix (10-113): P-P Plot - Psychological empowerment (PE) 
Normal P-P Plot of Regraýsion Standardized Residual 
Dependant Variable: PE 
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Appendix (10-1C): Scatter Plot - Psychological empowerment (PE) 
Dependent Variable: PE 
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Appendix (10-2A): Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
Mean =-3.45E-15 
Std. Dev. -0.998 W =294 
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1 4 
Appendix (10-2B): P-P Plot - Service Recovery Performance (SRP) 
Nor, rlal P-P Plot of Regression Stan da rdIzacl Residual 
Depandent Varlabla: SRP 
a 
O 
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Observed CuU i Prob 
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Appendix (10-2C): Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
Regression Standardized Predicted Value 
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Appendix (10-3A): Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
Mean 6.15E-15 
Std. Dev. -0.998 
N -294 
60-ý 
ý ° = ý aO 
a. U, 
li.. 
201 
q= 
-4 -1 U 
Regression Standardized Residual 
Appendix (10-3B): P-P Plot - Service Recovery Performance (SRP) 
Normal P-P Plot of Regresston Standardized Residual 
Dependent Variable: Service Recovery Performance 
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Appendix (10-3C): Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-4A): Histogram - Customer Satisfaction (CS) 
Dependent Variable: CS 
Wlean - 4.12E-15 Std. Dev. - 0.998 N- 295 
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Appendix (10-4B): P-P Plot - Customer Satisfaction (CS) 
Normal P-P Plot of Regression Standardized Residual 
Dependent Variable: CS 
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Appendix (10-4C) Scatter Plot - Customer Satisfaction (CS) 
Dependent Variable: CS 
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Appendix (10-5A): Histogram - Service Recovery Performance 
Dependent Variable: SRP 
Mean =-7.87E-15 Std. Dev. -0.997 
N -293 
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(SRP)Appendix (10-5B) P-P Plot - Service Recovery Performance (SRP) 
Nor, rial P-P Plot of Regresaslon Standardized Residual 
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Appendix (10-5C) Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-6A) Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-6B) P-P Plot - Service Recovery Performance (SRP) 
Normal P-P Plot of Regression Standardized Residual 
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Appendix (10-6C) Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-7A) Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
Mean =-1.14E-14 
Std. Dev. -0.997 
N =293 
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Appendices 
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Appendix (10-7B) P-P Plot - Service Recovery Performance (SRP) 
Normal P-P Plot of Regrasslon Stanclardized Residual 
Dependent Variable: SRP 
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Appendix (10-7C) Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-8A) Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-8B) P-P Plot - Service Recovery Performance (SRP) 
Norrnal P-P Plot of Regression Standardized Realdual 
Dependent Variable: SRP 
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Appendix (10-8C) Scatter Plot - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-9A) Histogram - Service Recovery Performance 
Dependent Variable: SRP 
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Appendix (10-9C) Scatter Plot _, Service Recovery Performance 
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Appendix (10-10A) Histogram - Service Recovery Performance (SRP) 
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Appendix (10-10C) Scatter Plot - Service Recovery Performance (SRP) 
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Appendix (10-11A) Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
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Appendix (10-11C) Scatter Plot - Service Recovery Performance (SRP) 
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Appendix (10-12A) Histogram - Service Recovery Performance (SRP) 
Dependent Variable: SRP 
Mean --5.89E-1 5 
Std. Dev. -0.997 
N -294 
a% 
ý 
LL 
601 
40-1 
I-, -., 
PF 
I- --7 
-6 -4 
4-1± 
_4 
Regression Standardized Residual 
2o-1 
Appendix (10-12B) P-P Plot - Service Recovery Performance (SRP) 
Normal P-P Plot of Regression Standardized l esidaral 
Dependent Variable: SRI 
AM 
U 
ar V 
d 
ýx 
W 
0.0 
0.0 0.2 0.4 0.6 0.8 1.0 
Obsorvod Cum Prob 
Page 461 
Samer AI-Sabi 
Dependent Variable: SRP 
Appendices 
-I -I 
-4 -3 -2 -1 
012 
Regression Standardized Predicted Value 
Appendix (10-12C) Scatter Plot - Service Recovery Performance (SRP) 
Page 462 
